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.... is just another way of saying 
that the dealer had received an- 
other tight-bound catalog* .... 
and was impolitely commenting 
on its impracticability as com- 
pared with a modern, loose-leaf 
catalog. The fittest always sur- 
vives .... so the tight-bound 
catalog will be used infrequently. 


Today, practically every worth 
while dealer has become a loose- 
leaf catalog enthusiast. For it is 
the only kind that keeps pace with 
modern business, 


The loose-leaf catalog informs him 
of new items, changing prices and 
discontinued lines. It enables the 
dealer to picture to customers, 
merchandise which for many rea- 
sons may not be carried in stock. 
So easy to sell from it — so simple 
to order from it—so natural to 
use it. At any time it may be con- 
sulted with assurance of accuracy. 
The loose-leaf catalog quickens 
turnover and speeds sales, 


Manufacturers and jobbers in all 
lines have found that the loose- 
leaf catalog produces a steady 
flow of orders “in between” the 
salesman’s calls—increases sales 
volumes—and lowers selling costs. 
The complete story will interest 
progressive sales managers and 
other executives. Let us tell you 
all about the loose-leaf system of 
cataloging. 

*If you issue a tight-bound catalog, and 


your competitor’s is loose-leaf, ask the 
dealers which catalog they use and prefer. 


THE HEINN COMPANY 
349 Florida St. Milwaukee 
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CCORDING to the Federal Cen- 

sus of Distribution the total of 
retail sales of the City of Chicago for 
1926 was $1,980,846,000, 11 per cent 
more than the total retail sales for 
Baltimore, San Francisco, Seattle, 
Kansas City, Denver, Atlanta and 
Syracuse combined. 


Retail trade is the index of cities. In 
Chicago the retailer has built a market 
greater than seven great markets... 
a two-billion dollar sales area so com- 
pact that it may be covered by one 
sales and merchandising force, thor- 


A GREATER MARKET THAN 
SEVEN GREAT MARKETS 


oughly penetrated by one advertising 
medium. 

Retail advertising practice is an index to 
media, too. In Chicago retail advertisers, 
representative of the builders of this 
great market, place more advertising 
in The Daily News than in any other 
Chicago daily newspaper, a valuable 
guide for every advertising campaign. 


For the best results from every mer- 
chandising effort in 1928 concentrate 
in Chicago. For the best returns for 
every advertising dollar concentrate in 
The Chicago Daily News. 


THE CHICAGO DAILY NEWS 


Chicago’s Home Newspaper 


“oe ADVERTISING REPRESENTATIVES ie 


NEW YORK CHICAGO DETROIT 
J. B. Woodward Woodward & Kelly 
110 E. 42nd St. 360 N. Michigan Ave. 


SAN FRANCISCO 
Woodward & Kelly C. Geo. Krogness 
408 Fine Arts Bldg. 253 1st Nat’l Bank Bldg. 


MEMBER OF THE 100,000 GROUP OF AMERICAN CITIES 


a 


P . 
ublished every other Saturday and copyrighted 1928 by the Dartnell Corporation, 4660 Ravenswood Ave., Chicago, Ill. Subscription price $4.00 
@ year, in advance. Entered as second class matter, March 12, 1919, at the Post Office at Chicago, Ill., under act of March 3, 1879. 
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What Price 
Southern Sales? 


Cut Costs with a Plant or 
Warehouse in Spartanburg 


IVE RAILROADS serve this strategically lo- 

cated southeastern city. And with the new 
mileage basis ruling of the Interstate Commerce 
Commission, now effective, the average freight rate 
from Spartanburg to 206 representative industrial 
and distributing centers in the Southeast is lower 
than from any other point. Rates to and from 
middle west and western points are lower than for 
any other point in Piedmont Carolinas, 


13,000,000 Consumers 
Close at Hand 


In the heart of the great industrial Southeast 
with 13,000,000 consumers close at hand — there 
Spartanburg is located—at the rail center which can 
put your goods into quick distribution at minimum 
freight costs. What more ideal point for your plant 
or branch warehouse than here? 


Write Today 
for 

This Survey 
It Tells All? 


After thoroughly investigating its possibilities, 
twenty large well-known concerns established plants 
or branch warehouses in Spartanburg. As a result, 
their sales in this rich territory have greatly exceeded 
their expectations. 


After you read the Spartanburg Industrial Survey 
Report, you will readily see why these concerns 
located in Spartanburg. Then, we will compile, 
without cost or obligation to you, a confidential 
survey of the sales opportunities for your particular 
product in the Spartanburg area. Write for above 
survey today. 


INpusTRIAL ComMISSION - CHAMBER OF COMMERCE 
1300 Montcomery BuILpinc - SPARTANBURG, S. C. 


SOUTH 


¢ 
<= 


TRANSPORTATION—Two trunk lines to the 
Middle West —two to the Atlantic Coast—on the 
main line of the Southern Railroad from New York 
to New Orleans. 


TRAVELING—Thirty-three passenger trains in 
and out of the city every twenty-four hours. A net- 
work of bus lines covering the state. Large, modern 
hotels everywhere. 


AIR MAIL—Regular stop on U.S. Postal Air Mail 
Route, six hours to New York. 


PRESTIGE—A progressive, well-known city — at 
present used as a Southern Distributing Center by 
more than a score of national manufacturers. 


The 1928 Reference Number 


An International Guide for Advertisers 


the announcement some 

months ago of the consolida- 
tion of the Dartnell Advertiser’s 
Guide with Sates MANAGEMENT 
magazine and the plan of increas- 
ing its size and scope as an 
International Guide for Adver- 
tisers, practically a unanimous 
approval was voiced from all 
quarters. © 

This project made its debut in 
1920, in the form of a multi- 
graphed report on advertising 
agencies. At that time it was 
recognized that many advertising 
agencies failed to appreciate the 
position of an advertiser contem- 
plating an agency connection. 
More than 1500 agencies and al- 
leged agencies were available 
from which to make a selection 
of a few for personal investiga- 
tion by the advertiser. How 
would he separate the wheat from 
the chaff? How would he know 
which agencies were most likely 
to give him the service he re- 
quires? How would he know 
which agencies were best quali- 
fied by experience and training to 
produce maximum results for the 
money he could appropriate for 
advertising? Should he depend 
upon hearsay and on the adver- 
tisements of agencies in the ad- 
vertising journals? Selecting the 
one best agency to handle the 
account might easily result in a 
costly experiment. 

To supply the advertiser with 
information that would be helpful 
in the selection of an agency, 
Dartnell conducted investigations 
that resulted in the issuing of the 
first report on this subject in 
1920. The popularity of this re- 
port resuited in its being revised 
and published in 1924, as the Dart- 
nell Advertising Agency Guide, a 
220-page book which was sold at 
$2.50 a copy. 

In 1925 the Guide was extended 
to include data on markets and 
advertising media, as well as ad- 
vertising agencies. The size of 
the book was increased to 400 
pages and the price to $3.50. 

In 1926 the Guide was still 
further broadened to cover more 
phases of advertising and a new 
feature, the Dartnell Index to 
County Buying Power, was of- 
fered to advertisers as a basis for 
sales plans. 


[ ite, announce following 


The 1927 edition of the Guide 
exceeded 800 pages and was priced 
at $5. It was widely distributed 
among national advertisers and 
advertising agencies. It was the 
only complete year book of ad- 
vertising published, and the only 
media through which a buyer of 
advertising could find, in one com- 
pact volume, practically all the in- 
formation needed in planning and 
executing an advertising campaign 
—from the selection of an agency 
to the purchasing of toy balloons 
for distribution at county fairs. 

Because the book assumed 
such an important place in the 
advertising and selling world, it 
was decided to make it a special 
issue of SALES MANAGEMENT mag- 
azine, the Dartnell publication for 
the man in charge of sales and 
advertising. It is purchased by 
15,000 sales and advertising ex- 
ecutives, advertising agencies and 
sales counselors, as a part of their 
subscriptions. to SALES MANAGE- 
MENT. This is in addition to gen- 
eral circulation through special 
orders that come in outside of the 
requests of subscribers, which it 
is expected will cause the total to 
exceed 17,000. 

The page size is 7 by 10 inches, 
instead of 5% by 8, as in former 
years. With the addition of 
more information the number of 
pages has climbed to 650. 

Those who once persisted in 
the belief that the publication of 
the Dartnell Advertiser’s Guide 
was merely another “directory” 
without any particular mission in 
life, have now changed their 
minds. It is significant that in 
1926 only 60 per cent of the agen- 
cies cooperated in getting out the 
Guide. In 1927 the number in- 
creased to 90 per cent and this 
year over 95 per cent. While 
these indications are gratifying, 
there is a full realization that 
room for improvement still ex- 
ists. The Dartnell Corporation 
believes that the last few editions 
have made decided steps forward. 
However, plans are already under 
way for a bigger and better Inter- 
national Guide for Advertisers 
next year. It is hoped that you 
will extend your cooperation to- 
ward that end. The Dartnell 
Corporation appreciates the coop- 
eration extended in the compila- 
tion of this issue. 
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Lithographed 
Letterheads 


As low as 


$1.20 


Per Thousand 


— 


Black Ink 
On 20-Lb. White Bond 


Direct mill purchases of pa- 
per in large quantity plus 
special intensive production 
makes possible the following 
low prices: 


No. 1 20-Lb. White Bond 


6000 $1.20 per M 
eae 1.25 per M 
| aE 1.45 per M 
See 1.70 per M 

|. ene 2.25 per M 
20-Lb. Hammermill Bond 

100,000....................... $1.95 per M 
a 2.10 per M 
a 2.40 per M 
S| aa 2.70 per M 

ee 3.50 per M 


Minimum Quantity 6,250 


Engravings made at actual 
labor cost. 


Prices F. O. B. Chicago, Ill. 


We are serving thousands of 

large firms throughout the 

country. Let us send you 
samples. 


Letterheads in colors at cor- 
respondingly low prices. 


—— 


Peerless 
Lithographing 


Company, Inc. 
1714-20 No. Robey St. 
Chicago, III. 


The Green & Van Sant Company, Balti- 
more advertising agency, has taken over 
the business of J. M. Daiger & Company 
of the same city, with J. P. Datcer and 
Jos. M. LALLEY as members of the copy 
staff and Robert E. DaAIceR a member of 
the media and space department. J. M. 
DaIGcER, the founder of the Daiger com- 
pany, is retiring from the advertising 
business. ‘The personnel of Green & Van 
Sant will remain the same. 


EuGENE R. SmiTH has been appointed 
advertising manager of the California 
Walnut Growers’ Association, with head- 
quarters in Los Angeles. 


CHARLES SILveER, formerly in charge of 
the retail advertising department of 
Pickus-Weiss, Inc., and more recently with 
Vanderhoof and Company, has been ap- 
pointed advertising manager of the Taylor 
Washing Machine Company, operating six 
stores in Chicago. ‘The company’s ex- 
pansion program for 1928 calls for sixty 
stores. 


Mrs. ELizABETH GREGG MACGIBBON, 
who some time ago retired on account of 
ill health from the management of Mac- 
Gibbon and Watson, Inc., advertising 
agency at Sacramento and San Francisco, 
California, has reentered advertising work 
as account executive in the San Francisco 
office of Honig-Cooper Company. 


Cuarctes F. Suriver, formerly in the 
advertising department of the Chicago 
office of Liberty magazine, and previous to 
that with the National Biscuit Company, 
has joined the staff of the Chicago office 
of Albert Frank & Company. 


WINTHROP SEARLES TUTTLE, who re- 
signed as New England advertising rep- 
resentative of The News of New York on 
January 1, has bought an interest in the 
Dispatch of Oneida, New York, where he 
will act as business manager and vice 
president of the paper. 

Mr. Tuttle was associated with The 
News for seven years and previous to 
that time was with the Chicago Tribune’s 
New York office. 


After several years spent mostly at free- 
lance work, DoNALD Wy iE has rejoined 
the Gardner Advertising Company as 
copy-writer at their St. Louis headquar- 
ters. Mr. Wylie has been with N. W. 
Ayer & Son and the Stanford agency at 
Atlanta, and has just disposed of his prac- 
tice known as the Don Wylie Service of 
New Orleans. 


RoserT CADE WILSON, Jr., formerly an 
account executive with the George L. 


Courtesy The Pullman Company 


Dyer Company, New York City, and pre- 
vious to that New York State rep- 
resentative for the National Geographic 
Magazine, is now connected with Liberty 
magazine as southern advertising repre- 
sentative. 


WILLIAM H. Rocers has been appointed 
sales manager for Sidener, Van Riper & 
Keeling, Inc., Indianapolis advertising 
agency. Mr. Rogers has been an account 
executive on The Saturday Evening Post 
for six years, and prior to that was West- 
ern sales manager of the Beaver Board 
Company. 


A. N. Lincoitn, who has been with the 
Belding-Heminway Company, New York, 
for twenty-eight years, has been elected 
president of that company to succeed E. C. 
YOUNG, who is now chairman of the exec- 
utive committee. He started as a salesman 
and was promoted steadily until in 1926, 
when Belding Brothers & Company con- 
solidated with the Heminway Silk Com- 
pany, he was appointed vice president 
and assistant to the president. 


F. B. Soper has been promoted to sales 
manager of the Velie Motors Corporation, 
Moline, Illinois, to succeed L. F. Murpuy, 
resigned. 


J. J. Cuppy has been appointed manager 
of Californians, Inc., San Francisco, to 
succeed B. M. RAsTALt, resigned. Mr. 
Cuddy was recently assistant to the presi- 
dent of the Yellow Cab Company, San 
Francisco, and previous to that was di- 
rector of advertising of the Standard Oil 
Company of California. He will be in 
charge of the campaign which is being 
planned by Californians, Inc., to advertise 
Northern California. 


Jay RATHBUN, vice president in charge 
of the export department of the White 
Company, Cleveland, manufacturer of 
motor trucks and busses, has been ap- 
pointed Eastern vice president, with head- 
quarters in New York City. He became 
associated with the company in 1911 as 
manager of sales for New York state, and 
in 1914 was appointed manager of export 
sales. 


C. R. Bonn, recently sales manager of 
the cheese division of the Pabst Corpora- 
tion, Milwaukee, has become director of 
sales for the Sunrich Canneries of the 
same city. 


Harry Hoven, president of the B. F. 
Goodrich Company, resigned that position 
at a special meeting of the board of di- 
rectors, held March 23. J. D. Tew, first 
vice president, was elected president. 
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1900 Model Advertising and 
1928 Sales Needs 


OBERT J. MURRAY of 
Honesdale, Pennsylva- 
nia, told in a recent ad- 
dress just how he and 

his family have developed a hard- 
ware business of $100,000 a year 
in Honesdale, which has a popu- 
lation of only 2,800. 

Among the many wise things 
he said was this: “We don’t learn 
much when things are going 
good.” This is brought to mind 
by an article by William D. Mc- 
Junkin, president of McJunkin 
Advertising Company of Chicago, 
in a recent issue of a business 
magazine. Looking back over an 
experience of twenty-seven years, 
he finds himself highly pleased 
with the progress which has been 
made in advertising during that 
period, 


The Advance of Advertising 


E ASSERTS: “Prior to 1900 

advertising was ‘anybody’s 
game.’ ,... The atrocious art per- 
petrated and conscienceless claims 
made, would not be tolerated to- 
day. . . . . Some manufactur- 
ers were using magazines and 
newspapers in a more or less ten- 
tative, haphazard way. . .. . 
When I look at advertising today, 
it is hard to reconcile this solid 
and substantial condition with the 
— incredulity of the nine- 
ies,” 
_ He finds reason for satisfaction 
in the work which has been done 


By CHARLES AUSTIN BATES 


by the Associated Advertising 
Clubs of the World through its 
Vigilance Committee and cites 
the establishment of the Audit 
Bureau of Circulations as a great 
step forward. But chiefly he finds 
that the remarkable progress 
made has been due to the adver- 
tising agencies, of whom he says: 


Agencies Share in Praise 


“It is a far cry from the modus operandi 
of advertising agencies today to the hit-or- 
miss, catch-as-catch-can procedure of the 
late nineties. The mechanical and electri- 
cal progress, the consolidation of many 
competitive business units, and the rapid 
increase in manufacturing concerns, de- 
manded an agency service predicated on 
sound business fundamentals. This pitiless 
pressure from without forced a reorgan- 
ization from within. The agency met the 
conditions and ‘took the message to 
Garcia.’ 

“As the needs of business grew impera- 
tive, new departments were organized to 
meet the requirements of the new order. 
Instead of an agency simply writing copy, 
preparing art work and placing the ad- 
vertisement, it sat in the seats of the 
mighty. It was called into consultation on 
vital business policies, upon the rejection 
or adoption of which the prosperity of the 
client pivoted. Research experts probed 
market conditions; keen copy writers, with 
a highly sensitized merchandising complex 
evolved the right copy theme; media au- 
thorities determined the vehicles for trans- 
mitting the message, while merchandising 
minds secured close-knit dealer coopera- 
tion. 

“In the old days little regard was paid 
to typography and art, or even to the 
selection of media. Study the advertise- 
ments of today and you will find revealed 
a world of meticulous care in these in- 
dispensables. This is the result of evolu- 
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‘ tion and this evolution has been responsible 


in a major degree for the improved crafts- 
manship of printing establishments. In the 
preparation of copy the best pens in Amer- 
ica are enlisted, and the message must 
bear the closest agency scrutiny before it 
appears in type. So dignified is advertising 
today that its study is embodied in the 
curricula of many of our leading educa- 
tional institutions. 

“In the old days contact with the client 
had none of the intimate and constructive 
features which are now a part of all ag- 
gressive and intelligent agency procedure.” 

The business of advertising 
has certainly been ‘‘going 
good” since 1900 and while many 
things have been learned, is it not 
barely possible that our self-satis- 
faction may be somewhat exag- 
gerated? 


Some “Late Nineties” Ideas 


R. McJUNKIN lays great 

stress on the improvement 
in the reliability and honesty of 
advertising, but there arises a 
question in my mind as to wheth- 
er or not there has been such a 
radical change as we hear so much 
about. 

In the late nineties I inter- 
viewed a number of the leading 
advertisers of that day and wrote 
a magazine article about them and 
about the advertising, from which 
I feel an irresistible impulse to 
quote: 

“Ordinarily, people think of advertising 
only as it is exemplified in the newspapers, 
magazines, bulletin boards, and other 
openly avowed media. Many people be- 
lieve that most of the advertising that is 
done in this way is humbuggery, and that 
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impression is traceable, I think, straight 
back to the illustrious showman who said 
that ‘the American people like to be hum- 
bugged.’ Probably no other single sentence 
ever hurt business so much as that one. 
Mr. Barnum never really humbugged any- 
body very much. His was really the ‘great- 
est show on earth’ and really gave a great 
big fifty cents’ worth for every half-dollar. 

*‘An occasional ‘woolly horse’ or white 
elephant, more or less, did not matter 
much. People went to Barnum to be 
amused, and he amused them. People go to 
the theater, and if they are 
carried away by the play 
and laugh and shed tears 
over the incidents, they are 
‘humbugged,’ to* be sure— 
they believe for the time all 
the fiction of the play; it is 
real to them. But how much 
more would they be hum- 
bugged if the play did not 
seem real? If Barnum ad- 
vertised a wooly horse and 
then showed something which 
could by no possible stretch 
of imagination deceive any- 
body, that would be hum- 
bug. ; 

Barnum did not humbug. 
He amused. He advertised 
to furnish amusement, and 
he did it. Even his lies were 
amusing—entertaining. We 
none of us believe in fairy 
tales, but most of us, chil- 
dren or grandfathers, like 
to read them. But we do not 
buy groceries and drugs and 
dry goods for amusement. 
Not a bit of it. We buy 
them because we have to, 
and we want honest value 
for our money and no non- 
sense about it. If we cannot 
get it in one store, we will 
go to another. 

“Most business men under- 
stand this thoroughly, and 
most advertising is thor- 
oughly honest and reliable. 
Extensive advertising costs 
too much money to be profit- 
ably based on misrepresen- 
tation. All successful advertising is honest 
advertising, and almost all honest adver- 
tising is successful. I am not one of those 
who believe that there is an overshadow- 
ing mystery about advertising. It seems to 
me that it is as certain and as sure as any 
other business undertaking. If it is carried 
on carefully, with always a thought of the 
fundamental principle that it is really 
only a matter of telling people who and 
what and where, there is no more chance 
of failure than there is in doing anything 
else.” 


Copy of By-Gone Days 


Mine was certainly not a voice 
crying in the wilderness. The 
importance of truth in advertising 
was recognized and quite gener- 
ally practiced. There were excep- 
tions then as there are today and, 
before we become too completely 
pharisaical, would it not be well 
to recall some of the advertising 
and advertisers of about 1900? 

Admitting that patent medicine 
advertising was going strong at 


indirectly, immediately or soon. 
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“We spend money for advertising with the purpose of selling goods, directly or 
That is the only reason for doing it—leaving 
out of consideration, of course, the element of personal vanity which leads some 
business men to spend large sums of money for the sake of seeing their adver- 
tisements and their names, and perhaps pictures of themselves and their factories 


in expensive space, in good company.” 


that time, and that some of it was 
not quite as truthful as it might 
have been, we note today a great 
mass of advertising of toilet 
preparations, hair growers and 
flesh reducers and _ producers, 
which would give Ananias, Ali 
Baba and the forty thieves a run 
for their money. 


In seeking the interviews for 
the article referred to, I went 
quite naturally to the men who 
were reputed to be spending the 
greatest appropriations. Among 
these was Colonel Alfred B. Scott, 
the originator of Scott’s Emul- 
sion, who admitted that his con- 
cern was spending about $600,000 
per year. Much, if not all of the 
copy was written by John E. 
Powers, who also wrote copy, at 
about the same time, for Murphy 
Varnishes and Macbeth lamp 
chimneys. And with all due re- 
spect to the copy producers of to- 


day, I wish to register the opinion 
that no copy written since has 
been any better. 

Dr. R. V. Pierce was at that 
time spending about $600,000 per 
year for advertising the World’s 
Dispensary and Invalid’s Hotel 
at Buffalo, Dr. Pierce’s Golden 
Medical Discovery, Dr. Pierce’s 
Favorite Prescription, and Dr. 
Pierce’s Pleasant Pellets. Nobody 
who ever met Dr. Pierce could 
possibly consider him anything 
other than an absolutely honest 
man, and while some of the state- 
ments made in his advertising 
may have been over-enthusiastic, 
it is my belief that Dr. Pierce, 
and his advertising and his medi- 
cines, did a great deal of good in 
the world and helped to health 
people who otherwise would have 
suffered much more than they did. 
I can speak with considerable 
conviction about the Pierce 
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advertising, because I wrote so 
much of it. 

The doctor believed strongly in 
newspapers and there were few in 
the country which did not carry 
his six-inch, single-column adver- 
tisements of uniform style, with 
a two-inch illustration at the top, 
followed by solid seven or eight 
point type to the bottom of the 
advertisement. He believed in 
changing the advertisements 
every day and in one period of 
about six months I wrote copy 
for over seven hundred of them. 


Results of Consistent Advertising 


Colonel Albert A. Pope, manu- 
facturer of the Columbia bicycle, 
was another of my victims, and 
among the things he told me was 
this: “Even the hundreds of thou- 
sands of dollars we have spent for 
advertising could not maintain for 
the Columbia its commanding po- 
sition, if it were not for the splen- 
did reputation it has among 
riders for staunch and satisfac- 
tory service. I know of but one 
road to successful advertising, 
and that is to make the best ar- 
ticle possible, regardless of cost, 
charge a fair price for it, and then 
by advertising, see that no one 
can overlook the fact.” 

The Eastman Kodak Company 
was one of the leading advertisers 
of the late nineties. As a gentle 
hint to advertising men not to 


become too greatly puffed up over 
their own progress, it is well to 
say that at that time the capital 
of the Eastman Company was 
$5,000,000. You can subtract that 
from its present capital and see 
what the growth has been. Is 
there any present-day advertising 
that is any better than that done 
for the Kodak in the early days? 

George Eastman said to me: 
“In our advertising we never sac- 
rifice dignity for the sake of mere 
catchiness, and we are careful not 
to exaggerate. Copy is changed 
regularly, and we endeavor to give 
enough individuality to 
the typographical style so 
that a sight of our adver- 
tisement will bring Kodak 
to the mind, even if it is 
not read.” 

Among others who con- 
tributed wisdom for this 
article of thirty years ago, 
were Frederick W. Gard- 
ner of the Michigan Stove 


“and that brings up the ques- 

tion as to whether or not the chief 

and outstanding improvements in 

advertising in the past thirty years, 

have been mechanical rather than 
mental.” 


Company; Franklin Murphy, 
president of the Murphy Varnish 
Company; the then advertising 
manager of Tiffany & Company, 
whose name unfortunately, I do 
not recall; William L. Douglas, 
Artemus Ward (Sapolio) ; Manly 
M. Gillam, advertising manager 
of Wanamaker’s, and J. Walter 
Thompson who told me that, 
when he entered the magazine ad- 
vertising business in 1869, Godey’s 


Lady’s Book and Peterson’s Mag- 
azine were the leaders and were 
almost alone in the field. The 
Great American Tea Company 
used a full page in both maga- 
zines and therefore was the most 
important magazine advertiser of 
that time. 

I am mentioning only a very 
few of the reputable and skillful 
advertisers of the period around 
1900. It is perfectly true that at 
that time there were very few ad- 
vertising agencies which did much 
more for their clients than to place 
and send out the advertiser’s own 
copy, in the form of electrotypes. 
It was about 1897 that the agen- 


‘cies began to get the first glim- 


mer of the idea of what is now 
called service. 

To the best of my recollection, 
N. W. Ayer & Son was the first 
agency to maintain a copy depart- 
ment, and also to the best of my 
present recollection, my own 
agency, established in 1898, was 
the first to render what we called 
a complete service, which began 
with the preparation of a detailed 
typewritten plan and carried 
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through the preparation of copy, 
art work, placing and checking 
and, when it seemed advisable, 
the planning, preparation and ex- 
ecution of direct-mail advertising 
to the trade, coordinating with 
the publication advertising. 

Looking today at some of our 
products, [am absolutely forced to 
admit that it was pretty good—as 
why shouldn’t it be? Among 
those who wrote copy in this 
agency were Earnest Elmo Cal- 
kins; Leroy Fairman, now vice 
president of the Charles C. Green 
Advertising Agency; G. H. E. 
Hawkins, now, I believe, vice 
president of the Ethridge Com- 
pany; James Albert Wales and B. 
E. Chappelow of the Chappelow 
Agency of St. Louis. They may 
have since done much _ better 
work, but on reading over the old 
copy, I do not see how it is pos- 
sible. 


Improvements in Advertising 


George Ethridge was chief of 
the art department, with about a 
dozen men working under his 
guidance. Among others there 
were Ralph Holden, Frank E. 
Morrison, J. T. H. Mitchell (now 
of Lennon & Mitchell, who are 
doing such a good job with Old 
Gold cigarettes), operating as 
what would now be called con- 
tact men, or account executives. 
We were all pretty serious 
minded young men and we 
worked hard and earnestly and 
honestly. 

We could not produce at that 
time the gorgeous art work of to- 
day, because the mechanical 
means of reproduction and print- 
ing, and the quality of paper in 
the advertising pages of the mag- 
azines, were inadequate. 

I recall one campaign of mail 
advertising made in 1902 or 1903 
for the Boston Edison Company. 
For this we bought paintings 
from Clarence Underwood, How- 
ard Chandler Christy, Arthur I. 
Kellar, Henry Hutt and other il- 
lustrating artists. We tried to get 
Charles Dana Gibson, but twenty- 
five hundred dollars a drawing did 
not tempt him. We reproduced 
these paintings by what was then 
called the three-color half-tone 
process and printed them the best 
we knew how. The result pleased 
us very much, but in comparison 
with what can be done today, 
with improved engraving and 
printing processes, our results 
were quite crude. 

And that brings up the question 


as to whether, or not, the chief 
and outstanding improvements in 
advertising in the past thirty 
years, have been mechanical rath- 
er than mental. To be sure, there 
is a much greater volume of adver- 
tising, the total expenditure now 
being estimated at not much, if 
any, less than one billion and a 
half dollars, whereas in 1900 a 
guess, based on what we thought 
was sound reasoning, placed the 
total at six hundred millions. 

To just what extent the actual 
quality of advertising has im- 
proved—and by quality I mean 
productiveness—I do not know, 
but I strongly suspect that the 
percentage of success in 1900 was 
greater than it is today. I find it 
difficult to believe that the per- 
centage of waste has not in- 
creased. Things have been “go- 
ing too good” and prosperity 
breeds carelessness and extrava- 
gance. The business is better 
staged, the material that reaches 
the public is more decorative, but 
does the advertising, or does it 
not, now cost more per dollar of 
actual sales than it did in 1898 or 
in 1908? 

After all the only really good 
advertising is the advertising that 
pays its way. We spend money 
for advertising with the purpose 


of selling goods, directly or indi- 
rectly, immediately or soon. That 
is the only reason for doing it— 
leaving out of consideration, of 
course, the element of personal 
vanity which leads some business 
men to spend large sums of 
money for the sake of seeing their 
advertisements and their names, 
and perhaps pictures of them- 
selves and their factories in ex- 
pensive space, in good company. 
But that is not advertising—that 
is fire works. 

We have recently had news of 
the Harvard awards for the best 
advertising work done in the year 
1927. No one will question the 
earnestness and honesty of the 
judges, nor the justice of their 
awards, based upon the facts and 
material before them, but I can- 
not help wondering if, on the basis 
of cost and results, there may not 
have been printed during 1927, 
some inconspicuous,  inartistic, 
crude and common advertising, 
which would really be entitled to 
the blue ribbon. 

The object of advertising is not 
to produce beautiful pictures nor 
even good literature. Its sole 
purpose is to help make sales at a 
profit, and in the last analysis that 
is the only basis upon which its 
merit can be judged. 


Complete Plans for Greatest 
I. A. A. Meeting in 1928 


HE First International 
Advertising Exposition 
will be one of the outstand- 
ing features of the Twenty-fourth 
International Advertising Con- 
vention to be held in Detroit, July 
8 to 12, 1928. In a report from 
convention headquarters at the 
Statler Hotel, Detroit, it is stated 
that the hope of the exposition’s 
sponsors is that it will immedi- 
ately place the annual advertising 
exposition on a par with other 
great annual business expositions, 
which draw hundreds of thou- 
sands of interested spectators 
every year from all points of the 
compass. All convention activi- 
ties will center around this expo- 
sition this year. Three-fourths of 
the 350 booths for exhibitors had 
been allotted at the time this issue 
of SALES MANAGEMENT goes to 
press. 
Departmental sessions of par- 
ticular value to retailers will also 


be an important feature of the 
convention. Among the indus- 
tries and professions to be repre- 
sented will be those of advertis- 
ing agents, art studios, publishers 
of newspapers, magazines, busi- 
ness papers, farm papers, printers, 
lithographers, screen advertisers, 
photo-engravers, outdoor adver- 
tising, paper manufacturing and 
jobbing; equipment and appli- 
ances used in advertising produc- 
tion. 

Clinton F, Berry, president of 
the Adcraft Club of Detroit, has 
left on an extended trip to visit 
the advertising clubs on the Pa- 
cific Coast. Mr. Berry will confer 
with the officers of the Pacific 
Advertising Clubs Association 
with reference to the problems af- 
fecting the relations of the Pacific 
advertising clubs and the I. A. A. 
The convention is to be held in 
the new $7,500,000 Masonic Tem- 
ple in Detroit. 


The copy of the immediate future will, more than ever, 
express the use rather than the article. 


An era of 


artistic appreciation and multiplied wants is following 
our tremendous industrial development, and the copy of 
1928 will reflect this trend. Beauty holds the limelight. 


6< HY,” asks William 

Irving Hamilton, 

“do we see today 

gaily colored foun- 
tain pens, umbrellas, raincoats? 
How do plays, books, draperies, 
wall paper, lamp shades, build- 
ings, lighting compare with those 
of yesterday ?” 

Go to any store, and theater... 
any kitchen, even, and the answer 
will appear on the shelf; be de- 
claimed from the stage; it will be 
stenciled on the door of. the 
kitchen cabinet. Look for the an- 
swer, also, in the cars that pass, 
in the way people dress. And the 
echo is flung back from magazine 
page or billboard! 

People want beautiful and styl- 
ish things. And so the humble 
ice box blossoms like the rose of 
Sharon; the ubiquitous flivver be- 
comes an ecstatic dream in color 
and line. 


Vogue Linked With Quality 


This desire for beauty is not a 
fad; it is a trend. Makers of 
black fountain pens and sombre 
raincoats, kitchen cabinets and 
bathtubs, had to learn _ this, 
and it was a costly lesson to 
many. 

More than ever, copy will em- 
phasize the idea of smartness and 
beauty ... and this idea will find 
its reflection in color and layout. 
For people want beauty, style and 
class in advertisements as in com- 
modities. 

In the Smith Shoe advertise- 
ment, written by Erwin, Wasey & 
Company, appearance is linked 
with quality and durability. The 
copy asks: “What about the shoe 
you have on now? Does it fit 
your foot and your station? How 
will it look after the one-hun- 


~ Copy Trends tor 1928 


IMPORTANT FACTS ABOUT 


- . THE NEW FORD CAR 


Complete details of the new model 
will be available this FRIDAY | ‘ 


in this city 


Fauay of this week will unques  sutomobile practice. There is nothing 
tionably be ove of the mose important quite like it ia quality and price. 

days in the ensire life of the automobile ‘The new Ford car has unusual beauty of 
industry. Oa that day, complete details. fine and color. ; . . Ic has a 40-horse- 
of the new Ford will be available ia power engine... . It will do $5 aod 60 
this city. miles an hour with case and bes actually 


You will be surprised when yoo get run 65 miles am hour on road tems... . - 


the facts about the new Ford cas, for you Ie is quiet and swoothrunning a all 
never have dreamed that such a really fine speeds. . . . It is remarkably quick on the 
car could be produced at a low price. As getaway. . . . Ie has specially designed 
Henry Ford bimscif says— 
“The new Ford car embodies the best bydranfic shock absorbers... . It has a 
f perience in making 15,000,- standard, selective gear sivift. . . . Ix is 

000 automobiles. We consider icour mos quick and casy to handle in traffic and 
important contribution thus far to the  seady and sure om the open road. . . . 
progress of the motor industry, to the pros- Ie rans 20 to 30 miles on a gallon of 


petity of the country, and to the daily gasoline, depending on your speed. . . 
fiabiti 


welfare of millions of people.” 
The new Ford car is distinctly anew and that you aced for mile-after-mile and year- 

modera car, designed to mect acw and after-year service. 

modern conditions. Ie is more then 9 ecw The new Ford car will sell at 


Whcea you think of such features as these, 

F you think instinctively of a car costing 

A extiraly eaut-enr muuch more than the new Ford. The low 
in every respect _ Price is as unusual as the appearance and 


The mioute you see ix—ride in t— petomagen 6 Se oor tel 

you will realize that it is not a mere efine- The low prices of the six body types 
ment of the former model T Ford, bat a #€ wadoabtedly lower than you thought 
mew car from radiator cap te rear axle! they would be when you first heard chat 
Many fearures of ic are exclusive Ford eden ae 
developments. Some are wholly i we thought pos 
x5 nd sibly be when we scarted to make this car. 
We di ined to bring new comfort, 
beauty, speed, safety, economy and relia 
The new Ford bility wichia reach of everybody who drives 
car bas exceptional beauty of a cat, and then forced ourselves so find 

line and color, It is, iu every ways to make the low prices possible. 
respect, a new and modern 


to meet modern conditions. 


ndlistieaditore Detroit, Michigan 


contribution thus far to the prog- 


prosperity of the country, and to the 
daily welfare of millions of people.” 
will do $5 and 60 miles an Homey Fo 
hour with ease and has run 65 
miles au hour ou road tests. Steet forgings are used chroughour ex- 


cept, of course, for the engine castings. 


new Ford such an casy-riding car; the 
irreversible steering gear, with the column 
and the housing of the steering gear No other manufacturer can possibly do- 
mechanism welded into a single allstcel _Plicate the new Ford car ac the Ford price 


‘The new Ford car is the result of years 
* of careful planning. Every part of it has 
car, designed and created oe ese do Casita 
‘There is mo guessing as wo whether ic will 
be a successful model. It hasta be. There 


More steel forgings, in fact, are used in 


is 20 way it can excape being so, for itis the new Ford than in almost amy other 
the sum total of all we have Jearoed about car, regardicss of price. 


cat building in the lifetime of the “ 
Pee, aa Wa ARE -abic to sell this new Ford car 


at a low price because we have found new 
‘ways to give you greater value without 
great increase in our own costs. Because 


In this connection we call your particular ¥¢ OW8 Our own ore mines, coal mines 


and timber lands and the source af most 


aod gravity Sif ; the. of ur caw macerials. Because we make 
prod pera ane virtually every part used in the new Ford 
and thermo-syphon cooling system; the Because it is the Ford policy to make 
new hastery, coll and distributor ignition; * Small’ profit on a large namber of cars, 
the low center of gravity and minimum tather than a large profit on a small 
unsprung weight which combine with the Sumber of cars. 


There is nothing like it in 
quality and price 


dental tock; and the aluminum pistons value for the money. * 

which were selected after many tests ‘There are good and substantial reasons, 
because of cheir light weight and hear therefore, why the new Ford car is the 
conducting qualitics. 


FORD MOTOR COMPANY 


By all means, learn about the new Ford 
on Friday when it is officially announced 
in this city. You will know then thac 
there is cothing quite like ic anywhere in 
quality and price. 


The winner of the Harvard award for effective typography. 


dredth time?” 

The Humming Bird Hosiery 
advertisement, prepared by Chap- 
pelow Advertising Company, 
says: “In Humming Bird Full 
Fashioned Chiffons you have 
Paris ‘at your feet.’ Their exqui- 
site sheerness and delightful col- 


[527] 


ors radiate the true spirit of 
Fashion’s Capital.” The quality 
impression is carried by atmos- 
phere as well as by copy. 

A definite trend in 1928 will be 
towards. striking treatment of 
copy and layout. The new prod- 
ucts must gain attention, and the 
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long advertised products must 
compete for public interest with 
the new. New selling appeals 
will have to be found or radically 
unconventional ways of express- 
ing the old. 

A_ strong expression of this 
trend is found in the Eagle Brand 
and Grape-Nuts advertisements, 
both by Young & Rubicam. Here 
modern interpretation applied to 
well-known products rekindles 
the latent recognition of old 
friends. There is a new-day har- 
mony and color that will win 
readers for these advertisements. 

The Isabey- Paris advertise- 
ment, reproduced from “The 
New Yorker,” is an instance of 


advertisement 


unconventional 
with a distinctly foreign flavor. 
“The American Gentlewoman,” 
it reads, “like the Parisienne, is 
showing a penchant for dainty 


floral odeurs—and a preference for 
Isabey’s floral odeurs....” Here 
the audience is clearly selected; 
the appeal is to a sophisticated 
taste and a cosmopolitan outlook. 
It is aimed only at its market. 
The rest don’t matter. 

Another illustration of this 
trend is found in the “Sid Ward” 
advertisement, dealing with Fels- 
Naptha soap. Here is a piece of 
copy with a strong appeal to the 
great common human element of 
curiosity. 

Practically any discussion of 
copy trend is bound to come back 
to a matter of opinion. For in- 


Big ee S jopaakit means Geen 


stance, one prominent advertising 
agency executive points to the 
enormous increase of insincere 
advertising. 

Another man of equal standing 
believes that statistically this 
statement could be refuted by a 
consideration of the relative sin- 
cerity of any roughly selected one 
hundred advertisements today 
and a similar selection made from 
the files of general publications 
of fifteen years ago. 

With reference to the present 
preference for long or short copy, 
the same man states: “Some 
months ago, in an effort to dem- 
onstrate the increasing acceptance 
of so-called long copy, I told one 
of my associates 
that there appeared 
to be a definitely 
increasing trend 
toward longer copy 
among most adver- 
tisers. 

“This gentleman, 
who did not agree 
‘with my _ views, 
delved into back 
files and produced 
rather startling evi- 
dence tending to 
prove that long 
copy had always 
had a far larger ac- 
ceptance and use by 
leading advertisers 
in magazines and 
newspapers than 
short copy.” 

It is almost axio- 
matic to say that 
the headline is the 
most important 


thing in an adver- 
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tisement. The headline is often 
the front door which the reader 
finds inviting to enter, or closed 
to him. One of the most inter- 
esting devices recently employed 
has been the attempt to secure, in 
the advertising of the S. D. War- 
ren Company, a double headline 
and a double illustration. 


Fad or Trend 


The 1928 advertising of this 
concern, prepared by George Bat- 
ten Company, was designed with 
the idea that if one headline 
hooked up with the main illustra- 
tion was an important and valu- 
able feature of an advertisement, 
two headlines and main illustra- 
tions might be somewhere near 
twice as valuable. One can get 
more cider through two straws 
than through one. Whether or 
not, however, this marks a copy 
trend is an interesting speculation. 

A simple but most effective 
headline is that used in the Ford 
advertisement, prepared by N. W. 
Ayer & Son, and which recently 
won the Harvard award for effec- 
tive typography. 

The Ford advertisement also 
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..now well see how many people read it! 
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illustrates effectively the modern 
idea in arrangement. Well placed 
subheads relieve the monotony of 
long copy, and the whole effect is 
inviting, interesting, of wide ap- 
peal, and easy to read. 

In any copy analysis, one must 
differentiate between fad and 
trend. Charles Blum, president 
of Charles Blum Advertising Cor- 
poration, states: “After viewing 
the extremes to which the copy 
pendulum: has swung during the 
past thirty years, we question 
whether the most discussed copy 
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appeals of today—or of the past— 
can properly be considered as 
indicating trends which endure or 
influence the great bulk of suc- 
cessful advertising. 

“There can be no gainsaying 
the fact that attracting attention 
is one of the purposes of adver- 
tising, but it is also essential that 
it be favorable attention and that 
it lead to business. The fact that 
one advertiser can capitalize the 
public’s interest in pictures and 
personalities by paid testimonials 
is all too likely to lead others to 
follow in a course ill-fitted to the 
needs of their business or to the 
character of their buyers. 

“The fact that one advertiser, 
associating a certain style of copy 
with his name, finds it possible to 
set his name and that of his prod- 
uct in small-size body type, has 
led others to sacrifice much of the 
cumulative value of their adver- 
tising. 

“The inflated ego type of adver- 
tising confession has become an 
obsession to such a degree that 


whole sections of some 
magazines partake of 
the character of the 
old experience meet- 
ing, even though the 
very surfeit of confes- 
sions leads them to 
fall short in the abil- 
ity to convince.” 

A glance through 
any general magazine 
will illustrate Mr. 
Blum’s points. These 
variations from the 
conventional are not 
necessarily trends ex- 
cept to the extent that 
they indicate a great- 
er freedom in treat- 
ment. Many of them 
are, however, highly 
successful and perfect- 
ly legitimate expedi- 
encies, and the adver- 
tisers themselves will 
probably be the first 
to recognize the limi- 
tations, as well as the 
possibilities, of such 


departures from standard forms. 

And yet some of these so-called 
expediences, while not in them- 
selves indicative of any new trend, 
do become part of the general 
movement. Bobbed hair— in it- 
self a fad—was in reality an ex- 
pression of a trend toward a 
newer, finer, freedom. In this 
light, the subduing of name and 
product and the emphasizing of 
results do indicate a flow in a cer- 
tain direction. A trend is not an 
entity whose martial steps ring 
down the years; it is a subtle, 
gradual change of taste and out- 
look that makes itself felt in ad- 
vertising copy as in other affairs 
of life. 


Banks Are Advertising 


“There is,” states E. B. Wilson, 
president of Edwin Bird Wilson, 
Incorporated, “a strong indication 
that bankers are modifying their 
ultra-conservative views regard- 
ing financial advertising, and 
gradually yielding to the commer- 
cial spirit, although there are 
many bankers who feel that com- 
mercializing of bank and trust 
company advertising can easily be 
overdone. In order to appreciate 
the comparative backwardness of 
financial advertising, we must 
understand the extreme caution 
of most bankers who feel—and 
rightly so—that the very founda- 
tion of the banking business is 
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confidence. They naturally look 
askance at any attempt to put 
“jazz” into bank copy. Here and 
there is an exception, but the rule 
is ultra-conservatism. 

“However, without detracting 
from the dignity of bank and 
trust company advertising, prog- 
ress is being made in the direction 
of news interest, improved typog- 
raphy, and good illustration. As 
in commercial advertising, there 
is a trend toward the modern in 
illustration, although, naturally, 
the illustration has not shown the 
extreme modern tendency, but 
has lagged behind commercial ad- 
vertising in this respect. 

“A significant point 
in trust company ad- 
vertising is the demand 
for detailed information 
regarding fiduciary ser- 
vice of banking institu- 
tions. After passing 
through a period of ed- 
ucating people to the 
need or desirability of 
corporate trust facili- 
ties, it now seems nec- 
essary to explain the 
exact steps necessary 
for using such facili- 
ties.” 

An advertisement for 
a large Illinois trust 
company, prepared by 
Mr. Wilson’s organiza- 
tion, shows a picture of 
a clock, with a shaded 
portion indicating three 
minutes. The copy 
reads: “Three or four 
minutes is enough for 
an officer of . . . to 
arrange a loan for a 
customer whose line of 
credit is established. 
The same policy of 
prompt action — minus 
red tape—applies equal- 
ly to the business of all 
customers, new or old.” 
The whole series is built around 
the ideas of stability and service. 
The dignity and tone of the copy, 
while friendly and warm, are fully 
in keeping with the standing of 
the institution. 

In the copy of today and the 
immediate future, there is, as will 
be noted, from the examples, no 
radical and startling departure 
from the. conventional usages. 
Now, as always, copy will reflect 
prevailing ideas and standards, 
advancing cautiously into unex- 
plored regions. But it will be a 
finer expression of today’s 
thought; it will clothe with new 


values things we would otherwise 
take for granted; it will interpret 
the thing and its use in terms of 
necessity, comfort, beauty, and 
luxury. Today’s and tomorrow’s 
copy will transform a suit of 
clothes into self-respect and as- 
surance. 

No longer is the automobile 
merely a model of transportation ; 
it is a social factor, it is 
one of life’s values. The copy- 


writer goes into the silences with 
a humble can of condensed milk. 
He forgets the can; he forgets the 
process; he forgets the contents. 
He sees only its possibilities in the 
“As you stir look! 


home. Like 


magic the delicious creamy 
mixture thickens! . . . and 
there’s your dessert . . . or 
your salad dressing . .. or 
your little cakes!” 

An interesting treatment, 
with a powerful shock ele- 
ment, is noted in the adver- 
tising of Joseph Wild & Com- 
pany, prepared by Ajax 
Advertising Agency, Inc. The 
company manufactures lino- 
leum, and the usual course 
would be to show beautiful 
interiors. Instead, however, 
the advertising features illus- 
trations having the appear- 


ance of woodcuts and paraphras- 
ing conditions in the gay nineties. 
The headings are equally unorth- 
odox. “The unhappy factory man’s 
blunder”; “The astonished Eng- 
lishman saw with his own eyes 
what his company said couldn’t 
be done”; “32 years before the 
sink” . . . these with their illus- 
trations are designed to jar the 
trade and architects into recog- 
nizing the name of Wild’s lino- 
leum. 

In trade paper as in general 
magazine, the modern elements 
of appeal are asserting them- 
selves. When even beauty palls, 
startling statements compel atten- 

tion. Who, for exam- 
ple, can pass up copy 
beginning, “Then, seiz- 
ing a knife, John Cart- 
ledge slashed off a 
piece of the linoleum 
full width, exclaiming, 
‘Here, take this over to 
London...’”! 

As a general conclu- 
sion it may be said that 
the present standard of 
copy has never before 
been approached. The 
trends are the same as 
the general trend in all 
affairs of life. Com- 
monplace things or 
ideas do not satisfy. 
Stark utility is not 
enough. Quality is 
often expressed in a 
name; but atmosphere, 
beauty, smartness— 
these are matters of 


copy. 
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George M. Burbach, Chairman, 
The Advertising Commission of the 
International Advertising Assn. 


C. King Woodbridge, President, 
International Advertising Assn. 


Rowe Stewart, Secretary, Interna- 
tional Advertising Assn. 


Advertising and Allied Associations 
Mark 1927 as Year of Progress 


F advertising found itself, at 
the end of 1927, more firmly 
entrenched than it ever had 
been before; if, standing at 

the threshold of a new year, it 
could regard the future more con- 
fidently than at the beginning of 
any preceding year; if its recogni- 
tion as a social and economic 
force is now assured in a sense 
never previously achieved—and 
certainly there are few people to 
deny that these things are so— 
then no small share of the credit 
must be apportioned among those 
associations which championed 
the cause of advertising so vigor- 
ously throughout 1927. 

_In all probability 1927 will be 
viewed, in restrospect, as the year 
which saw movements launched 
the influence of which will extend 
through many succeeding years. 
Not only will some of the pro- 
grams laid out in 1927 be far- 
reaching in their effects and re- 
sults, but they may, likewise, 
serve as a foundation upon which 
the future structure of advertis- 


ing will, toa large extent, be based. 

Organized advertising under- 
took, last year, the responsibility 
of clarifying points about the 
profession of advertising which 
heretofore had been ignored, mis- 
represented or accepted passively 
without basis of evidence. It was 
not afraid to criticize; neither did 
it hesitate to praise. It did not 
foster a sense of false security, 
nor did it sound the note of gen- 
eral alarm. Summarized briefly, it 
took as its keynote an unex- 
pressed yet always prevalent spirit 
of constructive aggression. 

An impression of how construc- 
tive some of these movements 
begun by advertising associations 
may prove to be is gained by 
studying their activities of the 
past year. When the cries of self- 
appointed critics outside the field 
of advertising reached their high- 
est pitch, for example, the Inter- 
national Advertising Association 
was ready to shoulder the burden 
of providing data to aid the whole 
profession in silencing them. Its 
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first step in this direction was the 
formation of a bureau of research 
and education, intended as an 
agency to collect and disseminate 
whatever information is needed to 
prove, accurately and convinc- 
ingly, how advertising serves and 
when it pays. 

The Association of National 
Advertisers recently announced 
plans for adding to the signifi- 
cance and importance of the Har- 
vard Advertising Awards. The 
encouragement to writers of ad- 
vertising copy provided by these 
awards is believed by the asso- 
ciation to have a healthy, stimu- 
lating influence. What the A. N. 
A. is planning to do for the bet- 
terment of advertising copy, the 
Direct Mail Advertising Associa- 
tion is doing for printed matter 
and the Associated Business Pa- 
pers for the editorial content of 
the business press. The forward- 
looking policies of these three 
bodies for the improvement of 
their particular phase of advertis- 
ing through the awards they offer, 
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William A. Hart, President 
Association of National Adver- 
tisers, 1928 


are further indications of the con- 
structive work all associations are 
anxious to contribute to the in- 
terests of advertising. 

The fact that members of the 
American Association of Adver- 
tising Agencies placed more ad- 
- vertising last year than ever 
before, and did it while straight- 
ening out some more or less irreg- 
ular practices among themselves 
emphasizes again that organiza- 
tion’s willingness to carry its 
share of the responsibility for ad- 
vertising’s welfare. Last year, 
too, the Agricultural Publishers’ 
Association, among a great many 
other things, instituted its “fair 
play policy” which, by taking ac- 
tion on the problem of accepting 
questionable advertising copy, has 
done much to 
create reader 
confidence in the 
publications of 
its members. 

These are 
merely a few iso- 
lated examples 
of the construc- 
tive services ren- 
dered advertis- 
ing by the asso- 
ciations. All 
through the fol- 
lowing records 
of their activities 
for 1927 are oth- 
er examples of 
outstanding ac- 
complishments, 
ambitious under- 


Everett R. Smith, Vice 
President, Association of 
National Advertisers. 


takings and active participation in 
every program which has as its 
objective the further stability and 
advancement of advertising gen- 
erally. 


Association of National 
Advertisers 


WO significant develop- 

é ments in 1927 activities in 

the advertising world are 
pointed out by William A. Hart, 
president of the Association of 
National Advertisers. 

“It seems to me that 1927 
stands out first of all,” Mr. Hart 
says, “because of the significant 
developments in research. There 
has been a great amount of re- 
search work done and many ac- 
tivities are under way looking to 
the development of facts which 
will aid advertisers in obtaining a 
greater economy in 
distribution and 
sales. 

“In order to mini- 
mize the duplication 
of effort and aid in 
focusing attention on 
what it is the buyer, 


Guy C. Smith, Vice 
President, Association 
of National Advertisers 


i.e. the advertiser, 
really wants to know 
about markets and 
media, the Associa- 
tion of National Ad- 
vertisers last year 
appointed a research 
council. This group 
of men has cooper- 


Norman E. 
Olds, Vice 
President, As- 


ated with the Department of 
Commerce, representatives from 
the Advertising Agency Group, 
publishers and others in their 
work to secure more unbiased 
facts to guide business in the 
great problem of better distribu- 
tion at lower costs. 


“The year 1927 furthermore 
marks an important epoch in the 
history of advertising because of 
the awakened interest in sincerity 
in advertising. The association is 
vitally concerned, as it has al- 
ways been, in not only the ‘truth- 
fulness’ of advertising but also its 
‘believableness.’ At the annual 
meeting of the Association of Na- 
tional Advertisers last fall a sym- 
posium was held on ‘Sincerity in 
Advertising.’ We are happy to 
note that since that time there has 
been an increased amount of dis- 
cussion of this subject. This is 
bound to be 
helpful and there 
is no question 
but what this 
will be one of the 
important trends 
during the pres- 
ent year.” 

The Associa- 
tion of National 
Advertisers is a 
combined source 
of marketing in- 
formation, an 
advertising and 
merchandising 
research center, 
and an _ organ- 
ized representa- 
tive of the adver- 
tiser in his rela- 
tions with other 
advertising in- 
terests. As its 
name implies, it 
comprises most of the leading 
companies which advertise or dis- 
tribute their products on a na- 
tional basis. It came_ into 
existence in 1910 with seventeen 
members and the avowed purpose 
“to make every dollar spent in 
advertising bring back greater re- 
turns.” 

As the organization developed 
it soon became apparent that ad- 
vertising, instead of being an in- 
dependent factor in distribution, 
was really a form of selling— 
“mass” selling as distinguished 
from “personal” selling. 

The need for correlation of ad- 
vertising and sales effort having 
been recognized, the organization 
was reincorporated, in 1915, under 


sociation of 
National Ad- 
vertisers. 
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the name of the Association of 
National Advertisers, Inc., the 
firms themselves instead of the in- 
dividuals becoming the members. 

Today the member companies 
of the A.N.A. are represented not 
only by advertising managers, but 
by many sales directors and, in 
fact, presidents and other high 
officials who feel that to keep a 
finger on the pulse of sales and 
advertising development is one of 
the primary executive functions. 

The association holds two gen- 
eral meetings a year, one in the 
East, known as the fall or annual 
meeting, and one in the Middle 
West, known as the semi-annual 
or spring meeting. These meet- 
ings are of two-and-a-half days’ 
duration and are business gather- 
ings in every sense of the word. 

The programs of these meet- 
ings are entirely devoted to the 
purposes of the association and 
speakers are drawn principally 
from member companies, though 
executives of non-member com- 
panies, government officials, and 
others with a real story to tell, 
also are invited to address A.N.A. 
meetings. 


Arthur H. Ogle, Secretary-Treas- 


urer, Association of National 


Advertisers. 


The primary purposes of the 
organization are (1) to furnish its 
members with fresh, accurate and 
scientifically correct advertising 
and sales information; (2) to im- 
prove relations between adver- 
tisers and other advertising 


interests; (3) to cooperate in cur- 
tailing fraudulent and otherwise 
objectionable media and _ prac- 
tices; (4) to watch and to 
protect members against unintel- 
ligent legislation affecting the 
distribution of advertised prod- 
ucts; (5) to make more efficient 
the methods and practices with 
which advertising as an economic 
distributing factor is continually 
faced. 

The growth of the association 
from a handful of advertising 
managers with a voluntary secre- 
tary to an organization compris- 
ing 327 of the leading advertisers 
in the country, with a headquar- 
ters office staff of 22 people under 
the direction of the secretary- 
treasurer, indicates the fidelity 
with which the purposes of the 
founders of the association have 
been, and are being, performed. 

Studies on subjects of impor- 
tance in the advertising and 
merchandising fields are continu- 
ally made by headquarters office, 
though not always under the 
guidance of specific committees. 
Examples of such major studies 
in the past have been a compila- 
tion of state sales percentages, 
study of the ratio of advertising 
appropriations to gross sales, sell- 
ing to syndicates, chain stores, 
and mail order houses, careful 
studies on advertising department 
organization, inquiry into meth- 
ods and bases of advertising 
agency compensation and service, 
sales manuals, distribution and 
control of dealer helps, use of au- 
tomobiles by salesmen, radio ad- 
vertising, private printing plants, 
circulation and rate changes of 
newspapers in the twenty-five 
largest cities of the United States, 
relative merits of business publi- 
cations in various fields, newspa- 
paper local and national rate 
differentials. 

Various researches fostered by 
the A.N.A. for the purpose of 
adding to the stores of practical 
information available to its’: mem- 
bers, have included tests to deter- 
mine the efficiency of large versus 
small space, the value of adver- 
tisements in large or small adver- 
tising sections, the most effective 
sizes for advertisements and fre- 
quency of insertions, the attention 
value of advertisements in various 
positions, the habits of passengers 
in street cars, subway and ele- 
vated trains in regard to the read- 
ing of advertising cards, and the 
newspaper reading habits of ad- 
vertising and general executives 


S. E. Conybeare, President, Asso- 
ciation of National Advertisers, 1927. 


and professional men in all lines. 

The compilation of nineteen 
reports on advertising «nd selling 
methods in foreign countries oc- 
cupied many months and resulted 
in assembling a great amount of 
authoritative information on mar- 
keting abroad, based on the actual 
experiences of members success- 
fully operating in foreign coun- 
tries. 

Periodic attempts to tax adver- 
tising expenditures, particularly 
in the outdoor field, by legislators 
faced with providing extra reve- 
nue for their various states who 
apparently view the success and 
size of advertising expenditures 
without regard to their economic 
significance, have regularly been 
frustrated by the efforts of the 
association, which warns its mem- 
bers of the impending legislation 
so that they, as well as the asso- 
ciation, may present the potential- 
ity of the proposed action to their 
representatives. This protective 
work extends into such fields as 
trade-marks, postal rates, substi- 
tution, outdoor advertising, use 
of motion picture films of a type 
employed by salesmen, and cen- 
sorship of advertising, and covers 
both state and federal legislation. 

Members of the Association of 
National Advertisers, in reply to 
a questionnaire sent out recently 
by the headquarters office an- 
swered in a vein which gives 
every reason to believe that ad- 
vertising appropriations generally 
for 1928 will exceed those of 1927 
by no inconsiderable figure. 
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Of the ninety-six companies, 
39, or 40.65 per cent, expect in- 
creases in appropriations; 39, or 
40.65 per cent, expect the same 
appropriations; 5, or 5.20 per 
cent expect decreases, while 13, 
or 13.5 per cent, have not yet 
reached a decision. 


National Outdoor 
Advertising Bureau 


NE of the most progressive 
and constructive steps ever 
taken in the field of out- 

door advertising was inaugurated 
during 1927 by the National Out- 
door Advertising Bureau, Inc. 
This accomplishment was the or- 
ganization of a nation-wide 
inspection and field service de- 
partment. Under this pro- 
gram, the bureau now has a 
corps of young men operat- 
ing in every section of the 
United States, each equipped 
with bureau-owned automo- 
biles. 

It is their duty to visit 
poster-advertising plants and 
painted display plants 
throughout the country, for 
the purpose of checking and 
inspecting all displays main- 
tained under bureau con- 
tract, and to render reports 
of such inspection to the 
agencies and advertisers con- 
tracting for such displays. 
This service is proving 


B. Morgan Shepherd, 


highly satisfactory 
and gratifying to the 
clients of the bureau 
membership using 
outdoor advertising. 

The NOAB start- 
ed operations in 1919 
and since that time 
has cleared and 
handled outdoor ad- 
vertising contracts 
aggregating wellover 
$100,000,000 for its 
agency members. 
This volume covers 
all forms of outdoor 
advertising including 
posters, painted dis- 
plays and_ electric 
spectacular displays, 
and represents serv- 
ice for hundreds of 
accounts, among 
which are many of 
the largest national 
advertisers. The 
above sales record 
has shown each year 
a substantial in- 
crease in volume 
over the preceding year, and the 
bureau is looking forward to a 
highly successful year in 1928. 

The National Outdoor Adver- 
tising Bureau, Inc., is an organi- 
zation membership comprised of 
225 of the leading general adver- 
tising agencies of the United 
States. It is entirely owned and 
operated by its agency members. 
It serves its membership as a cen- 
tralized source of information and 
service in the entire field of out- 
door advertising, preparing com- 
plete plans and estimates and 
assisting in the presentation of 
the medium to the clients of its 
membership. 

The bureau also acts as a clear- 
ing house for contracts placed by 
its members for all forms of out- 


W. C. Allen, Vice Pres- 
Treasurer, Agricultural ident, Agricultural 
Publishers Association. Publishers Association. 


door advertising, supervises the 
selection of space, the execution 
of contracts, and furnishes inspec- 
tion of the finished displays. It 
maintains fully equipped adminis- 
trative and service offices in New 
York and Chicago, and also main- 
tains representative offices in De- 
troit and Cleveland. 


Agricultural Publishers 
Association 


SURVEY showing that 60 
A to 90 per cent of all trade 

to retailers in towns of 10,- 
000 and under comes from the 
farmers was conducted during 
1927 under the direction of a 
Committee of Uniform Practice 
of the Agricultural Publishers’ 
Association. It is the work of this 
committee to determine points of 
farm trade data upon which all 
farm paper publishers can agree. 


Victor F. Hayden, Executive Secre- 
tary, Agricultural Publishers As- 
sociation. 


As a preliminary to its 
work, the committee has 
made this survey to deter- 
mine the influence of farm 
trade on general commerce 
and also has developed other 
facts and figures which ad- 
vertisers and agencies wish 
to know. The results will 
soon be available and ready 
for distribution. 

The figures were devel- 
oped through questionnaires 
sent to retailers in towns of 
10,000 and under. Of the 
dealers replying, 57 per cent 
reported that farm trade is 
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T. W. LeQuatte, Secretary, Agri- 
cultural Publishers Association. 


maintaining its status or actually 
increasing. 

The survey is in line with the 
association’s work to develop the 
usefulness of farm papers and 
promote a spirit of cooperation 
among them. It is attempting to 
coordinate their efforts and per- 
form for its members such com- 
mon services as otherwise would 
have to be duplicated by each 
member for his own particular 
use, 

Another vital part of the asso- 
ciation’s work is to disseminate 
accurate and ample information 
regarding farm families as buyers 
of general commodities and to 
give advertisers and advertising 
agencies such data as will enable 
them to make proper use of farm 
papers for the promotion of their 
sales campaigns. Much of this 
data is in the form of a farm con- 
ditions report which is issued 
quarterly and distributed free to 
advertisers and agencies. 

In furtherance of the plan for 
establishing friendly relationships 
between publishers, agencies and 
advertisers, the Agricultural Pub- 
lishers’ Association has worked 
for the establishment of such 
Principles as will create sound ad- 
vertising in farm papers. Among 
these is included the well-known 
Fair Play Policy, which was de- 
clared by the association several 
years ago and is now supported 
by a large number of farm papers. 

The Fair Play Policy seeks to 
eliminate features in advertising 
copy which break down reader 


confidence. The policy insists 
that advertising be truthful; it 
discourages copy that reflects on 
either the mail order or dealer 
system of distribution, and also 
discourages copy that reflects 
upon the product of a competitor. 
Advertising agencies have liber- 
ally cooperated in carrying out 
the principles of this policy. 


American Association of 
Advertising Agencies 


HERE have been three 

outstanding developments 

in advertising during 1927, 
according to John Benson, presi- 
dent of the Four A’s, and all three 
are somewhat related. Mr. Ben- 
son continues: “In the first 
place, there is a spirit of inquiry 
abroad regarding advertising val- 
ues. Advertising men themselves 
are infected by it. They want to 
weigh anew their estimate of ad- 
vertising aS an economic force as 
well as a means of stimulating 
trade. 

“From both the inside and the 
outside, questions are being asked 
about the service advertising ren- 
ders the consumer in the way of 
sound information, more value for 
the money, or as a better standard 
of living. The conviction is grow- 
ing that advertising has a social 
obligation as well as any other 
economic force and should dis- 
charge it if advertisers are to con- 
tinue to prosper. 

“There has been some criticism 
of insincere copy appeal, some 


J. H. Bragdon, President, Asso- 
ciated Business Papers, Inc. 


sound and some not so sound, 
some by advertising men who 
know what they are talking about 
and some by outsiders who don’t. 
On the whole, this criticism has 
been wholesome and helpful. It 
will lead to a more conscientious 
and reliable appeal. There will 
be less pseudo science employed, 
less paid-for testimonials, less 
staging of surveys whose results 
are quoted in advertising and, I 
believe, less artificiality. 

“Another movement which has 
taken on momentum during 1927 
is the desire for more facts under- 
lying the practice of advertising. 
Advertising men have felt the 
need as never before of knowing 
more about effective appeal, the 
use of color vs. black and white, 
frequency and size of insertion; 
they have sought to learn more 
about circulation. Organized re- 
search is going on to find out 
these things and remove some of 
the guess work. 

“The third movement is a trend 
towards the professionalizing of 


Frederick M. Feiker, Managing 


Associated Business 


Papers, Inc. 


Director, 


advertising, making it a skilled 
trade or profession, with thorough 
training both in schools and in 
practice, with better standards 
and better ethics. It may take 
considerable time before the great 
universities establish professional 
courses in advertising as thor- 
ough and authoritative as those 
now available to the student of 
medicine or law, but the trend is 
in that direction. The main lack 
seems to be inadequate material 
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F. J. Burd, Treasurer, Amer- 
ican Newspaper Publishers 
Association. 


for basing principles and 
studying cases, and this lack 
is being rapidly supplied. 

“In all I must say that 
1927 has been an eventful 
and constructive year for ad- 
vertising. It started and 
accelerated movements 
which are bound to effect 
substantial improvements and 
open up a new usefulness for ad- 
vertising, to help solve the prob- 
lem of a lower cost of distribution 
and a lower cost of living in this 
country.” 

The purpose of the American 
Association of Advertising Agen- 
cies is, briefly, to improve the 
methods and practices in the ad- 
vertising agencies, within and 
without, so that advertising. may 
produce more for the advertising 
dollar. 

The ethics of advertising agen- 
cies have been compiled and 
phrased by the Four A’s. They are 
based on the fact that advertising 
agency work is entirely personal 
service, and therefore point out as 
bad practices speculative efforts 
for business or divisions of com- 
missions in any way. The code is 
opposed strenuously to the taking 
of secret profits in any manner; 
declares against giving banking 
facilities and indiscriminate efforts 
for free publicity ; and also brands 
as unethical the handling of un- 
truthful, indecent or objectional 
advertising of any sort. 

The Four A’s have many activ- 


ities, including research in circula- 
tions over national fields and 
definite research activities in all 
of the major divisions of advertis- 
ing agency work. A bureau is 
maintained at headquarters for a 
wide range of services. Several 
branches of this service are ex- 
tended to advertising agencies, 
publishers and advertisers of for- 
eign countries. 

The association maintains an 
export department which is 
claimed to be about the most com- 
plete rate and data file ever as- 
sembled in any country. This 
export service has been carried on 
for some years in anticipation of 


(Above) George C. Sherman, Pres- 
ident, National Outdoor Advertis- 
ing Bureau. 


(Below) S. E. Thomason, Treas- 
urer, American Newspaper Pub- 
lishers Association. 


John Stewart Bryan, Presi- 
dent, American Newspaper 
Publishers Association. 


the great development which 
must come in advertising 
abroad by American pro- 
ducers. 

The task continually in 
front of the association is to 
maintain the volume of ad- 
vertising handled by its 
members. In 1927 that vol- 
ume showed an increase over all 
previous years. James O’Shaugh- 
nessy, the executive secretary, 
estimates that the total volume of 
advertising handled by the Four 
A members in 1928 will be a still 
further increase over 1927. 


International Advertis- 


ing Association 

UCCESSFUL launching of 

its new Bureau of Research 

and Education was the out- 
standing accomplishment of the 
International Advertising Asso- 
ciation during 1927. After many 
months of planning, the bureau 
was established in early October, 
with headquarters at the Univer- 
sity of Chicago, under the active 
and full time direction of N. W. 
Barnes, associate professor of 
marketing in that university. Su- 
pervision of the bureau’s conduct 
is vested in a large committee, 
composed of representatives from 
various specific fields of advertis- 
ing, with Walter A. Strong, pub- 
lisher of the Chicago Daily News, 
as chairman, and W. Frank Mc- 
Clure, vice president of the Albert 
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Frank & Company, Chicago, for 
nine years chairman of the adver- 
tising Commission, as vice chair- 
man. 

Originally the plan provided a 
five-year program of research and 
education with a view to placing 
advertising on a more scientific 
basis and creating a better under- 
standing of advertising as an in- 
strument of distribution. But as 
the importance of the work thus 
far has come into such favorable 
recognition among the users and 
producers of advertising, there 
already is urgent talk that the 
bureau be placed on a permanent 
basis, sufficiently endowed with 
funds to guarantee that it will 
always function in behalf of ad- 
vertising. 

The early work of the bureau 
has consisted of making a survey 
of the problem and defining the 
course of its activities, which will 
have a pronounced bearing on the 
influence of advertising on mod- 
ern life. How does advertising 
serve, and when does advertising 
pay will be two of the major ques- 
tions which the bu- 
reau will attempt to 
answer. 

Data will be gath- 
ered from the users of 
advertising, distribu- 
tors who are not ad- 
vertisers, creators, sell- 
ers, advertising press, 
consumers, scientists 
and critics of advertis- 
ing. Facts will be 
gleaned concerning 
practice, values, edu- 


Frank L. Pierce, Secretary-Treas- 
urer, Direct Mail Advertising 
Association. 


cation, personnel and market. 
Standards for testing practice, 


education and research will be 


studied and formulated. In the 
educational endeavor, reports will 
be supplied to the advertising 
world, the educational world, 
business men, consumers, and 
government bureaus. 

Much of the educational work, 
it is expected, will be conducted 
through the local advertising 
clubs, through which it is in- 
tended to reach the great buying 
public with facts as to the eco- 
nomics of advertising. 

The cooperat- 
ing agencies to 
be enlisted in 
the work will 


include univer- 
sities, scienti- 
fic societies, 
economic re- 
search founda- 
tions, and 
government 
bureaus. The 
; bureau will at- 
tempt to coordinate advertising 
research. 

Mr. Strong and his committee 
have cited three principal reasons 
for this program. They are: (1) 
Adequate, authoritative informa- 
tion concerning the social and 
business effects of advertising ex- 
penditures at present lacking. (2) 
An impartial study of advertising 
methods will promote sound busi- 
ness practices and provide the 
best prospects for capital invest- 


Percy G. Cherry, 
Vice President, 
Direct Mail Ad- 
vertising Assn. 


Homer J. Buckley, Pres- 
ident, Direct Mail Ad- 
vertising Association. 


ments in advertising. (3) 
Formulation of sound advertising 
practice will raise standards, jus- 
tify confidence on the part of both 
advertisers and consumers in 
sound advertising practice, and 
provide a basis for effective ad- 
vertising education. 

During 1927 plans were com- 
pleted for the separate operating 
and financing of the International 
Advertising Association and the 
National Better Business Bureau. 
The International Advertising As- 
sociation now occupies offices in 
the new Graybar Building at 420 
Lexington avenue, New 
York. 

It was twenty-four 
years ago that the In- 
ternational Association 
was founded. 
Within the affili- 
ation are repre- 
sented more than 
two hundred ad- 
vertising clubs 
and twenty- 
seven national 
and international 
organizations of 


William A. Biddle, Vice 
President, Direct Mail Ad- 
vertising Association. 


specialized advertising interests. 

As stated in its constitution, 
the object of the I.A.A. is to 
affiliate advertising organizations 
into a central body for the pur- 
pose of furthering the best inter- 
ests of advertising. An advertis- 
ing commission is provided which 
is made up of chosen representa- 
tives from each of the twenty- 
seven organizations, and 
proportionate representation from 
the advertising clubs. Delegates 
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Harry Chandler, Treas- 
urer, American Newspa- 
per Publishers Assn. 


from the sustaining 
membership of the as- 
sociation, the Wo- 
men’s Federation of 
Advertising Clubs, and 
the Better Business 
Bureaus, also have 
seats in the commis- 
sion, which is defined 
as the Congress of the 
Allied Interests of 
Advertising. 

The commission is 
the deliberative . body 
of organized advertis- 
ing. It meets four 
times yearly in vari- 
ous sections of the 
country for the pur- 
pose of considering 
affairs of the I.A.A., 
deliberating on adver- 
tising problems, and 
making recommenda- 
tions to the supreme 
authority of the asso- 
ciation, known as the 
executive committee. 

This commission 
also has upon it the responsibility 
of enforcing ethics among all affil- 
iated interests, each of which is 
required to present acceptable 
standards of practice before ad- 
mission to the commission. 

In 1928 this convention, which 
includes a mammoth exposition, 
will be held in Detroit, July 8 
to 12. 

The general manager is Earle 
Pearson, with headquarters in 
New York City. 


H. K. McCann, Chairman, 
American 
Advertising Agencies. 


Direct Mail Advertisers 


Association 


HAT was certainly the 
best convention ever held 
by that organization, and 


what probably is entitled to the 
distinction of being called the 
best convention held by any ad- 
vertising body during 1927, was 
the annual meeting engineered by 
the Direct Mail Advertising Asso- 
ciation in Chicago last October. 
Not only did the meetings en- 
joy record-breaking attendance, 
but there were more exhibitors 
than at any previous convention, 
and there was evident a vastly 
heightened interest in both exposi- 
tion features -and the exhibits of 
special direct-mail campaigns sub- 


we 


Association of 


mitted in the 
various com- 
petitions. 
The 1928 
convention to 
be held in 
Philadelphia 
October 17, 18 
and 19 will, in 
one sense, be 
the “tin anniversary” conven- 
tion. For while the Direct 
Mail Advertising Association was 


pasa 
5 See 


James O’Shaughnessy, Executive 
Secretary, American Association of 
Advertising Agencies. 


organized in 1914 as a depart- 
ment of the Associated Advertis- 
ing Clubs of the World, it was not 
until 1918 that it held its first 
independent convention. Homer 
J. Buckley of Chicago was the 
first president of the organization. 

It is rather interesting to note 
that in less than a decade atten- 
dance at the annual conclave has 
multiplied itself by ten—the 200 
registered at the Hotel Sherman 
in 1918 had grown to more than 
2,000 on the registration cards at 
the Hotel Stevens in 1927. 

In 1921 association activities 
were gaining so rapidly in im- 
portance that a paid secretary was 
employed. ' Since that time mem- 
bership has increased until now 
about 1,200 firms and individuals 
are on its list, and membership 
includes representation in Canada, 
Mexico, New Zealand, Australia, 
England, France, Switzerland, 
Germany and Sweden. 

Membership in the association 
consists of 60 per cent users of 
direct-mail advertising, and 40 per 
cent producers. The original pur- 
poses of cooperation among pro- 
ducers and users of direct-mail 
advertising matter and_ service 
toward the end of securing a 
wider understanding of its objects 
and uses, and the collection and 
exchange of practical ideas, plans 
and results, has developed into a 
broad program of association ac- 
tivities centering at the headquar- 
ters office in 
Detroit. 

A weekly 
bulletin is is- 
sued to mem- 
bers through 
which the pro- 
ceedings of its 
conventions 
are published 
with other up- 
to-date infor- 
mation on di- 
rect advertis- 
ing subjects, 
postal rulings, 
stories of di- 
rect-mail suc- 
cesses, etc. At 
the headquar- 
ters office 
thousands of 
specimens of 
direct-mail ad- 
vertising are 
on file and 
available to all 


members of the association. The 


association also owns one of the 
largest files of house organs in the 
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country, in which more than 
2,000 publications are represented. 

Through the activities of the 
association The National Council 
of Business Mail Users was 
formed in 1924; this organization 
has since conducted a fight for a 
reduction in third and fourth class 
postage rates. At the time this 
is written indications are that the 
association’s activities along these 
lines will bear some fruit during 
1928, in official action at Wash- 
ington. 

The Direct Mail Association’s 
Mailing List House Audit Plan 
has brought about a general im- 
provement in the quality of mail- 
ing lists. Another activity of the 
association, being conducted 
under the auspices of the Mer- 
chandising and Marketing Com- 
mittee, which promises to attain 
importance, is the preparation of 
a series of manuals to show small 
retailers how direct-mail advertis- 
ing may be used to advantage in 
neighborhoods and in small towns. 


Associated Business 
Papers, Inc. 


r NAHE National Conference 
of Business Paper Editors 
recently sponsored a ques- 

tionnaire to their membership of 
more than 125 business publica- 
tions, asking what the men re- 
sponsible for results in their in- 
dustries during 1928 were doing 
to insure profits. Two main 
answers came back in response 
to this inquiry. 

Everywhere it was apparent 
thatintensive 
effort would 
be made to 
cut the costs 
of produc- 
tion without 
reducing 
wages, and 


H.T. Ewald, Vice © 
President, Ameri- 
can Association 
of Advertising 
Agencies. 


to concen- 
trate selling 
effort. High 
Specializa- 
tion in ma- 
Chinery, 


S. O. Landry, 
Secretary, Amer- 
ican Association 
of Advertising 
Agencies. 


widespread replacement of 
obsolete and inefficient ma- 
chinery, aggressive market 
finding, reduction in size 
and intensive development 
of jobbing and sales terri- 
tories, all were noted in this 
summary of conditions. 

From an advertising view- 
point, according to Fred- 
erick M. Feiker, managing 
director of the ABP, this 
survey was particularly sig- 
nificant, It was evident from 
the trend of the times that 
national advertisers, seek- 
ing to put their advertising 
expenditures for 1928 to 
most effective purpose, will 
enlarge those expenditures 
in markets that represent 
definite buyers rather than 
in educational development 
work. 

-Commodities, products 
and surveys which will help 
to reduce manufacturing 
costs or which will increase 
and make more efficient the 
machinery of distribution, 
will be purchased by industries and 
trades. Commodities which imply 


- a quick turnover will also appar- 


ently help meet the present need 
since there is very little desire to 
keep large inventories. . 
Another development of merit 
in ABP activities is the work of 
the Standardization Committee. 
This committee is responsible for 
further de- 
velopment in 
uniform pub- 
lishing prac- 
tices among 
member pa- 
pers of the 
association, 
such as the 
standardiza- 
tion of page 
sizes, with 
the aim of 
reducing ad- 
vertisers’ and 


FE. DeWitt Hill, 


Treasurer, Amer- publishers’ 
ican Association mechanical 
of Advertising onl 
Agencies. COStS. 
Several 


years ago the 
association, realizing that their 
members could render their full- 
est service only when professional 
standards for the measuring of 
that service were established, de- 
veloped a working code of prac- 
tice in business publishing known 
as The Standards of Practice of 
the ABP. 
This code demands unbiased 


John Benson, President, American As- 
sociation of Advertising Agencies. 


editorial articles and news, classi- 
fied and verified paid subscribers, 
and honest advertising of depend- 
able products. Two committees 
enforce these Standards of Prac- 
tice, one the Membership Com- 
mittee, ruling on applications of 
new members, and the other the 
Trade Practices Committee, to 
which alleged infractions of the 
Standards are referred for investi- 
gation. 

The ABP has established a 
series of editorial awards to be 
made each year for excellence in 
editorial work. These prizes are 
divided into three classes and dis- 
tinguished as follows: Class A: 
An award of $500 to the writer on 
an ABP publication for the best 
editorial or article of an editorial 
nature, to be judged for clearness 
of style, sound reasoning and 
power to influence. 


Two Other Annual Awards 


Class B: An award of $500 to 
a regular member of the editorial 
staff of an ABP publication for 
the best article or series of articles 
or news report, judged broadly on 
the basis of timeliness, accuracy, 
thoroughness, originality, clear- 
ness of expression and usefulness. 

Class C: An award of a suit- 
able trophy to the ABP publica- 
tion contributing the most definite 
and outstanding service to’ the 
field with which the publication is 
concerned. 


Investigation Shows Many 


Products to Be Under-Advertised 
and Haphazardly Sold 


By EUGENE WHITMORE AND DonaLD WEST 
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Appleton is not only a college town, but it has a 
substantial industrial population and eighty-eight 
manufacturing establishments. 


(Right) Peterborough is the gateway to a popu- 
lar vacation land in Canada. 


HE Dartnell check-up 
on the distribution of 
nationally advertised 
products reveals that 
any given product, when properly 
advertised and properly merchan- 
dised, can surmount almost any 
barrier, and that there need be no 
such thing as “local conditions” to 
prevent the winning of equalized 
national distribution. . 


Choosing the Products Checked 


Of course it is assumed that the 
product has merit and is fairly 
priced. When Dartnell began this 
check in the Spring of 1927 no 
effort was made to prove any- 
thing. Only facts were sought. 
A trained investigator was sent 
to call on every store in the fol- 
lowing lines: Grocery, hardware, 
drugs, dry goods, electrical, 
jewelry, shoes, automobile acces- 
sories, tires, musical instruments 
and radio. 

Every store in these lines in 
Appleton, Wisconsin; Batavia, 
New York; Findlay, Ohio; Hutch- 
inson, Kansas, and Peterborough, 
Ontario, Canada, was visited by 
the same investigator, Donald 
West. He personally checked 
the distribution of some 500 na- 
tionally advertised products in 


these cities. He 
did not content 
himself with ask- 
ing the dealers 
what they had, 
but in nearly 
every case went 
behind the coun- 
ters and checked 
the merchandise 
itself. 

The list of 
products was 
made up in ad- 
vance, without 
previous exact 
knowledge of the 
distribution en- 
joyed by any of the products. The 
list was made up by clipping ad- 
vertisements from the women’s 
magazines, popular weeklies, farm 
papers, trade and business papers, 
the so-called “highbrow” and 
“arty” magazines, newspapers and 
other national media. 

Mr. West was instructed to 
take this list to these towns and 
find out what percentage of dis- 
tribution was enjoyed by each of 
the five hundred odd products. 
When the check-up began he had 
no idea for what purpose the fig- 
ures were to be used, hence he 
could have had no preconceived 


[540] 


notions as to what was wanted. 
These rather limited instructions 
were given him purposely to 
avoid any possible effort on his 
part to obtain the facts he 
thought were wanted, instead of 
the simple facts as they existed. 

Investigators, being human, are 
occasionally accused of setting 
forth in search of evidence to 
prove the preconceived notions of 
the boss, instead of getting the 
facts. Mr. West labored under 
no such handicap so we believe 
the figures to be correct, barring 
any occasional errors that natur- 
ally creep into such tedious work. 
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Our check seems to prove that 
a well advertised and merchan- 
dised product may be sold in ap- 
proximately equal quantities in 
various parts of the country, de- 
spite varying local conditions. 
Moreover, it indicates that na- 
tional advertising, properly backed 
up by local advertising in strateg- 
ic centers, brings approximately 
the same returns in all parts of 
the country. 

For example let us consider ten 
typical grocery store products, 
the distribution of which was 
checked by the Dartnell investi- 
gator. One of these products, 
Carnation milk, had a maximum 
variation of but 20 per cent in all 
five towns. Leaving out Canada, 
Cream of Wheat had a maximum 
variation of even less in the 
United States towns checked. 
Cream of Wheat’s variation was 
but 17 per cent, and showed a dis- 
tribution of 100 per cent in Apple- 
ton, 83 per cent in Batavia, 93 in 
Findlay, and 92 in Hutchinson. 
The figure dropped to 71 in Peter- 
borough, Ontario. 


Some Distribution High Spots 


The only weak spot found in 
the distribution of Fels-Naptha 
soap was in Hutchinson, Kansas, 
where distribution fell from an 
average of 98 per cent in the four 
other towns to 44 per cent in 
Hutchinson. Of course we are 
unable to point out the real rea- 
son for this slump, but we rather 
imagine it is due to poor sales 
work in this particular territory, 
for the distribution in the four 
other towns proves what can be 
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A complete stock of merchandise is carried in the Rorabaugh-Wiley 
department store in Hutchinson, the largest store analyzed in this 
investigation. 


done on this same product. 
Postum’s distribution in Apple- 
ton was 100 per cent, in Findlay 
98 per cent, in Hutchinson 82 per 
cent, and in Batavia only 77 per 
cent. Perhaps the low figure in 
Batavia was due to the great num- 
ber of Italian stores in that 
market which do not handle 
breakfast foods for the simple 
reason that their Italian custom- 
ers have not as yet learned to eat 
prepared breakfast foods. 
Snowdrift’s highest distribution 
figure was 40 per cent in Apple- 
ton, ranging down to 14 per cent 


Hutchinson is influenced most by the farm trade. It is the center of a large wheat producing section of Kansas 
and is the largest produce center in the southwestern part of the state. 


in Batavia. This again shows 
that a certain amount of national 
advertising plus sales work, will 
bring a certain result nearly al- 
ways comparable in different 
parts of the country. 

In three of the five towns Post 
Toasties enjoyed 100 per cent dis- 
tribution, again proving the the- 
ory that well managed sales 
campaigns bring results in one 
town as well as another. 

In analyzing these figures it is 
easy to see that certain sales polli- 
cies and sales tactics bring certain 
results; hence the sales manager 
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who wants a given result must 
use these methods. It is true that 
there are exceptions, and that one 
sales manager will use a higher 
percentage of window displays 
than the next, while still another 
banks on sampling to back up his 
newspaper, magazine and poster 
work. But it always seems that 
no product can hope to achieve 
national sale and distribution un- 
less at least three-fourths of all 
the major branches of advertising 
are used. 


The Use of Many Mediums 


Such a thing as accomplishing 
national distribution on the scale 
of Postum, Carnation Milk, Post 
Toasties, Fels-Naptha, Cream of 
Wheat and other similarly widely 
distributed brands seems impossi- 
ble without the use of the greater 
part of all the tools in the entire 
advertising kitbag. 

Many campaigns have gone on 
the rocks because too many eggs 
were put into one basket, when 
as a matter of fact the advertising 
eggs should be carried in several 
baskets. It is revealing no secret 
to say that oftentimes one me- 
dium will claim to have put over 
a product, Often there were a 
dozen media, plus the most careful 
detailed sales work. 

Take Wrigley’s chewing gum 
for example. People look upon 
Wrigley as a spectacular adver- 
tiser. One medium after another 
has claimed to have had the ma- 
jor share in the success of Wrig- 
ley. But as a matter of fact 
Wrigley overlooks virtually no 
bets. Not content with posters, 
painted walls and bulletins, he 
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The principal retail district of Batavia, New York, in whose stores a Dartnell investigator checked the 


stock of advertised merchandise. 


invests heavily in newspapers and 
magazines. Not content with 
newspapers and magazines he 
goes in for a nation-wide sam- 
pling and direct-mail campaign 
every so often. In these cam- 
paigns he takes the telephone 
subscribers of the entire country 
and sends them all a sample of 
one of his products. Not content 
with all this he buys spectacular 
electric signs and puts his adver- 
tisements in the street cars, on 
elevated platforms and suburban 
trains. 

Wrigley doesn’t do all this be- 
cause he has a big business and 
because he is- wealthy —he is 
wealthy and owns a big business 
because he does all these things. 


Leading Hardware Products 


The Dartnell check of distribu- 
tion bears out the oft-repeated 
contention that many good prod- 
ucts are under-advertised. From 
what the figures reveal it is ob- 
vious that many a meritorious 
product lacks only more sales 
work and more advertising help 
to push it up into the 90 per cent 
to push it up to the place where 
it enjoys 90 per cent distribution. 

A good exam- 
ple of this is 
found in the ex- 
perience of the 
various hardware 


Hutchinson ranks 
high as a hard 
wheat market and 
is said to be the 
largest poultry, 
egg and cream cen- 
ter in the South- 
west. 


product advertisers whose lines 
are widely advertised. In hard- 
ware we find the following lead- 
ers in distribution: Disston saws, 
Stanley tools, Johnson’s polishing 
wax, Three-in-One oil, and Pyrex 
glassware. All of these are old, 
established products, backed by 
consistent advertising and well 
directed merchandising efforts. 
A peculiar situation is found in 
the distribution of nearly all na- 
tionally advertised products, 
which would, at first glance, seem 
to disprove the statement, made 
earlier in this article, that any 
good product, properly advertised 
and merchandised can attain 
equalized national distribution. 
The situation is just this: All the 
hardware products fell down mis- 
erably in Findlay, Ohio, and all 
of them, with scarcely an excep- 
tion, enjoyed a wonderful distri- 
bution in Hutchinson, Kansas. 


Is the Dealer at Fault? 


In Hutchinson, Eveready flash- 
lights, Three-in-One oil, Stan- 


ley tools, Disston saws, Twinplex 
stroppers, and Pyrex glassware 
had 100 per cent distribution. Of 
these ten products not one had 
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100 per cent distribution in Find- 
lay — the highest being Three-in- 
One oil and Disston saws, with 
62 per cent each. Of the entire 
list checked in Hutchinson thir- 
ty-three products had 100 per 
cent distribution in the hardware 
stores and in Findlay not one 
hardware product had 100 per 
cent distribution. 


Who’s Who in Drug Products 


We do not profess to know the 
answer to this peculiar situation, 
but we do feel that hardware 
product sales managers ought to 
dig into it and, for the sake of the 
information it will reveal, as well 
as for the sake of extra sales, find 
out what is wrong with the Find- 
lay hardware stores. Are the de- 
partment stores grabbing all the 
business in Findlay? Are the five 
and ten-cent stores, the so-called 
“variety stores,” ruining the hard- 
ware business with cheap tools, 
cutlery and household products in 
Findlay? And what are the hard- 
ware stores in Hutchinson doing 
to enable them to carry such 
good stocks? Wouldn’t it be 
worth while to get this informa- 
tion? 

To paraphrase Shakespeare, 
there is something wrong in the 
“state” of Findlay, when Disston 
saws can win 100 per cent dis- 
tribution in the other towns, and 
must stop with 62 per cent distri- 


Batavia is the center of a rich 
agricultural district and the 
trading capital for an area that 
touches seven counties in the 
state. 
(Below) More than seventy-five 
manufacturing industries are 
located in Findlay, Ohio. 


bution in Findlay, and when 
Three-in-One oil enjoys 100 per 
cent distribution in Appleton, 
Hutchinson, Batavia and Peter- 
borough, and only 62 in Findlay. 
It is these differences in markets 
that demand special attention 
from the sales manager if the 
maximum of sales is achieved all 
over the country, instead of 
spotted sales, good here and bad 
there. 

Distribution of drug products 
in the various towns ran higher 
than in any other retail line. As 
in the hardware stores the distri- 
bution of drug products and sun- 
dries and cosmetics were lowest 
in Findlay. For example, Cutex, 
Forhan’s tooth paste, Houbigant’s 
cosmetics and perfumes, Mentho- 
latum, the Squibb line of pharma- 
ceuticals, all had 100 per cent 
distribution in all towns checked 
except Findlay. Two of ten lead- 


ing products had 100 per cent 
distribution in Findlay, Listerine 
and Woodbury’s facial soap. Six 
had 100 per cent in Hutchinson. 

Many drug products had 100 
per cent distribution in every 
town checked. Distribution of 
United States products in Peter- 
borough “chemists’ shops” was 
surprisingly high, indicating that 
American drug and _ cosmetic 


- manufacturers are alert to the 


possibilities of Canadian sales; 
Cutex, Forhan’s tooth paste, Lis- 
terine, Mentholatum, Squibb’s 
line, and Woodbury’s facial soap 
each had 100 per cent distribution 
of the ten products selected for 
comparative study of distribution 
in the five towns. 

Distribution of 93 drug prod- 
ucts was checked; of these 93 
products 50 had 100 per cent dis- 
tribution in Hutchinson, as com- 
pared with but three which had 


100 per cent distribution in Find- 
lay. In Findlay there are 14 drug 
stores, in Hutchinson 13—yet 
Findlay has a population of 20,000 
and Hutchinson 28,000. Appar- 
ently the oft-repeated cry for 
fewer and better stores is well 
based on truth and good business, 
if the contrasts between these two 
towns may be called a criterion. 

Yet the population of both 
towns seems to have come from 
the same stock. Neither town 
has more than 5 per cent “foreign 
born,” both towns have some 
manufacturing, and both about an 
equal number of negroes. This 
shows how deeply a sales man- 
ager must dig for the truth about 
any given market. Ordinary sta- 
tistics and market reports are not 


544 
enough to guide a sales manager 
who wants maximum results 
everywhere. 

The great thing learned from 
the study of drug store products 
distribution is a need for the wid- 
est possible distribution. Years 
ago it was nothing uncommon 
for a convenience item to be sold 
by exclusive agencies in the drug 
field. ‘Today even the high priced 


lines such as fountain pens are* 


being sold by as many stores as 
can be induced to handle them, 
even in towns as small as Apple- 
ton, Findlay and Batavia. 

Even a line such as Eaton, 
Crane and Pike stationery strives 
for wide drug store distribution. 
For example, it enjoys 53 per cent 
distribution in Hutchinson, 64 per 
cent distribution in Findlay, 100 
per cent in Batavia, and 70 per 
cent in Appleton. 

Perhaps the druggist is being 
asked to carry too many lines, but 
unless salesmanship is vastly im- 
proved in the average drug store 
he must carry many duplicating 
items to fight the chain stores, 
whose lines are often curtailed 
and inventories cut to the bone, 
volume being attained by vigor- 
ous concentration on fewer lines, 
rather than by trying to have 
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this is obvious in the discovery 
that only five out of 27 products 
checked enjoyed 100 per cent 
in any town, and none of these 
products had 100 per cent dis- 
tribution in all five towns. These 
favored products were Hickory 
belts and garters, 100 per cent 
distribution in two towns, Skin- 
ner silks, 100 per cent in one 
town, Pequot sheets and pillow 
cases, 100 per cent in two towns, 
Nashua blankets, 100 per cent in 
one town, and Corticelli threads 
and silks, 100 per cent in one town. 

This sorry showing of adver- 
tised dry goods products is a 
challenge to better advertising 
and better selling methods. How 
can Corticelli thread win a goodly 
share of business in a town where 
it can be obtained in only three 
out of five stores, in places any 
one has a right to expect to find 
it? How can Nashua blankets 
make national advertising pay in 
a town where they can be bought 
only in one store out of a possible 
five? 

It would be silly to say that ad- 
vertising is at fault. Perhaps the 
figures would have shown an even 
greater number of holes in distri- 
bution had these products not 
been advertised, but with the ex- 


The need for more careful supervision of salesmen, 
better sales records by territories, more accurate 
knowledge of individual sales territories, and more 
localized advertising to back up national campaigns, 
are the conclusions from the facts unearthed in the 
Dartnell check-up on the distribution of nationally 
advertised products. It shows definitely and conclu- 
sively that many companies are handicapping their 
advertising by slip-shod sales methods, too few 
sales records, and too much dependence on the sales- 
man’s own interpretation of territorial possibilities. 


everything that the public calls 
for. The growth of chain stores 
renders it more and more difficult 
to introduce new lines, because 
they are so generally committed 
to handling fewer items, but push- 
ing those fewer items for all they 
are worth. 

In the dry goods field the Dart- 
nell check-up on_ distribution 
reveals many advertising oppor- 
tunities, many opportunities for 
better sales management and 
more intensive selling. Proof of 


cellent advertising now being 
done on many of them, the sales 
department should back up the 
advertising more thoroughly by 
putting the goods on sale in a 
great number of points so that the 
pulling power of the advertising 
will not be killed. 

What can be wrong with the 
sales organization of Cheney 
Brothers, an old and honored 
name, well known and well ad- 
vertised, when it can put its prod- 
ucts on sale in but two out of five 


stores in Appleton, one out of 
four stores in Findlay, not one 
store in Batavia, and in only one 
out of eight stores in Hutchinson? 
Perhaps the product is under-ad- 
vertised. Perhaps more localized 
advertising is needed. Perhaps 
the salesmen need more careful 
supervision, as doubtless they are 
passing up a lot of good stores. 
We do not profess to know why 
such a poor showing occurs in the 
case of such a good product, but 
we do know that something 
should be done to bolster it up 
if advertising is to get a chance 
to make good. 

Perhaps it may be argued that 
Cheney’s silks are too high in 
quality to need a wide distribu- 
tion. Then let us consider an- 
other product, which appeals to a 
wide variety of people—a product 
dependent upon mass selling, 
Fleisher yarns. This excellent 
product has but 37 per cent dis- 
tribution in Hutchinson, 66 in Ba- 
tavia, 25 in Findlay, and 80 in 
Appleton. 


The Line-Up on Furniture 


These products are cited with 
no desire to embarrass the sales 
officials of the firms named, with 
no desire to hold them up to cen- 
sure, but with the desire to show 
that there are hundreds of prod- 
ucts which are under-advertised 
and dependent on too widely scat- 
tered distribution. 

In some cases these products 
are dependent on jobber distribu- 
tion as planned years ago. Mean- 
while jobbers have withdrawn 
from certain territories, leaving 
territories unworked unless the 
manufacturer takes on new job- 
bers, or works them himself. Re- 
alignment of jobbing territories 
would close up some of the holes 
in the distribution of many manu- 
facturers, because jobbers are 
constantly cutting down their ter- 
ritories in these days of high 
freight rates. 

Many varying sales policies, 
and sales policies which vary 
from city to city, according to the 
salesman’s good fortune or lack 
of it, characterize the distribution 
of furniture products checked by 
the Dartnell investigator who vis- 
ited a total of 45 stores in five 
cities during the last half of 1927. 
He checked the distribution of 
approximately 60 products in 
these towns and stores. 

The ‘average distribution of all 
products for all towns was a frac- 
tion over 16 per cent. Not one 
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manufacturer had 100 per cent 
distribution in all towns; in fact 
only two manufacturers achieved 
this per cent anywhere: Simmons 
beds in Peterborough, Ontario, 
and Congoleum rugs in Hutchin- 
son, Kansas. While we do not 
know, we will gamble that the 
reason Congoleum had 100 per 
cent distribution in Hutchinson 
is because of the excellent work 
of the branch manager in Kansas 
City, who manages sales in his 
division on a more scientific and 
thorough basis than most general 
sales managers. 

The varying distribution poli- 
cies of different household or fur- 
niture products is seen in the 
check of distribution on Hoover 
sweepers, which are on sale in 
16 per cent of the furniture stores 
in Appleton, 11 per cent of the 
furniture stores in Batavia, none 
in Findlay, none in Hutchinson, 
and 9 per cent of the stores in 
Peterborough. To bolster up this 
lack of furniture store distribu- 
tion Hoover obtained a distribu- 
tion of 11 per cent in the electri- 
cal stores in Hutchinson, and an 
85 per cent distribution in Find- 
lay’s electrical stores. 


Jewelry, Automotive Products 


Electrical stores, hardware 
stores and furniture stores all 
compete in various lines each hav- 
ing certain lines which are of 
course not suited to the other, but 
the amount of duplication is often 
surprising. In many cases the 
salesman’s judgment must be re- 
lied upon to decide whether it is 
best to put a given product on 
sale in a poor furniture store, a 
good hardware store, or a medio- 
cre and under-financed electrical 
store. 

How some manufacturers, 
through inadequate sales staffs, 
timid advertising, and intermit- 
tent advertising fail to realize 
anything near the real potential 
sales opportunities existing in 
their lines, is seen from the study 
of distribution of two products, 
both dependent entirely on furni- 
ture and department stores for 
sales. These two products, Kim- 
lark rugs and Kroehler uphol- 
stered furniture are radically 
different in price, type and usage. 
The rugs are bought far more 
often, and cost far less than even 
one piece of Kroehler furniture. 

Reasonably we would suppose 
that Kimlark fibre rugs would 
have a much greater distribution 
than Kroehler furniture; but the 


opposite is the case. Kroehler 
enjoys an average distribution of 
44 per cent in the five towns, 
whereas Kimlark rugs enjoy only 
25 per cent distribution. It is 
conceivable that a woman might 
even “walk a mile” to look at 
Kroehler furniture, but it is hardly 
conceivable that she would go to 
this effort to buy an inexpensive 
fibre rug. 

Kimlark needs more distribu- 
tion and more advertising badly. 
Its sales possibilities have a much 
wider range than a more expen- 


It would appear from the inves- 
tigation that a new type of jew- 
elry store, together with the 
novelty jewelry departments in 
drug stores and department stores 
are, to a certain extent, passing 
the dignified, old-line jewelers in 
merchandising. What the older 
jewelers need is a line of faster 
moving items, items which are 
purchased more frequently than 
watches, or other high-priced 
items. 

The great problem in the jew- 
elry store is in getting people to 


Every year thousands of farmers visit the Kansas State Fair in 
Hutchinson, where almost all local dealers have displays. 


sive and less frequently pur- 
chased item such as a Kroehler 
chair or davenport, yet the house- 
wife has far fewer chances to buy 
a Kimlark rug than a Kroehler 
davenport. A woman might even 
see a Kimlark on display and buy 
it on the spur of the moment be- 
cause she liked the pattern, but 
she would never buy a davenport 
without considerable thought. 
That’s why we are reiterating so 
often in this article the need for 
more advertising and more inten- 
sive selling, and a greater study 
of distribution on the part of in- 
dividual sales managers. 

In the jewelry field as in other 
fields, the bigger and more con- 
sistent advertisers lead in distri- 
bution. Elgin watches were the 
only products found in all the 
jewelry stores investigated in all 
five towns. Elgins were followed 
closely by Westclox alarms which 
were found in all the stores in 
every city except Findlay. 


come in and look around, and the 
well - advertised, well-known 
brands of faster moving lines 
would be a big help to the aver- 
age jewelry store which is greatly 
in need of more traffic in and out 
of the store. Wider distribution 
of these items and greater cooper- 
ation with manufacturers, would 
help the jewelry business to a 
great extent. 

In the automotive equipment 
field the distribution policies seem 
to differ in every town, being al- 
most wholly dependent upon the 
whim of the salesman in the terri- 
tory, and upon the aggressiveness 
of the jobbers who cover the 
town. In no other line does the 
distribution of major items vary 
to such a great extent. For ex- 
ample, the Stewart-Warner line, 
perhaps the best known in the 
field, has a distribution of but 6 
per cent in Hutchinson, com- 
pared with 50 per cent in Peter- 
borough, and 33 per cent in 
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Comparative Chart for Distribution Figures in All Cities 


FURNITURE PRODUCTS 


Appleton, Findlay, Batavia, |Peterborough,} Hutchinson, | TOTAL 
Wisconsin Ohio N.Y. Ontario Kansas (46 Stores) 
PRODUCT (6 Stores) (9 Stores) (9 Stores) (11 Stores) (11 Stores) 
No. % No.) % No| % No.| % No. % No} % 

ASMStIGHE SAGNOIUMS 5.2205 6286 45 Socks ss. aee ees 3) S020 TA Pad Si 525 3] 27.3 -| 10} 90:9. } 28:1 60:9 
RE IRON 28 8 fc Tas shaves Mle taeda ERE e Sas 2 Zoek 1 i 0 0 4) 36.4 9 19.6 
RRNA UR RUNG oho oi fed coy 03 5 Sos 0 STS xeusenar STE 3 50.0 3 33.5 3 IRS 0 0 5 45.5 14} 30.4 
Meseen Carpet Sweets. . ow. c cc icnccceseccvccs 3} 50.0 6| 66.7 Si 53.5 6| 54.5 8 | 72.7 | 28] 60.9 
Blue Ribbon Beds, Mattresses..................005. 0) 0 0 0 0 0 0 0 0 0 0 0 
OI FTO TET 0 0 0 0 0 0 0 0 0 0 0 0 
Boone Kitchen Cabittets:..........6c6 cca wesesnes seen 0 0 2 2252 0 0 0 0 0 0 2 4.3 
Re RRND er ea Sse atcci aus soe eas OE 1 1637 0 0 0 0 0 0 0 0 1 DIR? 
Chambers Fireless Gas Ranges.................000. 0 0 1 4 0 0 0 0 0 0 1 22 
ESS LS RS een ar anid ee em te ere 4] 66.7 6| 66.7 Tt Pies 7 |. 636° 1 1h) 000.35 | 76.1 
DeLuxe Bed Springs, Beds...................0000. 2| 33.3 | 2] 22.2 | 2| 22.2 | o| oO 4| 36.4 | 10.| 21.7 
fain 9.ni4 a se one kmabals him oye SD me ere ee oh eee ef eeerer, om See 0 0 ” . 
Englarider. Wit-Edge Springs...............0..0.00. 3| 50.0 ee ee 1] 11.1 1 9.1 1 9.1 9| 19.6 
I IND ooo os icin. Se Ovi Nees Side ES wae TE 0 0 0 0 0 0 21 8.2 0 0 2 4.3 
ee eT Tee Te Mm roe Meer! eer ye.) heer er Neer ee 0 0 ” . 
Gold Medal Folding Furniture..................... 2 S350 3 Sous 1 1 y 18.2 3 27.3 11 23.9 
KSetTEy MVC MPBLOIS «5 ois.c. 6s cs Se soe asec saan wees 1 16.7 0 0 0 0 0 0 0) 0 1 22 
ee eee tes ere ee 3 50.0 3 So.3 3 Sou 6 54.5 6 54.5 21 45.7 
EAOOVET OW REDOIO il sis gcse ies abies Sep Damwaery anne 1 16.7 0 0 1 1b AD 1 9.1 0 0 3 6.5 
BASSE DIS 5 556.5 56.5 s lca Sis vdiaig Ss wee on ee SoS 1 16.7 0 0 0 0 1 91 0 0 2 4.3 
NaI RSNA cs oth oy oc cies sun nicis nor Sc SRST EE Z Sond 4| 44.4 2 33.3 0 0 4| 36.4 | 283 
DS I FUE... ko i encapoanacveiuccacd 2.|' Sons 24) 222 2) 99.2 6| 54.5 Oo) SiS | 2b) 45.7 
RIES rin ky ss Sun kG ieee eee 1 16.7 4| 44.4 1 i Ry | 0 0 St 2773 9] 19.6 
PS TAOS os ois. c wisnsinis Cade Hous weiner 1 16.7 1 i ee 2 222 1 9.1 3 27.3 8 17.4 
Ba NOME i ie oar atins ess eonrs see ee 3 50.0 4 44.4 2 Doin 0 0 5 45.5 14} 30.4 
SRS Era N NT ONES ooo soo ose stipe di wlnia ce Use oa oh 4| 66.7 2.) Bee? 3 | 3323 0 0 1 94 10} 25.7 
SII MEARE RIED saison cs wise sip dive cs euleswerccoe 3 50.0 3 38025 2 222 4 | 36.4 10 | 90.9 22 | 47.9 
Kitchen: Maid Kitchen Cabinets.................... 0 0 1} 11.1 0 0 0 0 0 0 1 a2 
AIS ooo cvv ov nawaddscweeckeeeeors 1 | 16.7 0 0 21 Zz 0 0 0 0 3 6.5 
I i a i hs ow cen Vk etal 2° \ 33.3 21 Be 23 22 le S| 727 ae 47-9 
ESRB CGUROM HE RTIEUTE «50.6.5 cis.v-s as Osi au.c Rae sae ae 0 0 1 11 0 0 0 0 2) 18.2 3 6.5 
Cec ig © 2 ReSee 4| 44.4 1 sD S| 1 9.1 4) 36.4 | 12] 26.1 
Leonard Refrigerators...............00 ccc eeeeees 1 16.7 1 11.1 1 Pl 0 0 2) 2RSo? S:| 109 
Lloyd Loom Products... ..5. 2.56. ccc. scncecnsseees 3 50.0 2 2252 4|) 44.4 4| 36.4 7 63.6 20 | 43.5 
MBOTAI SUD U ES 65.55.6641 6-00:die oe Ridemad oes anc mewa~arnswr 0 0 1 MA 1 ed 0 0 2] 18.2 4 8.7 
in i ag ue tie gids NK ead wai ewe L657 4| 44.4 21 22.2 0 0 41s 1 GB. 
Nachman Spring-Filled Mattresses................. ata lelsassienatam as a eee sccell aebeceveteta Seales Net tees 4} 36.4 2 . 
Nappanee Dutch Kitchenettes..................... 0 0 2. | 2252 a2) dace 0 0 0 0 4 8.7 
Old Taickory Pursiture....6 6.066200 066.ccceseseecean DA Secs 2 222 2 222 3+| 2733 4| 36.4 13 | 28.3 
Ozite Rug & Carpet Cushion....................... 4 | 66.7 6 | 66.7 4| 44.4 0 0 S|. F207 [522-| 429 
Perfection Stoves... .........0.cccscceccccceeveecs 1| 16.7 3] BS t] 8.3 0 0 7) 63.6 | 12] 26.1 
es on. x8 asin ou eee SG Koa wee KON ee 0 0 0 0 0 0 0 0 0 0 0 0 
Pullman Davenport Beds.....................0005. 3. | S020 2 | 92.2 1 Mea 1 9.1 3| 27.3 | 10] 21.7 
Rex Sanitized Upholstered Furniture................ 0 0 2-| 2252 ty) 0 0 0 1 pe 3 6.5 
Rid-Jid Ironing Tables........................000- 0 0 Pe Set 2i 22:2 0 0 6| 54.5 9} 19.6 
Royal Easy Chair & Davenports................... 24 “B33 2°) 222 2 | 22.2 Z|) 82 21 1:2 10 2.7 
OVALS WREDENS 66 5-500 esd ka es casas eaeddecedls 0 0 0 0 0 0 0 0 0 0 0 0 
Rustic Hickory Furniture...............0....000 ee 1 16.7 1 11.1 0 0 1 2.1 0 0 3 6.5 
Be POE 0 ROM ove ccs cipsaceinewawasundusmenne 0 0 3] B.S 7; 3 0 0 $1 65 iti| 2.9 
Salisbury & Satterlee Co., Bedsprings............... 0 0 0 0 i) HA 0 0 0 0 1 2.2 
De 0 0 zi aa-2 0 0 0 0 1 9.1 3 6.5 
ND oo sass sdcaccarinrnceeeawneasseawnien 4| 66.7 51 55.5 5 | 55.5 | 11 | 100.0 9} 81.8 | 34] 73.9 
EET CETTE TET DDO 1| 16.7 1] 11.1 0 0 0 0 0 0 2 4.3 
Slyker Metal Radiator Furniture................... 0 0 0 0 1 it ee 0 0 0 0 1 2.2 
re ge | 2°) 1 S83 z 11-1 Z| eae 0 0 1 9.1 6| 13.0 
Spear & Co., Home Furniture...................... ee, Rn 0 0 1] 11.1 0 0 0 0 i ' 
Stamore Co., Tables & Chairs...................0.. 1| 16.7 0 0 0 0 0 0 0 0 1 2.2 
INN one a cca sicn sn dhcesuin veges ncus ate 0 0 0 0 0 0 0 0 0 0 0 0 
Vudor Porch Shades. ..........00.... ccc eee eee eee Z| “Bdes 2. | eee 4| 44.4 0 0 331 7S iti BS 
Way Sagless Springs, Beds, Mattresses.............. 1 16.7 2 | 22.2 S| S323 8 Fe.7 2 18.2 16 | 34.8 
White Electric Sewing Machines. ...............00. 0 0 0 0 0 0 0 0 0 0 0 0 


* Not checked in all cities. Final total figure is based upon the number of products checked in the first city—Appleton 
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-which do you ‘ase fe 
shoot big game ? 


“Bird-shot harmlessly peppering 
an elephant’s hide...or a_ steel 
bullet straight to the brain? When 
out for big game, do you shoot 
with the same gun you use for 
ducks?” 

Put that question to any hunter, 
and the answer will be a grin. Yet, 
the very business man who smiles 
most broadly may be scattering 
advertising bird-shot all over the lot. 

He is a manufacturer, perhaps. 
Operating in a limited field. But 
does he pick his prospects, or his 
advertising ammunition, before he 
attempts to bring down his game? 
He does not. Trustingly, he shuts 
his eyes and blazes away with both 
barrels in media outside his sphere. 


I2 GAUGE MGUN- 


Such advertising is futile. Anda 
waste. It takes in too much 
territory. It tries to talk to millions, 
when only thousands, or hundreds, 
can be sold. 

Old-Man-Experience doesn’t 
make this mistake. He counsels a 
concentration of advertising effort 
on those who can be sold. He plans 
to make his advertising impressions 
where they will do the most good. 
And he plans also to make those 
impressions deep. 

Old-Man-Experience is often a 
user of Remembrance Advertising. 
He finds it particularly effective 
under certain conditions because 
of its personal slant. It has a from- 
me-to-you atmosphere about it that 


BROWN & BIGELOW 
Remembrance Advertising 


REG. U. S. PAT. OFF. 
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e people like. 
V4 Remembrance 
Advertising is 
not readily over- 
looked. Nor is it soon forgotten. 
It is as selective as the aim of the 
skilled hunter. If you want to know 
more about Remembrance Adver- 
tising, and how you can use it in your 
business, send for the book shown 
below. No obligation entailed. 


Brown & Bicetow, St. Paul, Minnesota 


Send free Book “STRENGTHENING YOUR 
ADVERTISING” and suggest specific plan to 
stimulate our business. 
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Nature of Business 
Address 
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Main Street in Batavia, a town with an estimated trading population of 50,000. 


Findlay. Gill piston rings have a 
distribution of 7 per cent in Ba- 
tavia, 8 per cent in Peterborough, 
and no distribution at all in Ap- 
pleton, Findlay or Hutchinson. 

The same variation holds 
good in the case of Snap-on 
wrenches, which vary from noth- 
ing to 20 per cent; and Pines 
winterfronts, which vary from no 
distribution at all to a maximum 
of 25 per cent in two towns. 

The best sales jobs seem to 
have been done for Boyce motor 
meters, A. C. spark plugs and 
Shaler vulcanizers in the lines 
which would be confined strictly 
to the classifications of automo- 
tive equipment or accessories. As 
was expected tire distribution 
showed a very light coverage in 
the automobile accessory field, 
because of the preponderance of 
exclusive tire dealers. 


Radio Equipment 


Of more than fifty items 
checked, representing many of the 
best known lines in the field, the 
automotive stores carried an aver- 
age of but eight and a fraction of 
the total number of items checked. 
Here is an excellent example of 
the need for better and more in- 
tensive sales work which will 
give the advertising more oppor- 
tunities to consummate the sales 
it begins. 

The radio business seems 
wholly sold on the idea of limited 
distribution, which is of course 
inevitable for a line of this kind. 
A radio dealer is of necessity a 
specialist and confines his efforts 
to one or two major lines. How- 


ever there seems to be room for 
wider distribution in appliances 
and supplies, some of which are 
the most widely advertised fea- 
tures of the business. For exam- 
ple, Eveready batteries have an 
average distribution of 47 per cent 
in the five towns checked. Of 
course these batteries are also 
sold in other stores in nearly all 
of the towns, but it does seem as 
if a greater distribution in radio 
stores would be profitable for this 
widely advertised specialty. 


Electrical Products 


One phase of distribution and 
advertising policies is very clearly 
brought out in this investigation 
—that is the fact that advertising 
takes almost any product out of 
the “one dealer’ class. Lines 
which are sparingly advertised 
must be content, in the great ma- 
jority of cases, with exclusive 
dealerships, and when well ad- 
vertised, can be sold through as 
many retail outlets in a town as 
the manufacturer desires to use. 
Thus we see that advertising per- 
forms a dual role here in creating 
a wider demand, and making pos- 
sible wider distribution as a 
means of caring for that demand 
with less waste and lost motion. 

The electrical appliance field is 
another where distribution needs 
strengthening, and where, again, 
advertising shows its strength. 
The entire list of about thirty 
electrical products had an average 
distribution of but 19 and a frac- 
tion per cent in all five of the 
towns. 

The wide variation in distribu- 


tion policies is seen in checking 
but a few of the electrical prod- 
ucts. Sunbeam irons had 50 per 
cent distribution in the electrical 
stores of Appleton, and no distri- 
bution at all in these stores in 
Peterborough or Batavia. Elec- 
trical stores are completely off the 
distribution map for Eureka 
sweepers in Appleton and Ba- 
tavia, which are in 14 per cent of 
similar stores in Findlay, 11 per 
cent in Hutchinson, and 25 per 
cent in Peterborough. Whoever 
has charge of distribution of 
Westinghouse irons completely 
passed up the electrical stores of 
Appleton and Findlay, but sold 
80 per cent of them in Batavia, 
14 per cent in Hutchinson and 25 
per cent in Peterborough. 


Keds Lead Shoe Field 


There are doubtless good rea- 
sons for this variation—at least 
in the minds of the men in charge 
of sales, but it seems that this in- 
vestigation shows an amazing 
lack of uniformity in policy, plus 
a willingness to be satisfied with 
whatever a town offers. In other 
words, taking the line of least re- 
sistance seems to be, all too fre- 
quently, the only definite policy 
followed in obtaining distribution 
of many products. 

What happens when a manu- 
facturer undertakes to break 
down an established tradition in 
a line, by going after business ag- 
gressively with a well planned 
sales and advertising campaign, 
is shown by the results obtained 
by the United States Rubber 
Company in their drive for 
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FACTS on the 
Indianapolis 
Radius 


The 70-mile radius of 
NEWS concentrated 
circulation is a rich, 
prosperous zone — 
one of the primary 
markets of the U.S. 


2,000,000 people — 
Over 92% native 
whites. 


High standards of 
living and buying. 
Annual purchasing 
power $750,000,000. 


Dominated by one 
city, Indianapolis, 
20th city in U. S. 
population, 13th in 
retail sales. 


Covered by one paper, 
The NEWS, which in 
1927 carried the 4th 
largest volume of ad- 
vertising of all the 
strictly 6-day news- 
papers in America. 


GAIN in 1927 The NEWS printed more display ad- 

vertising — more national advertising, more local 

advertising — than the combined display linage of the 
morning-Sunday paper and the second afternoon paper. 


The NEWS with 6 issues a week, led the combined local 
field of 13 issues a week! 


NEWS leadership extended to 24 out of the 27 display 
advertising classifications. In 13, The NEWS carried more 
linage than all other Indianapolis papers put together. In 
6 classes, The NEWS ran ahead of any other local paper. 
In 5 of the 8 remaining classes, The NEWS led the next 
highest 6-day paper by margins ranging from 2% to 115%. 


In classified advertising The NEWS again printed far 
more linage and far more advertisements than any other 
local paper. 


Every year The NEWS is growing more powerful as a 
newspaper and more profitable as an advertising medium. 


PROFIT by this supremacy of The NEWS — sell the 
big, able-to-buy Indianapolis Market at one low advertising 
cost by using The NEWS, exclusively. 


NEWS net paid circulation is now the greatest in 58- 
vear history of the paper — and gaining steadily! 
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a 1927 Display Advertising 
Linage of Indianapolis 
| “Soe PROFIT 
Lines 
in the pa ae 
= = by NEWS 
Lines 4,517,361 y 
6 in 7 oo 
saad aan | 6 Issues S 
| Iseucs & Sunday | 2nd Eve. u p r e mMm a Cy 
| Paper | Paper 
*NEWS Total Advertising Volume in 1927 — in The Big, Prosperous 
isplay an assi —was 18,227,127 lines. > 8 
a Indianapolis Market ws 


Alls The Indianapolis Radius 


DON. BRIDGE, Advertising Manager 


NEW YORK: DAN A. CARROLL CHICAGO: J. E. LUTZ 
110 East 42nd Street The Tower Bldg. 


Exclusive Indianapolis Member, 100,000 Group of American Cities 


The INDIANAPOLIS NEWS 
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Comparative Chart for Distribution Figures in All Cities 
AUTOMOTIVE EQUIPMENT 


Appleton, Findlay, Batavia, | Peterborough,| Hutchinson, | TO TA]. 

Wisconsin Ohio re Ontario Kansas (67 Stores) 
PRODUCT (12 Stores) (15 Stores) |. (13 Stores) (12 Stores) (15 Stores) 

No. % No.) % No.) % No.) % No. % No| % 
PI 5 oh Cains vig omen ee ee 6 50.0 10 66.7 7 5329 9 75.0 13 86.7 45 67.2 
i 9 EME ARN HIE 0; 0 i) 6.7 el ® 0} 0 o| oO 4 33 
TSS oe or Sent ee ONE GL OREO yt at 7 58.3 8 53.3 6 46.2 i 58.3 9 60.0 | 37 55.2 
Atwater Rent stenition so... cis co. cus cic escases oben 1 8.3 0 0 De asic: £ |) 33:3 1 6.7 8 | 11.9 
I Ee St a ee a a ee 7 0 0 1 6.7 0 0 0 0 1 6.7 2 3.0 
Bosch Magnetos, Starters...................000000. ON G7 0 0 2] 15.4 1 8.3 1 6.7 6 9.0 
BSOVCE FIGED-ICUID vis ois 6 db ee pate Wine bale Udieeee s 4 Sod J 46.7 6 46.2 8 66.7 10 | 66:7 35 5232 
SE NT OMENS, nce cca sasesesesccuneeses 0 0 ft) 0 0 0 0 0 1 6.7 1 1.5 

dic ss nun ginny nsw SOE SS +N Mone aont Foe nae eee: Pe ees HO): 4838S) || “F323 * * 
eek 5s Soc ankd cian ceewee es 6} 50.0 6| 40.0 4| 30.8 St SEX AOE 6627 [SE 463 
eT eo oy (cay! Ca ee 0 0 1 6.7 0 ft) 4] 33.3 0 0 5 aes 
ae ae 3: | “2570 T| 67 6| 46.2 5 | 41.7 7| 46.7 | 28) 41.8 
ie BNET oS SS sf deceit Siw weno re Male 1 5.3 0 0 0 0 4) 33.3 0 0 5 SS 
Fandango Auto Seat Covers....................... 0 0 0 0 0 0 1 8.3 0 0 1 ‘3 
Ee Se er ee 2 W6.7 1 6.7 2 |, 3564 | 8.3 2| 13:3 Si}; 19 
IMAM MNMOIS A ch Pah 6 ara swrig'p Suita OHSS "heidi eS aRER I UN i aes 0 0 2 15.4 0 0 2 13.3 5 PS 
Saree MAPAKO TUNINGS «5 kek ei ccc teens seen ds 0 0 0 0 0 0 1 83 0 0 1 1.5 
CD SS OC ee rene ee oer 0 0 2 13:3 5 38.5 7 58.3 7 46.7 21 SES 
GPRM MNTIS ie soi Se aeatinideRurdiapwinieoe ease 0 0 1 6.7 0 0 0 0 1 6.7 2 3.0 
RUROINI 8. sca sie hc ba eWeaadas brcas oredr 0 0 0 0 1 Dod 1 8.3 0 0 2 3.0 
CUE TO! CLS ae ne ee ee OT, 1 8.3 1 657 2 15.4 2 16.7 1 6.7 i 10.4 
NGOIMNC NT ERNE 5 2a 56 <4:5.5. 5 5:80 wis 0a a ds ohn ae SOS 1 8.3 1 6.7 3 234 + 53.3 2 oso 11 16.4 

Hassler Stabilizers..................... rer ee 0 0 0 0 0 1) 0 ft) 0 0 0 0 
Houdaille Shock Absorbers......................0-. 1 8.3 1 6.7 1 7 es 0 0 ] 6.7 4 6.0 

ideal Rode-Bate, ..% 62.6665 cc.c8s. iy an iaanatoseiaieTR NS 0 0 0 0 0 0 0 0 0 0 0 0 
Johns-Manville Brake Linings...................... 2} 16.7 zi 3 2} 15.4 1 8.3 2i 8:3 9} 13.4 
PORNO SP OUSRINE WEAK. oo acai Ss casins eens sceueds 1 8.3 1 6.7 2] 15.4 1 8.3 0 0 5 cee 
Kelly Springfield Tires. .... gots tke br tik g atari le 0 0 1 6.7 0 0 1 8.3 1 6.7 3 4.5 
PARE IMINNID oes SCS aco min dcoedcnnwnan dbintor 3: | 32550 2} 13.3 6| 46.2 7 3585 7 | 46.7 125) 37,3 

CE. Ce ee rr 0 0 0 0 0 0 ) 0 0 0 ) 0 
NEGEORURUNED 6 cis ib Sane Ratu aes ba acaadewmeee 0 0 0 0 0 0 0 0 1 6.7 1 1.5 
PMID 5 555255536. 69% ais acsudevore ards .sa dar sde Ss Gee BALA 3 29.0 1 6.7 1 Lop 0 0 0 0 5 Foo 
LS a ae re ee Te: 4 BS 3 20.0 6 46.2 6 50.0 9 60.0 28 41.8 
Multibestos Brake & Clutch Lining................. 1 8.3 1 6.7 1 Tal 1 8.3 0 0 4 6.0 
DP IR RRS en cick ecen RG ninak Meso sats ow aawada eee 8 66.7 L 46.7 4| 30.8 7: 58.3 7 46.7 So 4 (49.2 
oS EE sAAafansigixainemeaenes 2 16.7 1 6.7 S| S825 1 8.3 0 0 9| 13.4 
Perfect Circle Piston Rings...................0005. 2\ 16:7 Zi. 2333 S| set ) ) o1. © 7 | 10.4 
ee re 0 0 0 0 0 0 0 0 1 6.7 1 |e: 
ee | 2| 16.7 1 6.7 0 0 0 0 S| 33:3 $.| 29 
Risacd Brake TMININGGS...... oo. ccc ese ce ees ees agiees 4°] <33:.3 1 6.7 1 Tor 0 0 0 0 6 9.0 
Ce ee 8 | 66.7 6} 40.0 3) | 2324 5) 22520 9] 60.0 | 29} 43.3 
I i NN Geis wa diueide a digs ew Sgn mw areal ol 2] 16.7 3} 20.0 4/ 30.8 4} 33.3 S| Goes | OF | SES 
SAB AO VV OENCNES » icin co cede cde se tecwwnsteeews 2.) 31637 2.| 4353 0 0 0 0 3 | 200 71 YO4 
Stewart-Warner Products.....................0000- 3. | 2520 a} 8353 5>|) S85 6} 50.0 1 6.7 | 20°) 29.9 
ee Fe. 0 0 0 0 0 0 0 0 1 6.7 1 15 
PU st th 8 on ons tiy cts satire tna dekwaee me 0 0 0 0 0 0 1 $3 1 6.7 2 3.0 
fe 5 41.7 2 13:3 2 15.4 5 41.7 Zz 13.3: 16 1 Be 
RIBS AMES ss oiess0.s iw o soa es de own au atn es vaio wees 0 0 1 6.7 1 i e 3 25.0 3 20.0 |-8 1) 
WN 65.69 Cares. eaursahatnwd cecaniaewadaremale 1 8.3 3 20.0 2 15.4 4 333 3 20.0 13 19.4 
ee Oc er 8 66.7 5 Co 9 69.3 10 83.3 10 | 66.7 42 | 62.7 

Eas Bi ree ois Via caead apace ear deee Roses aE ed ee Pe Reet, MRE eh | Reems! (ance: | mere te 7 | 46.7 ” * 
WVSTITOTEPONE SIEGES :.o.5.. 5.5 65 sis. dace dards dw awn’ s 3 2520 1 6.7 1 ee) 3 25.0 0 0 8 11.9 

GROCERY PRODUCTS 

Appleton, Findlay, Batavia, | Peterborough,| Hutchinson, TOTAL 

Wisconsin Ohio Ns Xs Ontario Kansas (316 Stores) 
PRODUCT (55 Stores) | (58 Stores) (54 Stores) (73 Stores) | (76 Stores) 

No| % No| % No| % No| % No| % No.| % 
ET et eee eee ee re 11 | 20.0 3 5,1 0 0 0 0 1 13.0) 4! 
PPIOUIEG BE ORNIOES = 5 55.5 ooops Sateen ss dividing wo asin da eeiawae 22 | 40.0 | 29 50.0 | 34] 63.0 3 4.1 6 7.9 | 94] 29.7 
Aunt Jemima Pancake Flour....................... 42| 76.4 |43| 74.1 | 44] 81.5 | 64] 87.7 | 55| 72.3 |248| 78.5 
RMU MNO Es FS Sk ig och aide Gal a os DOPE AGE 50 91.0 51 87.9 $4 81.5 53 72.6 29 38.2 |227 71.8 
vee fg ge le 6). er 38 | 69.0 |27| 46.5 | 22! 40.7 |20| 27.4 127] 35.5 1134| 42.4 


*Not checked in all cities. Total figures for all of the cities are based on the number of products checked in the first city—Appleton. 
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Comparative Chart for Distribution Figures in All Cities 
GROCERY PRODUCTS— Continued 


Appleton, Findlay, Batavia, |Peterborough,) Hutchinson,| TOTAL 
) Wisconsin Ohio NN. 2. Ontario Kansas (316 Stores) 
PRODUCT (55 Stores) (58 Stores) | (54 Stores) | (73 Stores) | (76 Stores) . 
No.| % No.| % No. % No. % No.| ~% No| % 
Dios Ribbon Mayonnaise... oo... cc cceccccsscvcess 28 | 51.0 + 6.9 | 25} 46.3 |.39| 53.4 | 23 | 30.3 |119} 37.6 
ED in i a Vane és ax eink RKO ROE 53 | 96.3 | 56] 96.6 | 52| 96.3 | 69} 94.5 | 72] 94.7 |302} 95.6 
Borden’s Milk (Eagle Brand)...................05. 44/} 80.0 | 51] 87.9 | 47 | 87.0 | 69| 94.5 | 68} 89.5 |279| 88.3 
Peril MUNIN es 0d is 05% 5.) wee ao eee wow sO 0 0 0 0 0 0 13 | 17.8 0 0 13 4.1 
Bifee RMD DIE MOIRGEES ong oo ciciwidese horn en wee eclee oxen ea Ut eenirs | Oe re ee| Meirnvennee: Pane] ose Mee, 19} 25.0 | 19 = 
SUNN M 5 erred ener hers) SiG fies wr ake Ie eee wal ae 34 | 62.0 | 41 70.7 18 KS BK 9 12.3 | 261 34.2 - 1128 40.5 
Ce I ig is ccc ccc cbuetusareunece AE) CET ee 58 | 100.0 | 40| 74.1 1 1.4 | 76| 100.0 |175 | 55.4 
NE er ee er eet e 54 | 98.0 58 | 100.0 54 | 100.0 73 | 100.0 | 68 89.5 |307 | 97.1 
CE IRs iin ectienckvcwsvensnnieces 44 |- 80.0--| 49 | 84.5 | 27| 50.0 | 21 | 28.8 | 44] 57.9 |185 | 58.5 
CORRES) 5 EE ere ere rete ic ramen pe re ery 30 54.5 21 36.2 9 16.7 38 52.1 15 19.7 {113 35.8 
Banners peter re i fid CO 5 aes Cee See Uo eeenen TR) Ce ee ey) Ae ee ORE] Clemens ae becaa toys 0 0 0 . 
Gar AMOI RENE 6.5565. dao etis tren Pade Seah tlawews we 55 | 100.0 54 | 93.1 47 87.0 62 84.9 | 61 80.3 |279 88.3 
OF EN Sa eM Ce eT Te iy om ee ere 49 89.0 58 | 100.0 | 44 81.5 63 86.3 63 82.9 |277 87.7 
| Tee eee Tee Tee Te LRT e Te eee 53 96.3 58 | 100.0 51 94.4 70} 95.9 51 67.1 |283 89.6 
Cet CON AINE oo cence ticccccdtnsencenn Mee pe ee, MEE omen Feeney) oe eee 21) 27.6 | 21 ™ 
initia UARNORS ore 5 ee ch oa ee wee aw enw ee 43 20 | 3 63.8 40 74.1 + SiS 18 23.7 |142 | 44.9 
GS IERTOE UE ER ooo nore 8 iw be edb nnre dha HRS SRR ER CA 55 | 100.0 Set 9 ca) 83.3 55 75.3 70 | 92.1 {279 88.3 
Giineiirs ade ws raion Bon eee 42 76.4 | 48 82.8 41 75.9 47 64.4 53 69.7 {231 tal 
De OnCe Rr TONNOIO? «acces oes en siadeseienssieuns 40 tp -af 24) 41.4 | 35 64.8 44} 60.3 44 57.9 |187 59.2 
SE NTE hence edn sacesenekedccdwwees 19 34.5 26 44.8 10 18.5 24} 32.9 0 0 79 29.0 
Dice a Pattee. = ic lek knee mecaccsctwasisuaes 16 29.0 Z 3.4 0 0 0 0 8 10.5 26 8.2 
Wines Canter ONE xcs ocx die kewarce wn oke toe hemes 8 14.5 21 36.2 25 46.3 0 0 20 | 26.3 74 | 23.4 
AEM Sata fk aie Sin oe Riots wea ko Hide Kean eee Weimer 39 71.0 | 41 70.7 30 55.6 21 28.8 49 64.5 |180 57.0 
BiuiGee Sale PCCM «aia 6 6 cde e hind scidvew cee mele cd 2 3.6 4 6.9 1 1.9 0 0 i 3.2 1% 11.4 
BA NORD EMOCUCR Ss. «okie coun mean Cine nonueeues 49 89.0 51 87.9 | 36 66.7 1 1.4 0 0 137 43.4 
AGINOEGN Anant A. Sas ie aol one a aee wan amwel cai ea Paticcat car Se Meee S| OCP Orr ee bere | SEC Eee 5 6.6 5 ’ 
BGdCiONE © URONOlO is is oss ss cade meaddeweslowqawaes 1 1.8 | 41 70.7 15 | 27.8 0 0 0 0 57 | 18.0 
; is i 2s Wn oe KA NaS oS Ae 55 | 100.0 58 | 100.0 52 96.3 73 | 100.0 | 34| 44.7 {272 86.1 
MICISCHIAINY AP WOROGS 2c - ai.§ +. cd's. ee nterowly e oreeeens 50} 91.0 | 58} 100.0 | 51] 94.4 | 66} 90.4 | 67} 88.2 {292} 92.4 
ee er er rere tes ene ey 30 | 54.5 8} 13.8 | 12] 22.2 | 15] 20.6 | 42] 55.3 |107 | 33.9 
4 RENG IG IV ELISEHOUES o-c1c. gyn ve bs sla rors ham eans Suede eat 33 60.0 57 98.3 Bad 81.5 30} 41.1 ib 98.7 |239 75.6 
E MAEALIR NORGE ei x at ern oat icc aa etal eee 55 | 100.0 57 98.3 41 a9 68 93.2 75 98.7 |296| 93.7 
: I is iy sit 'nc wg a hae ark uk eareee ae 45} 81.8 | 36] 62.1 | 41} 75.9 | 60} 82.2 | 43 | 56.6 |225} 71.2 
Eb | LS REDE eo ee Mme rw oe ee oe Cee tee: i 53 96.3 58 | 100.0 54 | 100.0 41 56.2 61 80.3 |267 84.5 
q UR Osa rerensrtcasersra eae oriceoe peice eee RES EEE 7 12.7 14 24.1 20 | 37.0 al See 3 3.9 73 pa 
ERS) 4 a ee nn ene Scie] mera Aes] SMe Redd Soh Ae | ered aac ty 7 9.2 i, ‘: 
i NN eo ies ae dle pas piven aauna eae 49 89.0 58 | 100.0 oa 87.0 0 0 50 65.8 |204 64.6 
P rer rer Terre TTT Nt) ee en errs a eRe ee ere 33 | 43.4 | 33 id 
# ite yd sa ig a iar cates aha ol ee 47 85.5 48 82.8 36 66.7 60} 82.2 58 76.3 |249 78 
IR Gis vevedehvaceadtevewnrwenatiawaew 43 78.0 51 87.9 36 66.7 68 93.2 | 46} 60.5 |244 Shue 
: La France Soap Powders. .............0cceececeees 48 | 87.2 | 57] 98.3 | 41 75.9 3 4.1 56} 73.7 |205| 64.9 
i OR errr eee 0 0 0 0 1 1.9 0 0 0 0 1 J 
4 ae 44/ 80.0 | 51| 87.9 | 31} 57.4 | 63} 86.3 | 35 | 46.0 |224{ 70.9 
NOM es aa rate agra ead 8 ig te kad wren Hore 54} 98.0 58 | 100.0 52 96.3 73 | 100.0 70 | 92.1 |307 97.1 
Maxwell House Coffee...............00ccceeceeees 18 Pe | 35 60.3 30 55.6 31 42.5 56 73.7 |170 53.8 
Mazola ara ence eae a atte rere Sein 3 Mis a ene Series Siem ane cipahG SN aA 46 83.6 | 45 77.6 | 41 75.9 37 50.7 45 59.2 (214 67.7 
ac pe ncgnle iy Geen) 53 96.3 56 96.6 44 81.5 17 y 5 74 97.4 |244 thea 
Monarch Brand Products...............00-0eeeeeee by | 6388 5 8.6 5 9.3 0 0 7 9.2 | 34] 10.8 
I tr Fo eres aati ie adie ae ween 53 | 96.3 | 46| 79.3 0 0 2 2.7 | 48 | 63.2 |149| 47.1 
CT Nie on ie APE ee ome 8 1 16 29.0 28 48.3 43 79.6 68 93.2 5 6.6 {160 50.6 
Od Trt Cheah coos nk ccc ccc eueevescueee 53 96.3 58 | 100.0 51 94.4 72 98.6 72 94.7 |306} 96.8 
Pabst-ett Rpacne rt oh tar ear araey ee eee a faa arat arn a anaes wine 46 83.6 | 42 72.4 | 29 S37 15 20.6 38 50.0 |170 53.8 
RU WMMNNG  fUcaedtecnae, ve bien eos Lane oegiad 55 | 100.0 58 | 100.0 53 98.1 72 98.6 71 93.4 |309 |} 97.8 
RD RNIN ist He a arn In yt: 52 | 94.5 56 | 96.6 37 68.5 66 90.4 58 76.3 |269 85.1 
so. nan RO TRCN MIST SEAR! (ve ene Pe re | Pere creer e Rer| Pere ee 73 96.1 73 = 
NN 056k ions as 42 76.4 9 ESc5 29 Se7 0 0 19 25.0 | 99 aes 
TUG TWIN, oo ssc wow ciiecvndvccnsusccendes 7 31.0 18 31.0 17 31.5 48 65.8 5 6.6 |105°| 33.2 
. Post Bran Flakes DER OR ROE CL OE CT eT 55 | 100.0 57 98.3 40 74.1 69 | 94.5 75 98.7 |296 | 93.7 
= I epoca: Sawreut-ans euveknestievcuuweacns 55 | 100.0 58 | 100.0 | 43 79.6 49 67.1 76 | 100.0 /281 88.9 
4 PO isin Boake eee Sa haetics Soa is axel 55 | 100.0 57 98.3 42 77.8 58 79.5 63 82.9 {275 87.0 
Quaker Breakfast Foods................00cccecee ee 55 | 100.0 56 | 96.6 48 88.9 73 | 100.0 73 96.1 |305 96.5 
&R I io a iicyig a cig ¢alu'n 4 Henin | 1.8 5 8.6 6} 11.1 0 0 0 12 3.8 
Ralston PIE MN WON ooo ccs ns eee scenes fe cenbe inex ens POP, ores ep. Ripe aise btaweeea 0 0 0 * 
Rumford ek Ee 45 81.8 55 94.8 39 Pec2 | 0 0 50} 65.8 |189 59.8 
re . > eR RRRRR SSRI ee 53 96.3 55 94.8 44 81.5 | 63 86.3 68 89.5 (263 89.6 


*Not checked in all cities. Total figures for the five cities are based upon the 78 products checked in the first city—Appleton. 
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The main business street of Appleton, a city of 20,000 population, 
where the first check-up was made. 


business on Keds, a line of rubber 
shoes—canvas and rubber shoes 
to be more exact. The average 
distribution for all shoe and shoe 
finding lines in all stores in all 
towns checked was approximately 
10 per cent, but Keds, because of 
wide advertising and aggressive 
sales and educational work, enjoy 
a distribution of 77 per cent. Ex- 
clusive dealerships are growing 
less and less common in the shoe 
feld, but Keds seem to be far 
ahead of the average shoe product 
in distribution. 


To the Victor the Spoils 


That shoe distribution is still 
dictated by the salesman in the 
territory and not the house is seen 
in the records of distribution of 
lines such as Selz, with a distri- 
bution of 42 per cent in Findlay, 
nothing in ‘Batavia, and 35 per 
cent in Appleton. A similar con- 
dition is found in the distribution 
of Educator shoes, with no dis- 
tribution in the seven exclusive 
shoe stores in Findlay, but with 
11 per cent in Batavia and 14 per 
cent in Appleton. 

To continue this detailed com- 
ment on distribution would be- 
come tedious as it would but 
repeat the observations thus far 
made. To sum up the facts 
gleaned from this study of dis- 
tribution, perhaps the only one of 
its kind thus far undertaken by 
any publisher, it only seems 
necessary to say that in almost 
every line one or two aggressive 
manufacturers have, through well 
planned and directed sales and 
advertising campaigns, violated 
all the ancient traditions of selling 
by spreading distribution far past 


conventional distribution limits. 

These manufacturers have 
blazed the way so that other man- 
ufacturers can develop their sales 
policies to the point where dis- 
tribution is the result of national 
conditions as known to the manu- 
facturer rather than the result of 
local conditions as they are 
thought to exist by the individual 
salesman whose viewpoint, honest 
and sincere though it may be, 
must of necessity be limited to 
his own narrow-and provincial 
outlook, based on his experience 
in one territory, as against the 
manufacturer’s experience in ter- 
ritories from Maine to California. 


Reaping What You Sow 


The facts of this investigation 
show that the manufacturer can 
obtain the sort of distribution he 
wants—the sort that he is willing 
to pay for. If he is content to do 
a little advertising, to make a per- 
functory gesture of studying 
dealer conditions, and to permit 
his salesmen to dictate a separate 
and oftentime convenient distri- 
bution policy for each district and 
territory, he must be content with 
a scattered, unwieldy, and hap- 
hazard distribution. 

If he is willing to lay out a 
national distribution policy, to 
study sales potentialities, to back 
up his national advertising with 
strong localized campaigns he can 
obtain an even and wide national 
distribution. The sort of distri- 
bution which is not dependent on 
one salesman, and which does not 
fall to pieces whenever it is neces- 
sary to change salesmen in a ter- 
ritory. 

Distribution is rapidly under- 


going a change such as we have 
experienced in manufacturing and 
production in the last two dec- 
ades. Once,: in manufacturing 
each workman turned out the 
type of product that suited his 
fancy. Patterns, sizes, shapes 
and designs were largely the re- 
sult of each individual workman’s 
ideas. In the manufacture of 
shoes there was a time when the 
individual shoemaker built the 
shoe from start to finish. But this 
method has long since given way 
to the mass production method. 

He cannot add an extra touch, 
or slight a given operation; nor 
can he do a little extra polishing 
here and there to suit his own in- 
dividual whim. He must work 
according to the pattern laid down 
by the factory superintendent. 
While the time may never come 
that selling and _ distribution 
methods are equally standardized, 
it is nevertheless: true that sales 
methods are no longer different 
in each territory, and no longer 
dependent wholly on the sales- 
man in the field. But in many 
cases the salesman in the territory 
makes the sales policy a matter 
of his own individual ideas to a 
large extent. 


Hand Picked Outlets 


If he thinks that a shoe store 
is the best outlet in one town and 
a department store the best out- 
let in another town it is up to him 
to put his line in these stores. But 
the more aggressive manufactur- 
ers are now undertaking the work 
of determining for themselves 
which type of stores is best, and 
how many of each type shall sell 
the line. 

The old time grocery specialty 
salesman sold his line to whoever 
he thought could do best with it; 
then came national advertising 
and more aggressive selling. The 
merchant who once had exclusive 
selling rights to a nationally ad- 
vertised line of coffee had to give 
up his exclusive sales privileges 
and see the lines put into all stores. 
This sales development is rapidly 
going over into other lines as na- 
tional advertising and better sales 
policies become more general. 

Aggressive manufacturers to- 
day are selecting their retail out- 
lets, rather than taking what 1s 
offered. That is the lesson we 
learn from this study of distribu- 
tion, that distribution is what the 
manufacturer makes it, that it can 
be as wide as he wants it if he 
will use the necessary tools. 
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we Comparative Chart for Distribution Figures in All Cities 
ind . 
on, GROCERY PRODUCTS— Continued 
ing ; : = 
the | Appleton, Findlay, Batavia, | Peterborough, Hutchinson.| TOTAL 
his Wisconsin Ohio N. Y. Ontario Kansas __| (316 Stores) 
Des PRODUCT (55 Stores) (58 Stores) (54Stores) | (73 Stores) | (76 Stores) | 
re- No| % |No| % |No| % |No| % |No| % |No| % 
n’s eintieptaae ——-— ———_——_|—— — ——e — ——__—_} — S Sten SEEN 
of Seal’ Brat Cone’ Of) CB. ccc. cs nn tence ee ae eee wes 3 5.4 2 3.4 7 13.0 28 38.4 22 28.9 62 19.6 
th Sieg eal el bn DMM MOINS 39.6 0 cs ness or seaiciwiwie ale @ minidne wnimeibe 541 98.0 | 58} 100.0 | 49} 90.7 73 | 100.0 | 76] 100.0 {310}; 98.1 
’ Gites b GNAter OUNCES. «ons. cc.0 vies nae ieee danaes 50; 91.0 | 18} 31.0 | 24| 44.4 | 20] 27.4 | 20] 26.3 |132] 41.8 
the i OSL ih eds ws gic ky ow eidnd CASRN ....| 22] 40.0 | 12] 20.7 8} 14.8 0 0 27| 35.5 | 69} 21.8 
his Be EW oc a gconcv oes ean snads coe: "") 43] 23.6 | 20] 34.5 | 2] 3.8 |42| 57.5 | 23] 30.3 |100| 31.7 
oe ae ent 30 | 54.5 |26| 44.8 117] 31.5-| of 0 | 33] 43.4 |106] 33.5 
od Sonkist Oranges Of Lemons... .. <2. .6 sees ceece ss 53 96.3 55 94.8 50 92.6 72 98.6 73 96.1 {303 95.9 
ch, eM oe os ss aie Suc kne dn ames nave ee’ 0 0 |15| 25.9 | 8] 148 | 0 0 | 50| 65.8 | 73) 23.1 
nor Gwan's DOWN CARE BOUL. 65 iota di ok sek wos eeu ns 531 96:3 57 | 98.3 34} 63.0 | 42 S75 69 | 90.8 |255 80.7 
ing TA ON aging: dia Gicte Moee Saha iii el chorea oe ware eee 39 71.0 45 77.6 21 38.9 11 15.1 49 64.5 {165 52.2 
in- $ — Thompson’s Malted Milk....................02006. 22} 400 | 18} 31.0 | 0 0 0 0 | 26] 34.2 | 66} 20.9 
ork DONG HemMMMENROIE, 5 o/s Goes eve Oheeiaaiewmeny 53 | 96.3 57 | 98.3 | 40] 74.1 0 0 56 | 73.7 |206| 65.2 
wn Pinder wood mreviied SAI... c. lacccnwecdansedemese 9 16.4 13 22.4 4 7.4 2 27 19 25.0 | 47 14.9 
) Beri chs RRR gr se 9, cats: pe accra wore An ees | 3425 Ze), SES bie 70.4 2 2. 12a] See WOT 32.9 
nt. Re RN 6 Sickine screw nagivm varacon arias 33 | 60.0 | 13| 22.4 | 16} 29.6 | 27] 37.0 | 27] 35.5 |116| 36.7 
me i 
ee Tr eT errs 31! 56.3 127! 46.5 131! 574 | o| o 1421 55.3 |t31] 41.5 
ed, ; 
ms DRY GOODS PRODUCTS 
ent = es =: aS —= 
yer Appleton, Findlay, Batavia, | Peterborough,} Hutchinson, TOTAL 
es- Wisconsin Ohio N. ¥. Ontario Kansas (25 Stores) 
ny ; PRODUCT (5 Stores) (4 Stores) (3 Stores) (5 Stores) (8 Stores) 
wd No| % No; % No| % No. % No. % Na| % 
er ; a =a ee ee 
ya ne ee eer eee rere ee Sreoeee Ser ARR Spese Te ere ee eee ot Se ee i re 
Belding Heminway, Threads, Fabrics............... 2| 40.0 1] 25.0 3 | 100.0 3} 60.0 a1 S625: | 821 SEG 
One NE ROWNOIS igo ha Unc wae seen mnie ee eRea ed 3 | 60.0 0 0 2| 66.7 0 0 0 0 5} 20.0 
CanOts POM saci csc vas ae cee Eo Nel aa Teas 4} 80.0 3} 75.0 3 | 100.0 3} 60.0 5] 62.5 | 18] 72.0 
Caali's Woven: Names. 2 ek do ke ena Sew eens eae 3 | 60.0 1 25.0 1 aes 2; 40.0 1 eS 8} 32.0 
We Tiina een OM ccs << coe ced cap scan neve es 2| 4.0 | 1| 220/00] o | of o | 1] 12.5 | 4] 16.0 
n | Coltnn hice Wau dis scree nica seas 2{| 40.0 a) ie 0 0 0 0 1 12.5 6| 24.0 
ut- : Corticellr Piwends OF Guns... occ ccc weeavees 3 | 60.0 2 50.0 1 BRS. 5 | 100.0 6} 75.0 17 | 68.0 
im Wer Pie FROGS, Oe VOR o.oo a5 once oy dn mara lteracw a 3 | 60.0 2{| 50.0 3 | 100.0 4] 80.0 J+. ares PS CGR 
ut Dolly Madison Bedspreads....... 2.0... 02sec eens 1 | 20.0 bE} 25.0 bP ko 0 0 1 12.5 4| 160 
ur- Emmerich Pillows. ......... 00.0. 00c0ceeceeeeeeees 3} 6.0 | 2] 500 | of o | o| oO | 2] 25.0 | 7] 28.0 
rk Everfast Weadle Rabies. occ bocce cresva ce ees dee ewears 1] 20.0 2} 50.0 2] 66.7 0 0 ab sees 8 | 32.0 
"es : Bimiec nena Mamie 2. fcc e'nG,s.05 oh ak Geen eee eRe RS 4] 80.0 1} 25.0 2| 66.7 0 0 3] 37.5 | 10} 40.0 
| d j BRCRORV IE TOUMORS ot 2g. Sst le xed wh vie ws uke eles wales 3 60.0 4} 100.0 3 | 100.0 3 | 60.0 5 62.5 18 72.0 
oll Nelle ELOMENG UENO Ec /a-<. ceva cae e wae ned noma oles 1 20.0 0 0 0 0 3 60.0 1 "2:5 5} 20.0 
e€ 
m4. Foupeks, Oe Bows Moneieets.... . 2... eae acneess 1} 20.0 hi 250 Et SS 0 0 0 0 31 12.0 
Ity Da 5 5S 50 dary v's ee 9 ee 2| 40.0 3 75.0 3 | 100.0 3 | 60.0 6} 75.0 | 17 | 68.0 
’ Reanock: Suntant- BaD ccc cs crus idles cet nedeas ueuen 0 0 Le 2526 2] 66.7 0 0 1 42:5 4/ 16.0 
er NN Se re 2; 40.0 3 75.0 3 | 100.0 1 20.0 6] 75.0 15 60.0 
nm: Pe IN 5 osioe Sas oo tes ands cacdteenleeand ae eee ii aes Ses Se Ss eee 0 0 2} 25.0 © Bibione 
“ Pequot Sheets & Pillow Cases..................005. 4] 80.0 4 | 100.0 3 | 100.0 0 0 4} 50.0 | 15} 60.0 
ne ED SO SR rer ere ee UVES ae ee a Pee 0 0 3] 37.5 wi 
ve Schwarzenbach & Huber, Darbrook Silks............ 2{ 40.0 0 0 Lt Sea 0 0 2.4 25:6 S| 20.0 
id- mormon Lae Ch CPM, isin ene ececncuas 3 | 60.0 2} 50.0 1 33.3 1 20.0 4; 50.0 | 11 44.0 
ve WO, SN TD oc bi vin vere neees ee eee 4| 80.0 2} 50.0 3 | 100.0 0 0 2{ 25.0 | 11 | 44.0 
eS th CR Sinaia arknd kale dewae werees 2| 40.0 1} 25.0 0 0 0 0 ? a 4| 16.0 
es. tk. ||U!UCU ee ee ee 0 0 1 25.0 1 BS ES 0 0 1 F225 3 12.0 
lly 
la- DRUG PRODUCTS 
les . 
Appleton, Findlay, Batavia, | Peterborough, Hutchinson,| TOTAL 
1O- Wisconsin Ohio N. Y. Ontario Kansas (55 Stores) 
it- PRODUCT (10 Stores) (9 Stores) (7 Stores) | (16 Stores) | (13 Stores) 
is No| % |Nol % |Nol % |Nol % |Nol % |Nol % 
we — 
u- Re aT a CURE oe ne oes e 5 50 6| 66.7 5 71.4 7 | 43.8 11 84.6 | 34] 61.8 
wa SER CUR a ee sre AL CEST 9} 90 9 | 100.0 7 | 100.0 OS) aes 7 Be 13 | 100.0 | 44) 80.0 
Belle Mode Shoe Cleaner. ..............ceceececees 0 0 0 0 0 0 0 0 1 ‘7 1 1.8 
an Blue 1 EOC LO er eer erry eee 10 | 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 | 55 | 100.0 
he REET OLS EIR, Lee oe 9 90 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 


*Not checked in all cities. 
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Comparative Chart tor Distribution Figures in All Cities 
DRUG PRODUCTS— Continued 
Appleton, Findlay, Batavia, |Peterborough,| Hutchinson, TOTAL 
Wisconsin Ohio N. Y. Ontario Kansas (55 Stores) 
PRODUCT (10 Stores) | (9 Stores) (7 Stores) (16 Stores) (13 Stores) 

No. % No; % No. % No. % No. % No| % 

MORNE Are i cite et tit Nat deste h canal eterno ee os me | ee eee 2 Ee Core (tars | em are eee Onl 69.2 i * 

IN yo nid sa Korea hobs ep ease teed Saree cecebeoe wea ee Serre ve Seer eee 7} 53.8 ¥ ° 
MN ee hi ahaa eee eae ere Ran Rewer ees 0 0 4| 44.4 1| 14.3 0 0 0 0 5 9.1 
Cinderella Shoe Wressings........66.6 65 os oc eee eee 0 0 0 0 1 14.3 0 0 S| 6125 9} 16.4 
EMRE el ecco cerns wha leit atek ted aaa eee eee 10 100 9 | 100.0 TYADDO 16 | 100.0 13 | 100.0 55 | 100.0 
COSTE UAE) ene eer 3 30 S|) 25505 1 14.3 0 0 S| Be.S | Pe) 25.5 
CO Re Rs ee ee ee ae OTe mE eh SONY 10 100 9 | 100.0 E000 16 | 100.0 13 | 100.0 55 | 100.0 
ND Sc sae aE icc oie. AS ateere A 8 80 8 88.8 6 85.7 7 43.8 10; 76.9 39 70.9 
Dis Wears Woot GBMNShES: ... cea ead uase aces 10 100 9 | 100.0 7 | 100.0 |-16.| 100.0 | 13 |:100;0 | 55 | 100.0 
PCI ooo ies Se nv ans asda sevadd Wetinwe 0 0 41 44.4 5| 71.4 0 0 7| 53.8 | 16] 29.1 
NN. oc. 5 sisas vik 2 Foc ag nwa nee wee es 0 0 0 0 0 0 0 0 0 0 0 0 

BERNINI 55 e ces cea A Meth SA waka Soh OS EMER Patel nies Sore De in een MA eee eee oe cl eee S| 23a . i. 
Eaton, Crane & Pike Stationery.................... 7 70 8 | 88.8 7 | 100.0 0 0 7} 332 (2D) 82.7 
Elizabeth Arden Cosmetics..................000005 0 0 0 0 1 14.3 1 6.3 0 0 2 3.6 
NR Sie dc iahuihehaxwink boeaiaeecdd tadebee 10 100 9 | 100.0 7} 100.0 | 10} 62.5 | 13] 100.0 | 49} 89.1 
Ever-Ready Blades & Razors...................4.. 10 100 9 | 100.0 7 | 100.0 | 154. 93.8 13 | 100.0 | 54 | 98.2 

Exceptional Fountain Pens....................000: Yee Poe eee Tore ey Serre: a eee rer 0 0 d . 
BN 56 Nin ghee 2.4 kiki dtwe pies nis delaesalarda gunebwrd Mend eee 10 100 9 | 100.0 7 | 100.0 12 75.0 13 | 100.0 51 92.7 
ON FS Bc acai is esors opin a ers Hieie SrA a gwrk Qin ec sl wraas eae 9 90 9 | 100.0 7 | 100.0 tls 93:8 10°) 76.9 51 92.7 
Forhan’s Tooth Paste. ................0 0.0.00 cee 10 100 9} 100.0 7 | 100.0 | 16 | 100.0 | 13 | 100.0 | 55 | 100.0 
Gainsborough Powder Puffs........................ 8 80 ae ee 71 100.0 | 13} 81.2 | 13] 100.0 | 48] 87.3 
Glover’s Comb. Scalp Treatment................... 3 30 4) 44.4 7 | 100.0 2} 12.5 | 11] 84.6 | 27] 49.1 
‘Glover’s Dog Medicine.....................002005- 7 70 9 | 100.0 71} 100.0 | 12| 75.0 | 11] 84.6 | 46} 83.6 
Helena Rubenstein Cosmetics................0..00- 0 0 2 | 22.2 1 14.3 0 0 1 het 4 vies. 
Houbigant Cosmetics.............0. 0.000 cece eeeee 8 80 Zt Fae 6] 85.7 | 10] 62.5 5| 38.5 | 36] 65.5 
Ipane Tooth Paste. ..... 0.2.0.0. cccceccsceseuvees 10 100 9 | 100.0 7 | 100.0 | 16 | 100.0 | 13 | 100.0 | 55 | 100.0 
NN ois ck heh nae ch ds wk sep Hine RER 10 100 9 | 100.0 7 | 100.0 | 16} 100.0 | 13 | 100.0 | 55 | 100.0 
Johnston’s Chocolates.................0ccceeeecees 3 30 bt 35.2 1| 14.3 0 0 5|{ 38.5 | 10; 18.2 
J & J Red Cross Products. ...............00..0.000. 10 100 9 | 100.0 7 | 100.0 | 16 | 100.0 | 13 | 100.0 | 55 | 100.0 
eee Teeter, 10 100 8 | 88.8 71 100.0 | 12] 75.0 | 12] 92.3 | 49} 89.1 

PRN s Scdhens. dis. ahi he asa we Areae. hale ay: wate WEAR bg SER Se hates 7 ddd. 6 85.7 9 56.2 13 | 100.0 i , 
PERRIS 52 oct scrcadis idicl A Re OWA Gente w Srsra WR SER 10 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
La France Soap Products..................0000000- 3 30 ot 23.3 1| 14.3 0 0 0 0 7 | 12.7 
RIN 5. isbs0. did ar 6 densererhend Aeon b,.4res D see deh OE 8 80 8 88.8 4 |° 40020 13 81.2 13 | 100.0 | 49 89.1 
MSUETINGs 5 c5uc5 haces aetna os seer ade ces nantabdunge 10 100 9 | 100.0 7 | 100.0 16 | 100:0 13 | 100.0 55 } 100.0 
NI OM nt init save Gah gil Sh Sein hs BGO Kita Ssraheiaale SRST a PS 7 70 8 88.8 6 85.7 6 3725 13 | 100.0 | 40 72.7 
BO ol gst Sas Sites anes d\ 8 RL Sh ee linn 2G 3 BC oS ES RE 10 100 8 88.8 7 | 100.0 16 | 100.0 13 | 100.0 54} 98.2 

ON er enn nmr, Seer rere BR Corea” ereen (ore Aalcon ace paral toni eanily eee 12 |) 92.3 55 . 
Melba Products. .......... 00.00. ccc cece eee eeeeae 7 70 9 | 100.0 S) Fie 1 AS 9358 19 |) O23 }aet B75 
Mello Glo Face Powder... 2.0 .0.00.00.000.0 00.0.0 c eee 5 50 8 88.8 7 | 100.0 0 0 9 69.2 29 S27 
Mennen’s Powders..................0.0-0.ce0scneee 10 100 9 | 100.0 7 | 100.0 | 16} 100.0 | 13} 100.0 | 55 | 100.0 
Mentholatum............... 0.00 cece ecu ceceeecee 10 100 9 | 100.0 7 | 100.0 | 16 | 100.0 13 | 100.0 | 55 | 100.0 
NIONtAR’S SLATIONETY ...6.5 6 6 cca an ceed eaeavesawars 2 20 0 0 1 14.3 0 0 0 0 3 5.3 
Mulsified Cocoanut Oil Shampoo. .................. 10 100 9 | 100.0 7 | 100.0 | 16 | 100.0 | 13 | 100.0 | 55 | 100.0 
PONTE ne 88 srl 6 gine. 40 SION WR EAs he oe een hain 10 100 9 | 100.0 7} 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
DARING 5 oes cs ccc acca ons cece ned wae va ceewe wales 10 100 9 | 100.0 7 | 100.0 | 16} 100.0 | 13 | 100.0 | 55 | 100.0 
Di tidsk civdso Kwik hog weced o8evawehoeKa bb ataeeee 10 100 9} 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
yi prise ckdn end od cue ane oi.ds. ateheees 10 100 | 9] 100.0 | 7] 100.0 | 16 | 100.0 | 13 | 100.0 | 55 | 100.0 
Orphos Tooth Paste.................0..000 ccc eee 3 30 Z 22.2 7 | 100.0 0 0 A) 15.4 14| 25.5 
QRINE io ies eco or ce snd we naaced cach savaad Se 10 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
RMS MOAN i585. 5i5. wins hava Web 4 banana a en dradden Ble PRR 0 0 5 555 + Cy | 1 653 q 53.8 17 1 309 
PACKETS SNAMDOO! oo. 6. os eee cc es glweuesadasiewas 10 100 9 |} 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 

Packers: Dan SOaDs. <. cw. e ce ee ee ences enees Rail ceaneae Bisieicll Saeed nee illecs Ba eee eee syste lltgney ahatote de 13 | 100.0 " . 
Palmolive Shaving Cream.....................00. 10 100 9 | 100.0 7| 100.0 | 15] 93.8 | 13 | 100.0 | 54] 98.2 
PRSKCE CNG oso essa eee es bane eas ann ewan aieen Z 20 S| oo5 7 | 100.0 9] 56.2 | 10] 76.9 | 33} 60.0 
PRT og ncesons Lay otleprailslaiss'a iRomeimantive OS Oigtoutn Se ee RENE 10 100 9 | 100.0 7; 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
ONE C TS eee m 10 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
Phillips Milk of Magnesia... ..............0...0.0.. 9 90 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 54} 98.2 
Pinaud’s Eau de Quinine...............0...0...... 4 70 8 88.8 7 | 100.0 13 Si. 2 13 | 100.0 48 87.3 
Planters Peanuts: ......00 cc cca ccanssvesseneees 2 20 3 33.3 2) 28.6 14 87.5 6| 46.2 DF | 49.1 
Pompeian Massage Cream....................0005- 10 100 9 | 100.0 7| 100.0 | 16] 100.0 | 13 | 100.0 | 55 | 100.0 
UM a MA NIN 56855 0 So Sesice. cna vlna Ww Gers 4S lesa e ie 9 90 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 54] 98.2 
PrHNORSS BOC MSOBIIOUIOS 5. sss sc SoS ek ia a wede swt on 9 90 8 | 88.8 61) 8527 | 14: ).87 55 13 | 100.0 | 50} 90.9 
Pro-phy-lac-tic Tooth Brushes...................... 10 100 9 | 100.0 7| 100.0 | 16} 100.0 | 13] 100.0 | 55 | 100.0 
RR ees 10 100 | 91100.0 |! 6! 85.7 114! 87.5 11311000 | 52! 94.5 


gem pet beet eet et a ee ee pe a a ee ee ane 
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Comparative Chart for Distribution Figures in All Cities 
DRUG PRODUCTS— Continued 

7 Appleton, Findlay, Batavia, |Peterborough,| Hutchinson, | TOTAL 

=) Wisconsin Ohio ee Ontario Kansas (55 Stores) 
PRODUCT (10 Stores) | (9 Stores) (7 Stores) (16 Stores) (13 Stores) 

. Ff No.| % |Nol % |No| % |Nol % |No| % |No| % 
- Reith MMMM ui. cs. ca ve cunvavaceearsaneres 3| 30 2} 2.2 | 3] 42.9] 1] 63 | 7] 53.8 116] 29.1 
. OEE ee er ere ee eee eee 1 10 2 pp Ag 0 0 ) 0 5 38.5 8 14.5 
ak q We eeiHiCH SOUR 5066s esis. of tae ees eae eae bain eos 10 | 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
4 Meas as a ics tne rs DO RA ee Pe 10 | 100 9} 100.0 6 85.7 14 87.5 13 | 100.0 52 94.5 

0 COALS OS Sen ve gee Rage mere mene enn  e 10 | 100 7 Feet 7 | 100.0 15 93.8 13 |} 100.0 52 94.5 

a : Gian OMEN. © aiechie clase ac Coie ones qlee Sees 2 20 Z z2:2 1 14.3 0 0 8 61.5 13 23.6 

0 Se PE FOI vos a eo dine nse ov ceweveneen | 10 0 0 2| 28.6 0 0 9| 69.2 12] 21.8 

9 ek a Re ee eee ce 10 | 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 55 | 100.0 
RY) ret WERE farce Sa Steir dleare UR TaN Oe ease ee 10 | 100 9 | 100.0 7 | 100.0 14 87.5 13 | 100.0 53 96.4 

l ee | eer er errr er rere re 1 10 3 KS es 3 42.9 0 0 4 30.8 11 20.0 

0 IK. 586 5. cs SAW das ho 20 ROI 5 50 6 66.7 5 71.4 + 25.0 9 69.2 29 PP 
” SS OT OU ee 8 | 80 8 | 88.8 6| 85.7 9) 0 12) S23  PS4) GE 
iy j Sint Oe. cose Ie Esteli a O oe eel Ras eee er 10 | 100 9 | 100.0 7 | 100.0 10 | 62.5 13 |} 100.0 | 49 89.1 

¢ Thempeon 6 Daarted DEE... .. .. 6. eee nee 8 80 7 heee 8 42.9 0 0 5 38.5 23 41.8 

TO Wale PERM EORAN ss o.ckccc oy cu kiewsskenceebunes 6| 60 8 | 88.8 7 | 100.0 0 0 12 | 92.3 3} 60.0 
he NIRS nic is a so od woe 410 49 OSA NR RRR RD 10 | 100 9 | 100.0 7 | 100.0 14 87.5 13 | 100.0 53 96.4 

. | eee ee 10| 100 | 9 | 100.0 7| 100.0 | 16} 100.0 | 13 | 100.0 | 55 | 100.0 
& NI 6 5. oe ss sitar nes ok ORR R RAE eR ee Si Sa.8 2| 28.6 9| 56.2 | 11 | 84.6 | 29] 52.7 
ey 4 \ COSTES SS ae ree Ore ete rar a 30 + 44.4 + 57.1 12 75.0 2 15.4 25 45.5 
).0 3 WCRI IEEE GION occ d oes. wb scie nie das Rigs wal ae me 10 | 100 9 | 100.0 7 | 100.0 16 | 100.0 13 | 100.0 | 55 | 100.0 
3 . 16) \ CRETE EER EE Te ice 10 ' 100 9 ' 100.0 7 ' 100.0 15 93.8 12 | 100.0 | 54! 98.2 
) 1 
¥" HARDWARE PRODUCTS 
ie 
).0 ' Appleton, Findlay, Batavia, | Peterborough,| Hutchinson, | TOTAL 
).0 q Wisconsin Ohio N. Y. Ontario Kansas (25 Stores) 
3.2 ; PRODUCT (8 Stores) (4 Stores) (5 Stores) (5 Stores) (3 Stores) | 
.0 —- ——— 
1 | No| % |No| % |Nol % |No| % |Nol % | No, % 

* f= Ace Knife Sharpener................000ceeeeeeeees 2} 25.0 | 1} 25.0 | 2} 400 | Oo} O | 2] 66.7 | 7] 28.0 
0.0 ; Te MAD EN Rete MC pa ges a o's 9.5 WS, dros eal Ra 4| 50.0 0 0 2} 40.0 0 0 2} 66.7 8 | 32.0 
Lea E Armstrong: S EIMOleUMNG «6. sec. cen a new sen ee come 0 0 0 0 1 | 20.0 0 0 0 0 1 4.0 
9.1 ‘ PEMINSIS AMES ase oO cinch lg ooh ont a cla: Mint Sa Seo 5 62.5 3 75.0 4{} 80.0 1 20 2 66.7 15 60.0 
).0 a oe Eo a ar me nee amine ern Reach ee re SE. SRS 1 25.0 0 0 rE} 2 3 | 100.0 8 | 32.0 
‘3 i devs ensnwewnediciaiens 0} 0 0| 0 0| 0 o| o | o| o 0| 0 
8.2 ¥ SE NE IG, ee eked veccenneeecses 61 75.0 2{| 50.0 4| 80.0 0 0 | O 0 12] 48.0 

bi 4 BOb-a-laWil AWRIROWEE. «5 6 <u 56 ieee koe aces eien ee 0 0 1} 25.0 0 0 0 0 | O 0 1 4.0 
12 4 SE DI eb ni dvs eecrceweresvnn tes 0 0 0 0 1 | 20.0 0 0 0 0 l 4.0 
21 4 io Wie ite NW alt Adie bisa Sw eau anon 5) 6225 St 7520 1 20.0 2| 40 3 | 100.0 | 14} 56.0 
0.0 : Browne & Sharpe Hair Clippers.................... Pe eee ee ee eee 0 0 0 0 3 | 100.0 * | ? 
0.0 : Burgess: Norton Platchets:.... 5 ccc cee cee eee oes 0 0 0 0 0 0 0 0 0 0 0 0 
5.5 ; REDE er ee errr cree Strerre: ye Perey: ssa ideta reves ae Se reree 2] 66.7 ' - 
0.0 : ooo, iru nw kc al. MAIER 19 Gn oe al Pel ea ee 1 | 20.0 2} 40 3| 100.0 | * ° 
0.0 ; I oo vi.d'as xn sad iis dxawaaenoeaes zi Gs 0 0 2} 40.0 0 0 2| 66.7 | 6| 24.0 
0.0 5. | da aos ye cls wip ave eka 6| 75.0 | 4} 100.0 | 4] 80.0 | 1} 20 3| 100.0 | 18| 72.0 
10.0 : NS i. in at oy x bes KEMBLA ERO 8 | 100.0 4 | 100.0 4{/ 80.0 3 | 60 3 | 100.0 22} 88.0 
10.0 ] oe o> Nea pra a a wal ginln doe be eae 6d 0 0 0 0 0 0 0 0 0 0 | O 0 
5.3 Be Serer rrr rent rire ree) et eo ae 0 0 0 0 0 0 | 0 0 
0.0 Note etc vad dua ooo aun ales 8 | 100.0 4 | 100.0 5 |} 100.0 4| 80 3 | 100.0 | 24} 96.0 
30.9 a ential sant Ns gel Ser alc Cuts Pa 1 2.5 1 25.0 1 20.0 0 0 2) Gt | & 20.0 
)0.0 ON EEA TEE APO OCS 1 32.5 1 25.0 0 0 1 20 0 0 | 3 12.0 

Durham Duplex Safety Razor...................... 8 | 100.0 4 | 100.0 4| 80.0 2} 40 3} 100.0 | 21] 84.0 
8.2 f =: Dutch Boy White Lead.................0.0. 00000 8/| 100.0 | 4/1000 | 4} 800 | 0| 0O 1) we 1 68.0 
0.0 [Easy Set China Robe Hook........................ ol 0 0| 0 1} 20.0 | 0| 0 o| o | 1] 40 

a | 
00.0 |  Ever-Ready Blades and Razors................... | 8} 100.0 | 4] 100.0 5 | 100.0 5|100 | 3} 100.0 | 25} 100.0 
00.0 Eveready I a iiik yk cost ene nee eee saa 6) 75:0 4} 100.0 3 | 60.0 2; 40 | 3} 100.0 | 18| 72.0 
98.2 to, a cracks in pata nlecahewcn ae o/i 7| 87.5 0| 0 0; O 0| O 1} 33.3 | 8] 32.0 
87.3 Fulton Line of Hardware.............0..00.0 0000. 0 0 0 0 1 | 20.0 ) 0 0; O | 1 4.0 
49.1 |  Galvanoid Screen Cloth..............0.0000 000005. Tegan hssd  sednank ake tecsen enn Tae Cae 3| 100.0 | * * 
00.0 nee ae) Cee eee Ose sre eee Soret tare | 0 0 | | ° 
98.2 Gillette Razors and Blades..................----+- 8 | 100.0 4; 100.0 | 4} 80.0 5 | 100 3 | 100.0 | 24| 96.0 
90.9 i RRR care, MAerke Sane) Urey | Pape, ere creme eneere 14 Sa . ° 
00.0 Giowold AMMMNANNE, 6 cic oo cise cn sc eveccedens 4| 50.0 2} 50.0 | 2] 40.0 0 0 ii 323 9| 36.0 
94.5 Hartshorn Shade Rollers............... 0.00. 0-2 o!' o !o! o ‘0! 0 0! 0 Le SU ee 


*Not checked in all cities. 
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HARDWARE PRODUCTS— Continued 


Appleton, Findlay, Batavia, |Peterborough,} Hutchinson, | ‘TOT 4] 

Wisconsin Ohio Sf Ontario Kansas (25 Stores) 

PRODUCT (8 Stores) (4 Stores) (5 Stores) (5 Stores) (3 Stores) P 

No. % No % No. % No| % No % No| % 
ETE OE TRO TEN 4| 50.0 3} 75.0 4| 80.0 2| 40 1} 33.3 | 14] 56.0 
Pay RUE ON oh nia Sh dts nate aes 0 0 0 0 0 0 0 0 2 66.7 2 8.0 
UO © PE POOR eos sn tees esp deenseasnrs 8 | 100.0 si 28 5 | 100.0 5 | 100 2) @.7 723} 920 
Fommegn Dutbonrd MHOI 6. ose esc ceseves ,} 2:3 li BA 0 0 0 0 1} 2.3 oi 128 

WEN RM RNNEN ie as soos ors edna arse Wagiswk Rae OE 0 0 0 0 0 0 0) 0 0 0 0 0 
Keen Kutter Cutlery and Tools.................... 4} 50.0 8.) aes 2| 40.0 0 0 3 | 100:0 | :12.| 48.6 

Kester Distal IMCRAETS: 5 asics wa baorecseids os caddies PRON sc na BANC. a | ac eee ane 0 0 4] 80 1 eS ss * 
Leonard Refrigerators.................0c0.ecu econ 1 [2.5 2] 50.0 1 20.0 0 0 0 0 4] 16.0 

DMA rN TIBOR G5 oobi g aa dos rd d's gs ow Sas Bs seo cae ee eee ae Fe ean nee Sc enearee 0 0 "5 * 
Lorain Stoves and Regulators...................... 4] 50.0 0 0) 2| 40.0 0 0 Z| 66.7 8 32.0 
ee Coo LS a ar a ne Beene 6 75.0 4 | 100.0 4 40.0 |.0 0 3 | 100.0 15 60.0 
Majestic Garbage Receivers....................... 1 1255 1}. “2520 2 |) ADE0 0 0  238a3 5 | 20.0 
McKinney Hardware... ............... cece eee eeee Si #3755 2| 5020 0 0 0 0 0 0 5] 20.0 

NESIPO MAIN 55 oc. ccs dos ode edn ads alee der 5 62.5 2 50.0 3 60.0 1 20 Z 66.7 13 32, 
DRS NS ccc cis c's SS Seas Senwae se ae ce mdaeet 1 1235 0 0 2 40.0 0 0 0 0 3 12.0 
PRI AE UNS cc din ow sss eed ona We oie RO 5 |) 62-5 0 0 1 20.0 0 0 1 33.3 Ti 280 
O-Cedar Mops and Polishes........................ 6| 75.0 3) 7520 5 | 100.0 5 | 100 3° | 10020 | 22 | 88.0 
Na BRU ANT sah 6s ene sais oeico ed so ered iw idee alge vee 5 62.5 2 50.0 0 0 0 0 3 | 100.0 10} 40.0 

NS RPE TTT aE ee Cre etal eet iaeeies on eee eee BAG reece ee ee ere l} 63.3 33 ” 
ey ec Oe a ere rr? Ti ios 2! 50.0 3| 60.0 4| 80 3 | 100.0 | 19 | 76.0 
Pratt @:duambert Varnish .......05.5 0.0. ..60..00 0006s 4| 50.0 1 25.20 3. | 26020 1 20 1 aa. 10 | 40.0 
Pyrene Fire Extinguisher.......................... Z| 25:0 0 0 2{ 40.0 0 0 3 | 100.0 7] 28.0 
PUPOMNSIBBSWATE. 5a ccc ic vce c seen dea wanes oa paw ver 7 | “8725 3) “7520 4] 80.0 2{ 40 3} 100.0 | 19 | 76.0 

Red Edge Screen Cloth.......................000.. eel aes hea OAL Scheer meee Ba (ee pec Prats WS enero 3 | 100.0 . 4 
Red Edge Shovels.............. 0.0 cece eee ee eee ee 1 125 1 2500) 0 1) 0 0 1 3373 3 12.0 
RIMMER i orien Aad orate Mans onal aa aa 6 15:0 1 25:0 5 | 100.0 3 60 3 | 100.0 18 72.0 
ee eee ere re 4 50.0 i 25.0 3 60.0 0 0 1 a3.3 9} 36.0 
Sarment Tard Ware... 5 ok cece ceases oaees 4 50.0 3 75:0 4 80.0 pi 40 3 | 300:0 16 | 64.0 
Schick Repeating Razor...................0000 cee 0 0 0 0 0 0 0 0 3 | 100.0 3°| 42.0 
SRBIEN VRICAIIZED «o.oo sis es snake eadanete needs sa 843755 0 0 ] 20.0 0 0 0 0 4| 16.0 
MO MANOS io oes in 0h fies wad ain ave le wie ec biettbnae’ al 6 7TS:0 1 25.0 0 0 ?) 40 3 | 100.0 12 | 48.0 
Standard Plumbing Fixtures.............0......... 0 0 0 0 4| 80.0 0 0 0 0 41 16.0 
tRREV SUED VAC. 6 on ese os ces oe dela ou we besos 0 0 1 25.0 0 0 0 0 1} 33.3 2 8.0 
Beta ENED CANIS si 5 5-506 Soisiorginiixis- duopeted uote ave w brs, «lade aed dee 8 | 100.0 4} 100.0 4 80.0 5} 100 3 | 100.0 24 | 96.0 

RUMI DS: sicesbiiis. oe aoadhecidpain stances stann donde bd ancl ha sede emshce oR GOIN SR | se eect ee a Orcs econ eae eT 0 0 . 
ee CC ee eee ae 8 | 100.0 4/1 100.0 5 | 100.0 5 | 100 3 | 100.0 25 | 100.0 

True Temper Hoes................0.0.0.00 000000: Fe RS: ok eee we 0 0 0 0 3 | 100.0 . , 
Twinplex Stroppers............................... 31 35 | et i} 2.0 | 0] 0 3| 100.0 | 7] 28.0 
Ulster Pocket Knives........................00.0. 0 0 0 0 1 20.0 0 0 0 0 1 4.0 
Universal Household Helps........................ | 4 50.0 2 50.0 2; 40.0 1 20 3 | 100.0 12 | 48.0 
Valet Ausostroen Masons. 0... nee ees ce scans 8 | 100.0 3| 75.0.) 3} @8 5 | 100 3 | 100.0 | 22} 88.0 
I ION iin bocce oes ivssiwieisasecensesrmer 5 62.5 iI 25.0 5 | 100.0 1 20 1 33.3 [3 | 52.0 
EFCC eT eT CTT 2 eSRO 0 0 LE | 20:0 0 0 3 | 100.0 6 | 24.0 
WERT WORE fei), -Seo-06,0.6.5.0 65 0is ew da ao owas 6 75.0 i 25:0 0 0 0 0 1 38.3 8 32.0 
Wear-ever Aluminum.......................00000. a) oe 1} 25.0 2} 40.0 0 0 i} we 7 | 28.0 
Wheeling Products (Pans, Cans)................... 4 50.0 0 0 1 20.0 0 0 3 | 100.0 S|} 32.9 
NN tcc seis bisixes. WAS Axel sake be 5:4, 3e ee 3 Ke 1 25.0 0 0 0 0 3 | 100.0 i 28.0 
MORNIN 605 2.5 0 Wicca io 8 5 ers Weare be: aibew aeaoohBa EB 5. | 462.5 2 | 3030 5 | 100.0 2] 40 2| 66.7 | 16} 64.0 
COS 7 87.5 4 | 100.0 4 80.0 4 80 3 | 100.0 22 88.0 
WORKES TOONS. oo. occ cc ee ee race sense cn veunad 6 15.0 4} 100.0 4 80.0 3 60 3 | 100.0 20 | 80.0 

SHOE PRODUCTS 

Appleton, Findlay, Batavia, |Peterborough,| Hutchinson, TOTAL 

Wisconsin Ohio % ¢ Ontario Kansas ora : 
PRODUCTI (14 Stores) (7 Stores) (9 Stores) (8 Stores) (16 Stores) | (54 Stores) 

| No.| % |Nol % |Nol % |Nol % |Nol % |Nol % 
UN SCC STS Se we 14.3 0 ) 2 pie Tap) 0 0 1 6.3 5 9.3 
Arch Preserver Shoes... 0.00.0... 00. cccececeeuees | 2] 14.3 1| 14.3 t) 44 ti Bs 1 6.3 6} 1.1 
RN Sg GW 5 Sacer sie Na ORDER aloe 1 7 1 14.3 0 0 0 0 ) 0 2 A, 
Panes See GN BO... «5. © hk ised be es enes 1 7.1 0 0 0 0 0 0 0 0 1 1.9 
Belle Mode Shoe Cleaner.................0. 00.0005 0} 0 0} O i] 24-1 8)-S i: ® 1] 1.9 


*Not checked in all cities, 
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Comparative Chart for Distribution Figures in All Cities 
SHOE PRODUCTS— Continued 
=4 —— —— | 
| Appleton, Findlay, | Batavia, Peterborough, | Hutchinson, TOTAL 
— | Wisconsin Ohio ; Fes Ontario Kansas (54 Stores) 
PRODUCT (14 Stores) (7 Stores) | (9 Stores) | (8 Stores) (16 Stores) 
No| % |Nol % |Nol % ‘|Nol % | No.| % |Nol % 
AOE RS: 1} 71 | 1] 143 | of 0 o] o | 1] 63] 3] 56 
ES Oe ee Pee ee reer res 0 0 0 0 0 0 0 0 | 0 0 0 0 
Cinderella Shoe Dressings... .................0000- 71 50.0 4) 57:1 3) 333 4} 50.0 | 5| 38:3 | 2) 4:6 
Cipetek OE 5 econ wk raves aceeens §| 35.7 3| 42.9 21 ta 0 0 | 4{ 25.0 | 14] 25.9 
Converst TUE DUD. occ cece sie Resenseseiens 6 42.9 5. 42.9 3 33.3 0 0 1 6.3 13 24.1 
Crosset Shoes......... Pee e eR reer e Teer Tene 1 een 1 14.3 3 BS BS 0 0 0 0 5 9.3 
Daniel Green Comfy Slipper....................24. 4} 28.6 2} 28:6 1 11.1 0 0 4} 25.0 | ll 20.4 
Sie, A. Weed RIOR SOE... in ccc cceeeeee 0 0 1 14.3 1 HES] 3 BT 1 6.3 6 11.1 
Byes SCHGIN Se AOE IANIOES Ss oe 54.5 ciersare aimed vaio pasmrstnioee Oe Se Stee] SMe Meel Mad Cee fee ca 8 | 100.0 bl es } ES soi) Se 
att SY iene AndA TE Are waanedees 1 7.1 1 14.3 1 11.1 0 0 1 6.3 4 7.4 
Bye ari OO as eo os ox roe eee nn eae es 0 0 0 0 0 0 0 0 2 42.5 2 K BY 
catenins sa tie ots es cen sretes eae oer 2 14.3 0 0 1 11.1 0 0 1 6.3 + 7.4 
Bice N CATT Mako eee ee sce Ce ae Mela heaps 1 FA 1 14.3 0 0 0 0 1 6.3 3 5.6 
ee SR IID nes eva dine nue e ad wae eueeede 0 0 0 0 1| 11.1 0 0 1 6.3 2 3.7 
Holeproof Hosiery........ re Pee ee ene ene 0 0 1 14.3 0 0 1 FS 0 0 2 avi 
ee A ee 0 0 0 0 0 0 0 0 1 6.3 1 1.9 
BEE PO navn van itenee ndsse enqan ads 0 0 0 0 0 0 0 0 l 6.3 1 1.9 
| Re OA Se rm ee er ee ree eas ey 9 64.3 | 7 | 100.0 6 66.7 0 0 8 50.0 30 55.6 
NWie@ aniitti ENNIO Ga 5 ot fn kis Panna oe mm avene cee ees 1 71 | 0 0 0 0 0 0 Zz 12.5 3 5.6 
MU ReHibt €)s reid Matos Werner ave aeace roe cease errant ey a 0 0 | 0 0 0 0 0 0 0 0 0 0 
ee ne re rare ere 0 0 0 0 | 0 0 0 0 Zz 12.5 y x oY, 
Cr Padevans Ter FHOGR 5 5 ovine cies cesenenns 2} 14.3 0 0 : 27 ta 0 0 0 0 3 5.6 
RM, 5 ous casinos 2akenbaereewganeeneed 0 oe |-3) te 1-3 0 0 0 3} 18.7 4 7.4 
OS SEE ee ae ame rer 0} O oe | eS 0} 0 0} 0 0} 0 
PROHbHGtRLOIGNMIR Dar oc 6 ck a coker cas da eee melee tara res 0 0 0 0 | 0 0 0 0 1 6.3 1 1.9 
NA nn ees ech pauline esas wedi 5| 35.7 | 3] 42.9 | o| oO 0} 0 1| 6.3 | 9] 16.7 
Silt OIMEDE NORE.  eacu ce haces aeenaeeec wae Ue: 0 0 | 1 14.3 | 1 BE 0 0 0 0 2 S73 
REIN A ea crea cits Ae el Rae a ee ae y 14.3 | 1 Mes | 3 HE 0 0 0 0 4 7.4 
Wilbur @oate canes. 5. os. cv ern ance eurenia’e bua eeu ake | 2 es} 2 | 73:6 1 -@ 0 0 0 4 63 14 3 
bovine oo Mad simenn? Se ee eee i) 0 Fe 0 0 ) i) ) | 0 0 | 0 0 
ELECTRICAL PRODUCTS 
Appleton, Findlay, Batavia, |Peterborough,| Hutchinson, | TOTAL 
Wisconsin Ohio ee Ontario Kansas (28 Stores) 
PRODUCT (4 Stores) (6 Stores) (5 Stores) (4 Stores) (9 Stores) 
|No| % |No| % |No| % |No| % |No| % No| % 
PN Soa os a ga eee EER Umeye Ka ae Bane 3 75.0 2 aod fs 40.0 2 50.0 1 11.1 10} 38.7 - 
IN 5 hd vhs ay oa crnlnse ship hapa eae veg 2 50.0 3} 50.0 3} 60.0 0 0 4| 44.4 | 12] 42.9 
PR ohn asia as Gai mewa wd ane-ae wet ote aA 0 0) 0 0 0 0 0 0 0 0 0} -0 
se eg re ee eee re te ere oeeets| See rat Pee Kowe Soe 3 xe : ~: 
Benjamin Electric Products................00000005 +} 75.0 4| 66.7 2] 40.0 3} 75.0 4} 44.4 | 16) 57.1 
ee eee 0 0 0 0 2} 40.0 1 25.0 0 0 3 10.7 
Er rr enn 4 | 100.0 4| 66.7 4| 80.0 1| 25.0 5| 55.6 | 18} 64.3 
OO RRS RE OEE OM, PT! MN Fe Pere Me EY Seiko 0 0 bs 2 
Te eR TTC Ee eee mere wae Sees 1 | 20.0 1 25.0 1 11.1 . ° 
| eR eer per er nneerre ANE Pe mee Fe ATs 5 | 100.0 1 25.0 5 55.6 ” . 
I iii os ek Se ks EG EWAN 0 0 1 16.7 0 0 1} 25.0 1 11.1 3} 10.7 
Eveready Flashlights, Batteries.................0.. 3| 75.0 | 6| 100.0 | 4} 800 | 0} O 4) 44.4 117] 60.7 
Gainaday VEC ee rare ae eee 0 0 0 0 0 0 0 ) 0 0 0 0 
General Electric Toasters..............00000-000eee 3-750 4| 66.7 1 20.0 2| 50.0 0 0 10} 35.7 
a gS a ners ee Carne Gwen Lemar ye FoR a ee 5| 55.6 ’ ° 
NN ND asin 5 insane donluaes aagee ss 0 0 0 0 ft) 0 1 | 25.0 .. ea 2 721 
Ce a er eee rrr: 3| 75.0 5} 83.3 3 | 60.0 3| 75.0 6| 66.7 | 20; 71.4 
Paulding SIG RM RN hr Sa hc ory tian taces iad san et akan fet pee Re Ree 1 20.0 0 0 0 0 + . 
PONE TIN io x os xs poe vs bale dv edonwnes 0 0 1 16.7 ) 0 0 0 | 11.1 2 7.1 
TI dion 65 ob Obed Cena OkND 0 0 0 0 0 0 0 0 0 0 tt) 0 
0 a eee een eee 3 75.0 1 16.7 + 80.0 0 0 3 zx EE ll 39.3 
SN eer eer Zi 50:0 1 16.7 0 0 0 0 24 22-2 St 22:9 
i ne 7, ad acu it ak orach Vin ee ey ee eee 0 0 . ~ 
Thor Washers & Ironers............0000.cceeceeee. 0 0 1| 16.7 1 | 20.0 0 0 1] 11.1 3| 10.7 
|. RE ENC: WE Seen Se RMT 4} 80.0 1} 25.0 4| 44.4 . . 


* Not checked in all cities. 
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Comparative Chart for Distribution Figures in All Cities 
JEWELRY PRODUCTS 
Appleton, Findlay, Batavia, | Peterborough,| Hutchinson, TOTAL 
Wisconsin Ohio N.Y. Ontario Kansas (34 Stores) 
PRODUCT (9 Stores) (7 Stores) (4 Stores) (5 Stores) (9 Stores) 
No. % No % No.| % No % No.) % No % 
INN 5. 5s 5 finn ba eee ow L4Ned aha Rowe” Pee eee er Mees Ween suse Lames ee Cree eee 0 0 ty i 4 
PRR Soc oocn. Sv prio BAM jo wi Gin-overs Teele eaten Boel sucha. Sed eal ee 2 50.0 0 0 1 1) Re | * Ey 
PATIBOTNG ROCKS oo. os oe ose oho ns B44 wae ee vewdon coat tllis Seneca Mele ha A oe 2 50.0 4| 80.0 I he | Ey 
Benrus Watches................. 0... cece ee neeeees 1 1G ia 1 14.3 ) 0) 0 0 1 th Sells So28 Ig 
IIIS 94.556. bane eRe ehs dees oe OTe CERREE © LENS eA DE OR Pe a 0 0 *|) * Ki 
| M 
Bulova Watches................. ccc ccc ceeecceees 2 22 2 3 42.9 l 25.0 0 0 2 Dap agp S| 93.5 
Community Plate. 6.6... ccc kee c clea waeews bs S|, 3353 6 85.7 1 25 QO 5 | 100.0 5 55.6 8 | 58.8 M 
CO: 2 (ee a 5 Meade Bre duas SheMet. See le ae Oh Ree tee 0 0 Dil 902 al ee M 
LE OO i. ere eee ree! Ses ls cccactens | ae 3 75.0 4 80.0 3 33.9 Poa se N 
Dueber Hampden Watches....................0.0. 5 55.6 6 85.7 3 75.0 0 0 4) 44.4 18 | 52.9 P: 
PI 
RUMMEVANGEGCNES) acs ccd sas ocx deen dsebealdaeaced 9 | 100.0 7 | 100.0 4 | 100.0 5. }-400.0 9 | 100.0 34 | 100.0 
Exceptional Fountain Pens........................ es eee | ees, eee tanks, a Moen: Beh, snr na 0 0 ah Sly: Sc 
PEO MOAUNETAS Neos a esses as bs ce dons canoes ada 0 0 0 0 0 0 0; O 0 0 0; O St 
MSHIDOPEMCIGCHS ... 5... cc ce nescence eeeennaeeds Ss eee cea sex eae baa 3 75.0 2 | 40.0 3 Ja3 * | . TI 
ee en Sel SOLS 2 |i 2826 ] 25:0 2; 40.0 2 B27. 10 | 29.4 U 
| | U 
Hamilton Watches............00..0. 00.00. c eee eae 9 | 100.0 6 85.7 4; 100.0 | 2} 40.0 9 | 100.0 30 | 88.2 
Hickok Buckles......... 0000000000 cceeeee cece ee. 1/ 11.1 | O| 0 o; 9 | 1) Bel ti wa) 3) 8s V 
Howard Watches....................00 0. eevee eee, eee eal ser Sic 3|} 75.0 | 0} O | 6 66.7 . * Te 
Ingersoll Watches.....................0000000000, Dy Tes 6| 85.7 4/100.0 | 4) 80.0 | 6| 66.7 | 27) 79.4 
International Sterling................000.0.00..00.. 5 55.6 4} 57.1 2 | 50.0 | 3 | 60.0 | 5 55.6 19 | 55.9 = 
| 
NNN Fo Wig aessn Sia eaic hw eS RRR IPRA 0 0 1 14.3 0 | 0 | O | 0 oO; @ I 2.9 
Kum-a-part Cuff Buttons......................... ee ee | nD: 4/1000 | 4} 80.0 8 | 88.9 . . 
Teer eT ere Terr ereT: Gane a -weeeTk nme. eee 4} 100.0 | 2) 40.0 5} 354 i , ” 
TEST TCT ere eee eeT Te ee ere ae” emery: soaks | |. 0| oO “| # 
PIES. i: 5 6.00 abe hed vide be tee adotnd cabice iba nneae sods sve as bxwedbens Bb daseuce |. a See i aA ” . 
| 
ee 7 | 77.8 +) Tks 2} 50.0 5160 | 61 66.7 125) 73.5 
Orange Blossom Wedding & Engagement Rings......}....}........]....}.....--. 2 50.0 4} 80.0 | 4] 44.4 =~ * 
i er eee reer re rT ee ere ee eererery | ee 5| @S |.71 7s ’ Ht 
Wm. Roger Silverplate.............000.0.0.000000... 5.| $5.6 2] 28.6 4| 100.0 | 4] 80.0 8 | 88.9 | 23) 67.6 = 
Seth Thomas Clocks..............00.0.0000 0000000 xa ecelheat o Succ wal neeMiba wadde-aused 4/ 100.0 | 4] 80.0 8 | 88.9 - 
Al 
Sheaffer Pens............. ag) sid Se oa Geena se a oR ns oe ere lh asmaavalh carci seea a 0) 0 ih e6 | 66.7 sa ? Bi 
Simmons Chains................0...00 0.0 cece eee 7 77.8 5 71.4 4 | 100.0 S| 10070. |} 9°|10020° | BO! |. -88:.2 Bl 
Wecls Pearls... cece eee e ses ebecewafasnelecue casaleccd}scvneees 0 0 0 0 | 0 0 * a Ci 
ee re ee ST Sie eee: ee eee mnre ween: (od | O 0 : >= " C 
Touchon Watches. ..............00 0.0. c ec ee eee feeeeleecccccalececlecsccccclecccleceeeees eile LO 0 a " 
| | | Cl 
Ni Sot es ak v nb eKsGohetnssersiesesuaenst zi 22 5 | 71.4 1| 25.0 5| 100.0 | 5] 55.6 | 18} 52.9 D 
Wahl Pens, Pencils....................0-.0 0000-0. , TART KEES SORA. A. SN. | 4] 800 | 3] 33.3-| *| * Hi 
Wallace Silverplate..........00..0.0.0000....... 4 44.4 2 28.6 I 25:0 | 1 20.0 21 ga-8 | 10; 29.4 H 
Waltham Watches. .......0...0000. 00. 0s esse. 6| 66.7 | 6| 85.7 | 3) 75.0 | 5} 100.0 | 9/ 100.0 | 29} 85.3 H 
Waterman Pens.................... 000 cece eee e eee leuee bcs stv ad ceca onecaane lS xen ar Serr 5 | 2800/0 | 2 a2 | 4 7 
| | | | i 
Westclox.............. radu heanaseeeeeniinssad 9/1000 | 6} 8.7 | 4] 100.0 | 85} 100.0 | 9| 100.0 | 33] 97.1 H 
Whiting & Davis Meshbags..................0..0..0.0.)0... | erage salen | paces | 4, 160.0 5; 100.0 8 | 88.9 | ws . Gi 
| | | | In 
saianpustinei-teesiin = = a BT ott to Sat elect Rate Ja 
oe Ja 
RADIO PRODUCTS K; 
Ke 
seenienatenians a so a Ki 
™_* . rr ry Le 
Appleton, Findlay, Batavia, | Peterborough,| Hutchinson, TOTAL 
Wisconsin Ohio Ne Ontario Kansas (37 Stores) M 
PRODUCT (6 Stores) (12 Stores) (5 Stores) (5 Stores) (9 Stores) M 
ceiiemin amen — EE a, Sr ¥ On 
No. % |No| % |No| % |No| % |No| % |No| % 0s 
ea ae <ambne a = mnees —— ——|—$|—__—_—|—_|— P 
All American Transformers, parts.................. 1) %%6.7 1 8.3 2,| 28.6 0 0 27 93.3 5 | 13.5 
American-Bosch Receivers..................0..005. 0 0 1 8.3 1 14.3 0 0 0 0 | $4 P; 
Amsco Radio Products............................ 0 0 1 $3 0 0) 0 0 0 0 eh eer Se 
Atwater Kent Radios..................0....0000. 21 33.3 | 2] 6.7 | 21.36 1 4) MO} 2) Md 1 8) 2s Sig 
Burgess Batteries............0.00.0.0 000 ccc ceeeeeeuee 4| 66.7 8 | 66.7 2| 28.6 3 | 60.0 6| 66.7 23} 62.2 So 
| Sp 
NA AMOI 5.55.5 oss iy obo a 6's eocdla soe aid gave. clecdery wees 1 16.7 1 S53 1 14.3 0 0 1 PRA 4} 10.8 
Cleartone Receivers............00000000000 ccc ee eee 0 0 0 0 0 0 0 0 0 0 0 | 0) T: 
Crosley Units....... oa: Sem er ees: se eee eee 0 0 2.1 Aa <4 as Tr 
Cunningham Tubes............................04. 4} 66.7 oO: | 750 3 | 4229 0 0 §| 55.5-\21 | 56.8 Vi 
BoXGentric Speakers. 2... 6... iva caceceia cave ciees 0 0) 0 0 0 0 0 0 0 0 | 0 | 0 W 


* Not checked in all cities. 
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Comparative Chart for Distribution Figures in All Cities 
RADIO PRODUCTS—Continued 


| 
Appleton, Findlay, Batavia, |Peterborough,| Hutchinson, TOTAL 
Wisconsin Ohio N.Y. Ontario Kansas (37 Stores) 
PRODUCT (6 Stores) (12 Stores) (5 Stores) (5 Stores) (9 Stores) 
- No| % |Nol % |Nol % |Nol % |Nol % |Nol % 
= — : saith itl etieiainncta natant a=] |——|—_——__| —__|— o_o Ee _ es a — 
. 
Eveready DC Ce a ee oe ee | 66.7 | 5 | 41.7 5 71.4 a 60.0 0 0 17 | 45.9 
Fxide Radio Batteries............. eras, cone |} 1} 16.7 | 3} 25.0 | 1 14.3 1 20.0 1 11.1 7} 18.9 
Fada Equipment............ A PEGE Le bese ee sep DE Me 0; O a 14.3 0 0 1 11 3 8.1 
Kellogg Equipment............ eS ere, wae .| 0 0 | |. @ 0 0 0 0 0 0 0 0 
NN HIN 5-5-5 Swine SAa econ sn eee ews | O 0 1 | 8.3 0 0 0 0 0 0 1 2.7 
Magnavox Speakers, sets, tubes.................... 0 0 1 8.3 2) 26 0 0 1 i) 4; 10.8 
Meena rei RECRIOS sco elino «5. ao oe eet ew teaton eke eens 0 0 0) 0 0 0 0 0 0 0 0 0 
NAOH al IA CKOMIOR Yo siete cht ae de ylece Sue eeaciow eles -e. 2 63 ee 0 0 0 0 0 0 2 2.2 + 10.8 
Bae POU ONONG 5.5 ica o¥s 0 uke 21S So Kwa wie nae 0 0 1 8.3 1 14.3 0 0 0 0 2 5.4 
Diitcor ARCARFES Ss oolong cite SS ons hea are ee Ba slcle mae 1 16.7 1 8.3 4} 57.1 0 0 4| 44.4 10 27.0 
Sonora Sets, Loudspeakers... ...........0.0000000 0 0 0 0 0 0 0 0 2 72.2 2 5.4 
Stewart-Warner Products....................0e000- 1 16.7 0 0 0 0 0 0 1 1) Z 5.4 
Thomas Batteries and Units....................... 0 0 0 0 0 0 0 0 0 0 0 0 
Ee ey pre Cee rere rere 0; O 0 0 1} 43 0 0 21 G2 3 8.1 
Whitron Battery Chargers... o.oo casa nhc cae awes 0; O 0 0 1 14.3 0 0 1 11.1 2 5.4 
Vesta Batteries, Chargers... 0... ccc cc ccvccenes | O| O 0 0 | 14.3 0 0 1] 11.1 2 5.4 
Sesith Meveiving Seth... 6 oc oc cnc n ccnneneees | Oo} O | 2] 16.7 | O} 0 0o| 0 0} 0 2} 5.4 
MEN’S CLOTHING 
| | ea, 
Appleton, | Findlay, Batavia, | Peterborough,) Hutchinson, TOTAL 
Wisconsin | Ohio N. ¥. | Ontario Kansas (73 Stores) 
PRODUCT (21 Stores) | (12 Stores) (11 Stores) | (10 Stores) | (19 Stores) 
| No, % |No| % |Nol % | No| % |Nol % |Nol % 
| | | — wee ob nen 
1 Ch Be el 3 Os Cl) a a re Res eRe | 3 14.3 J 25.0 0 | 0 | 1 10.0 2 10.5 12:3 
Big Yank Underwear & Workclothes........... not ep abe 1 8.3 8 | i ae 0 2/ 10.5 18 | 24.7 
SNOUT CUS Coro aa See ok 42.9 8 66.7 7 65.6 | GO| O 8 42.1 31 43.8 
Carter Knit Unger weal... .. 2 cases eve erie ces ate 0 0 0 2; 18.2 | O; O 2 10.5 5.5 
ee re ee aoe oor reer yee eee = (Cena ete 2} 10.5 ° ° 
Cluett Peabody Collars................ ae | 121 57.1 | 9] 75.0 | 8] 72.7 | 9} 90.0 | 10] 52.6 | 48| 65.8 
BIESA La Ye RNA BS Pie oh rts aS wee gs ae rene ne | 1 4.8 1 8.3 0 0 0 0 0 0 2 mal 
Hart, Schaffner 6 Marx Suits: ........... 0: 0..5.%5. , 1 4.8 1 8.3 bit. Sarit 0 1 5.9 a 3.5 
Freaglight Owed: < os... ci cccecsceveeuvenuen sou al 4.8 I 8.3 Py Sal | 1 10.0 2 10.5 6 8.2 
MeROk Beltso SUCCES). «<0. coca so nue w weir utes 8 38.1 2 16.7 6 54.5 | 8 80.0 5 26.3 29 39.7 
Hickory Products........0..0.0.c0ceceeeeeeuseees | 5] 23.8 | 3] 25.0 | 3] 27.3 | 2] 20.0 | 4] 21.1 | 17] 23.3 
NN ics a ile,s i041 wks whee eNe SER | 6 | 28.6 0 0 es. Zh 2{| 20.0 21 1S -| 1S) F28 
Re NN ef 5 isk oho kod oh hee | 3] 14.3 1} 8.3 1} 9.1 | 1) 10.0 31 184 9} 12.3 
Interwoven Hose......... ee | 4.8 2] 16.7 5 | 45.5 8 | 80.0 1 53 1971 23 
5 8, nS ea RRR et IN | 2] 9.5 | 0| 0 1} 9.1 | O| 0 1] 53 | *| .* 
Jantzen Swimming Suits................-..0..005. | So) Tae 2| 16.7 1 9.1 1 10.0 1 5:3 8 | 10.9 
maynce Blouses, Shurta, Suits...» .......-. 6.0.65 | 3] 14.3 1 8.3 | {22 0 0 1 5.3 7 9.6 
NEN VONMNAINCOAUS cc cu sce ds wcll ovine ae aneede ) J 4.8 0 0 7 18.2 0 0 0 0 3 4.1 
RR ee eee ee rer cree . 3 4.8 1 8.3 1 9.1 0 oO | 1 $2 4 5.5 
Louis Meyers Gloves... 2. ccc cece sce ccnedecss SEE Cee) Ce rere eit] SRAM al ome FC ey 1 5.3 > ° 
Ee Oe eer a 19.0 1 8.3 1 9.1 0 0 3 15.8 9 32.3 
SS SEE PEER EEE EME a: 9.5 0 0 3 23 0 0 1 Les 6 8.2 
Cores Dathine Suits... .. sc. ccc ccc ccsesaccves 0 0 0 0 0 0 0 0 0 0 0 0 
EE ES nes SOM Fetrycer (omy, ore aaebe aie sac Sel eres 1 A RS ™ ss 
TRE ERIE eter 500 6| 28.6 2 16s? 3) 27.3 0 0 2] 15.8 | 14] 19.2 
NT Ee ETN Cr er Pe ne 13} 61.9 EY S83 S$} 727 6| 60.0 | 14] 73.7 | 48] 65.8 
NER RRR ee ee ee 14 | 66.7 6| 50.0 7| 63.6 0 0 8| 42.1 | 35} 47.9 
I sania sien den avis pa htc e Ta A Rss Piste 2) 1822 2{ 20.0 0 0 : . 
Society IME ee iNet VON, ws ce vi cr acto ore are are ini acetois 1 4.8 1 $3 0 0 1 10.0 1 5:3 + o5 
Spalding Swimming Suits................0.0020000- 0 0 0 0 0 0 0 0 0 0 0 0 
Taylor Tot Juvenile Products...........0..0..ceee{eveefeceeeees ET MORO, Tee Pore mk ene 0 0 ° be 
Travelo I chose payed ixsaaceaunaen 1 4.8 0 0 1 9.1 0 0 0 0 2 2.7 
Van i io ac a tt cade oi wnat 12 Sian 6 50.0 7 63.6 5 50.0 8 42.1 38 52.) 
Vilson Bros. PRADGEUARNEEY 5 50x 'ss or cords, ks oenie Sin a8 5 23 p. 16.7 1 9.1 0 0 S 15.8 11 15.1 


Not checked in all cities. 
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Comparative Chart for Distribution Figures in All Cities 
WOMAN’S CLOTHING 
Appleton, Findlay, Batavia, | Peterborough,} Hutchinson, TOTAI 
Wisconsin Ohio oe Ontario Kansas (34 Stores) 
PRODUCT (8 Stores) (7 Stores) (5 Stores) (2 Stores) (12 Stores) 
No| % |Nol % |Nol % |Nol % |Nol % |Nol % | 

UIE NEON acs cn Ra eon ok pa ) 0 0 0 0 0 0 0 Pl ORGs7 2 5.9 
SINT GOOG oo. 56 her at iain Mae ee Se | ear emake ace call ect | ae otra 0 0 . * 
Bob Evans Nurses & Maids Uniforms............... 0 0 0 0 2; 40.0 0 0 0 0 3. 5.9 
Carters Rayon Underwear... 2...'o.5 ok ccc cen ok 2'| 25,0 1 14.3 1 20.0 0 0 2 16.7 6 17.6 
SU MINMRERNG so mus ieee Kons es an aon 1 12.5 0 0 0 0 0 0 2 16.7 3 8.9 
SUMP EB OF chk, “chou ohn, oahe 4 Mateus 0 0 0 0 0 0 0 0 0 0 0 0 
RINNE Es sr eh? 7 den Ole ann ames nents 1] i25 0 0 0 0 0 0 1 8.3 2 5.9 
Dix Make Uniforms & Dresses..................... 0 0 1 14.3 0 0 0 0 0 0 | 2.9 
AMIN URINE Fc Soy. Ris a tachog ihn asiatnors oar Si 3705 0 0 1 20.0 0 0 2 16.7 Gt 1736 
ASSIS 2 TCAD gl GR tar Vee e cer uy eee Mate URI SNS 4 50.0 1 14.3 0 0 0 0 4 3000 9 26.5 
H. W. Gossard (Step-ins, Girdles). ................. Si Sirs 1 14.3 2/1 40.0 0 0 ot G7 S| 235 
CS OREO eT OCR er 0 0 2| 28.6 1 | 20.0 0 0 0 0 3 8.9 
[iietie (clic Ule Cet 9 2 ar 1 12-5 1 14.3 1} 20.0 0 0 1 8.3 4] 11.8 
NUN MADRS 50 ahs i SGA sss Si sticole vais ere tet Pl (RRL eer (enero | CaNenr? | Rene Peal tesserae 1 8.3 * * 
RG CMINICK TINGCGNESS o.oo cscs acc cccucosas BP Fr een Pee, greene | | ARDS | Seat nett wrth et Rao tins brat 1 S38 “g i 
Le re ne rrr 1 12.5 0 0 2! 40.0 0 0 1 8.3 4; 11.8 
Baa VIPV ELS KGIOVES 55.56 5.6 656i oa ae nd v0 beene od vam Hie | entra eter | eens | ee ee sual lence eccrine Merl arene 3) 25:0 =5 + 
REE NPE oooh satel ent ance doin eden shoe 1 2.5 1 14.3 1 20.0 0 0 1 8.3 + 11.8 
Rap NAN I RRR ANID och ote ese w re asassitoves d udlervareren iene aie 21 25:0 0 0 0 1 50.0 1 8.3 4] 11.8 
PUMPRTETA MIMGCE WERE 6.6.66. io 5.5 5 ais ce sin nd ou cles osaen 0 0 1 14.3 2] 40:0 1 50.0 1 3 5 14.7 
SNOT Ns ocala ahi esihk mn hiee what n ee 1 12:5 1 14.3 LF} 2010 0 0 3 | 25:0 6| 17.6 
NN oss sas dbs swik sd ses cE eewens 0 0 1 14.3 0 0 0 0 0 0 1 229 
UDR MAOSIET YS i. sbaucid.d,0 oe b,5645 oleae dane anes 21 2520 21 2856 1 20.0 0 0 6} “5020: “|i 32.4 
PNR 6 ooh sid distone aad Sha awa eeneeeee S375 0 0 0 0 0 0 1 8.3 4/} 11.8 
BEAN MENNON i Sc ibe aicninis see rare pos ener aca aS ao De 0 0 1 14.3 0 0 0 0 1 8:3 2 5.9 
Taylor Tot Juvenile Products...................... Pee err Bp ees: ree Meroe ee Pe Pa tt) 0 0 0 
Warner x16, COrsets....o isn cesses cwsacvcvawaes J) S79 0 0 2} 40.0 0 0 1 8.3 6} 17.6 


*Not checked in all cities. 
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THE UNITED STATES PRINTING 
& LITHOGRAPH CoO. 


CINCINNATI BALTIMORE BROOKLYN 


ia advertising there is nothing 

to appeal to the senses of hear- 
ing, smell, taste and touch. Sight 
is the only sense involved. 


Consequently, it usually is only 
through the effective use of color 


that you can make your adver- lee 


MORE “Wy 


tising produce the best results. 


Entrusting your color work to 
us is one way of making sure that 
it will be remarkably effective. 
For we will execute it by that 
method—printing or lithography 
—which is best suited to your in- 


dividual needs; and the work, 


from beginning to end, will be in ae iene 
the hands of specialists in the eae 
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particular item or items which 


® 


you require. 


One of our sixteen branch offices 


is located within convenient 


reach of you. Get in touch with 
it, anddiscuss your problems with 


the representative. The recom- 


mendation he makes will be based 
on experience gained in pro- 
ducing all kinds of color 


¥ Unt PRINTING & 
LITHOGRAPH CO. 


advertising over a 


period of many 


years. 
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SERVICE OFFICES IN FOLLOWING CITIES 


Baltimore - - - 2§ Covington St. Kansas City - 1306 Waldheim Bldg. 
Boston - - - - - 80 Boylston St. | Minneapolis - - - 433 Palace Bldg. 
Brooklyn - - - 79 North 3rd St. New York - - - - 110 Hudson St. 
Chicago - - - 130 North Wells St. Philadelphia - - -437 Chestnut St. 


Cincinnati - 
Cleveland - 
Detroit - - 
Indianapolis - 


\ 


- « - 1§ Beech St. 


- 1104 Leader Bldg. 
- 7915 Indiana Ave. 
- 414 Traction Bldg. 


U 


Pittsburgh - 


San Francisco 


Seattle - - 


St. Louis - - 


- 609 Renshaw Bldg. 
112 Market St. 
- 1107 Hoge Bldg. 
- 413 Frisco Bldg. 


- al 


\ 


\ 
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Market Research and 
Analysis Section 


Fixing the Sales and Advertising Quota 
Apparent Per Capita Consumption Data 
Personal Income Tax Returns 

Count of Cities and Towns in the U. S. 
Comparative Growth of Population 
Count of Manufacturers by States 
Count of Wholesalers by States 

Count of Principal Retailers by States 
Comparative Count of Telephones 
Automobile Registrations by States 


Dartnell County Buying Power Data: 


Value of Crops . 

Value of Manufacturers 

Value of Livestock 

Value of Mined and Fishery Products 
Population Estimates — 1925 

Families with Telephones 

Domestic Lighting Customers 
Income Tax Payers 

Automobile Owners 

Bank Deposits 


are Data on U. S. Territories and Dependencies 
Electric Light and Power Users Merchandising Data for Principal Cities 
Dartnell Index to County Buying Power Trading Area Principal Cities in U. S. 
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Fixing the Sales and Advertising 
Quota | 


NE of the outstanding sales tendencies of 

the past year has been the endeavor of a 

number of concerns to develep quotas 

which would be more nearly a reflection 

of true sales expectancy. It is now well established 

that every salesman should have a task fixed for him 

by the house. It has likewise been established that 

this task must be based on definite units of measure- 

ment, and not merely blind guesses on the part of 

some individual as to the business which a salesman 

should do. Consequently the forward thinking sales 

managers are making some effort these days to get 

at the facts underlying each salesman’s potential 
business. 

As in everything else there is a point of modera- 
tion desirable in setting up sales quotas. Too 
complicated and elaborate a quota*system, involving 
a statistical department, is worse than none at all. 
And it is interesting to note that in the last few 
years many of these over-scientific quotas have been 
discontinued. Sales managers have found that they 
not only cost too much to operate, but they could 
easily go too far in talking quota. After all a quota 
that will not be accepted by a salesman as being 
a reasonable expectancy accomplishes nothing. It 
only keeps a man under a cloud of discouragement. 
The modern sales quota is based on facts, but com- 
mon sense is used in setting it and in interpreting 
the facts upon which it is based. Too many facts 
are worse than too few. Selling, under present 
conditions, requires encouraging devices for sales- 
men — they are easily enough discouraged without 
spending money to do it. 


The Recommended Plan 


After selecting the best features from the various 
quota methods being employed by leading concerns 
we recommend the following plan of procedure: 

I. That the collection of data upon which the 
quotas are to be based be separated into two sepa- 
rate undertakings, viz., the collection of all informa- 
tion based on past performance; and the collection 
of “expectancy” data based on territorial analysis 
and anticipated business conditions. We suggest 
that these two operations be assigned to different 
individuals who work entirely independent of each 
other, 

Il. The data to be included in the first individual’s 
report, on available information from past sales 
records should include: (1) an estimate of the 
production capacity of the plant for the forthcoming 
year, (2) an estimate of the volume of sales that the 
company can adequately finance, (3) quota neces- 
sary tor the salesman in the territory to yield a net 
Profit, (4) average sales in the territory over a 
period of years, (5) sales in territory for the past 
year, and (6) the normal rate of the company’s 
growth. 

IIT. The data to be included in the second report, 
on logical expectancy from the territory based on 
market analysis, will fall into three divisions: (1) 


[3] 


market facts, (2) anticipated results from special 
sales promotion and advertising effort in the terri- 
tory, and (3) the estimated maximum capacity of 
the salesman. The market facts gathered will de- 
pend entirely on the nature of the business. They 
may be: the latest population figures, Saturday 
Evening Post Circulation distributed by counties, 
reports on local business conditions, automobile and 
truck registrations, business enterprise counts, aver- 
age consumption of the product per capita, the na- 
ture of the competition, income tax returns, per 
capita buying power, value of manufactured prod- 
ucts, value of farm products, business outlook for 
basic industries, bank debits, wage earners, depart- 
ment store sales, etc., ete. 


Relative Value of Salesmen’s Efforts 


IV. Where the concern is selling a line of prod- 
ucts, or selling through merchandising channels, a 
third general factor should be determined by a com- 
mittee composed of executives from the various 
departments. This is the relative value placed on 
the various efforts of the salesman. For example, 
in addition to gross volume,:it may be desired to 
push special profitable items, to open new accounts, 
to stimulate local sales promotion effort, etc. The 
point system is generally used. 

V. Two entirely different sets of quotas should 
then be drawn, one based on the past sales record, 
and the other on expectancy. The two should be 
compared and ADJUSTED in the light of the ca- 
pacity of the encumbent salesman. 

VI. In the new territory where there is no record 
upon which to base the first factor, an average 
ratio between past record and expectancy can be 
figured out for old territories and applied to the 
market data available in the new territory. 

Although data for the first factor mentioned 
above must come entirely from the concern itself, 
the second factor, that of logical expectancy, can be 
based on data secured from an outside organization 
making a business of market analysis. The Mon- 
roe Calculating Machine Company, explains how 
this count is used in the determination of their 
quotas as follows: 

“We employ two factors, giving equal weight tu 
each. These are: 

1. The number of business enterprises. These 
figures are secured from a census of all the business 
enterprises in the United States prepared for the 
National Association of Office Appliance Manufac- 
turers. 

2. Past sales performance. This covers numer- 
ous factors which separately it would be difficult to 
measure accurately, such as the influence of pre- 
vious sales work, the intensity of competition, local 
business influences, whether the territory is urban 
or rural which determines whether the prospects 
are close together or widely separated, etc. 

“We believe that this method gives us fair quotas. 


If the business enterprise factor is high and 
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the past sales performance has not been up to par, 
the quota will be tempered correspondingly. One 
factor will tend to stabilize and equalize the other, 
so that a quota fair to everyone can be established. 

“On the other hand, in some cases the past 
performance factor would be higher, indicating that 
conditions have favored the sale of our product in 
that locality and so the average quota would be cor- 
respondingly raised.” 

A number of concerns state that they find that a 
publication of the Curtis Publishing Company en- 
titled “Sales Quotas by Counties” for their particu- 
lar use, furnishes the best basis for a quota system 
of anything that they have found. The data is based 
on Saturday Evening Post circulation and gives the 
total percentage of business that a concern should 
do in every state, and then reduces the state quotas 
to percentages for each county. The possibilities of 
Curtis circulation even for companies with a line of 
products selling through various trade channels, is 
seen in the quota plan of the Vollrath Company, 
manufacturers of enameled wares. The circulation 
figures are used as a basis for retail sales, giving 
this factor one-third weight and past performance 
two-thirds. Quotas are based on a fluctuating 
monthly figure, using as an average the percentage 
of sales during each month of the past three years. 
Much data useful in computing quotas will be found 
in the pages following. 


National Cash Register Company’s Plan 


Readers selling one product direct through agents 
will find the quota plan of the National Cash Regis- 
ter Company directly adaptable. The point system 
is used to advantage, each point representing $25 in 
sales. C, E. Steffey, General Sales Manager, de- 
scribes the details of their plan as follows: 

“In establishing our quotas each year, we are 
guided more by past performances than by any 
other factor. Our records extend back for quite a 
number of years, showing our net sales by counties 
for the entire United States and Canada. These rec- 
ords are brought up to date every month. 

“We also have a record of the number of mer- 
chants in each of these counties. This record is 
revised at intervals of not less than two years, nor 
more than three years. During 1923, our American 
Selling Force, which comprises the United States 
and Canada, carried a quota of 100,000 points per 
month. Each point represents $25.00 in sales. This 
year, the American Selling Force carries a quota of 
110,000 points per month. 

“In distributing this increase in quota among the 
various agencies, we first ascertained from our coun- 
ty records, the actual amount of business secured in 
each county during the past five years. Then, to 
find the amount of business secured in each agency, 
we simply got together to total points sold in the 
counties in that agency. 

“Our next step was to find what percentage of the 
total business sold in the United States and Canada 
during the past five years, was secured by each 
individual agency. Then, when we established our 
new quota of 110,000 points for the entire American 
Selling Force for 1924, we simply asked each agency 
to assume the same percentage of the new quota 
that they had secured of the total amount of busi- 
ness sold during the past five years. 

“Although this in brief is the basis used in arriv- 
ing at our new quotas, we recognize the fact that 


conditions in some territories are very good, in other 
territories fair, and in other territories bad. For 
this reason, we always make what we consider 
proper adjustments, to take care of these conditions, 

“Also, we take into consideration the number of 
merchants in each territory in finally arriving at 
the quota assigned to that territory. We have found 
that there is considerable difference in the value of 
merchants in large cities and merchants in the 
smaller provincial towns. This difference is also 
considered in making any quota adjustments. 

“Occasionally, during the year, we find it advis- 
able to make adjustments covering local conditions 
which have developed during the year. These spe- 
cial adjustments are very rare and we do not make 
them unless we feel that conditions in the agency 
are such as to really justify a change being made. 

“The results which we have obtained in establish- 
ing quotas have been quite satisfactory and we be- 
lieve that our men are satisfied that in the great 
majority of cases, the quotas assigned them are fair, 
While all of our agents do not always get their 
quotas, we seldom receive any complaint in regard 
to the quotas which they are carrying. 

“You are familiar, we believe, with the sales rec-. 
ord which we publish and which is sent out to our 
selling force twice each week. We feel that by 
keeping these figures before our men at all times, it 
stimulates them to make better records. We have 
been publishing this record for more than twenty 
years, and send it out to our men in the field, and 
believe that it has had a great deal to do with the 
growth of our business.” 


Quotas Based Primarily on Population Figures 


Most business men have been prone to look upon 
county population figures as a good basis for terri- 
tory analysis work for the “other fellow” but it 
didn’t fit his business. ‘The building material execu- 
tive said it was all right for the hosiery man, the 
hosiery man said it was all right for the food prod- 
ucts man, and the office specialty executive thought 
it might fit anyone excepting him. But concerns in 
all of the industries, as well as a long list of other 
businesses, are now using these statistics as a basis 
for quotas, perhaps considering certain influencing 
factors. In fact, population figures are used as the 
chief consideration in more businesses than all other 
things combined. 

Concerns like the Palmolive Company, where 
local advertising and sales promotion play an im- 
portant part in a direct increase in sales volume, 
stress these factors in making territorial quotas. 
The amount of advertising that was done during 
the past year and the amount planned for the forth- 


_ coming year are considered. Charles F. Norton, of 


the Howell Electric Motors Company, states that 
past sales and advertising effort in a territory 1S 
taken as a 25% factor along with, (1) the number 
of motors installed in a territory, which data 1s 
secured from central stations; (2) industrial activity 
at the time of making quota; (3) past business 
received from the territory. The same policy ob- 
tains in the Federal Miniature Lamp Division of the 
National Lamp Works of the General Electric Com- 
pany, the percentage of increase over previous years 
sales varying from 30% to 100% depending on the 
sales policy and the amount of effort and expens¢ 
which it is decided to spend during the year on any 
given territory. 
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Ditto, Inc., add no percentage of increase arbi- 
trarily but take the average number of machines 
sold per man per month for the entire organization 
during the previous year, priced at the average price 
for the same period. An increase over the past year 
is expected of each man and is encouraged by offer- 
ing a 5% bonus on all business over quota. The 
King Hardware Company determine the percentage 
of increase over the last year’s sales by sending the 
sales manager into each one of the territories prior 
to making out the quota —in order to study local 
business conditions. The Rochester Packing Com- 
pany takes the total number of sales and divides by 
the number of salesmen, making allowance for the 
difference in territories. The Burlington Basket 
Company considers population and number of trade 
outlets in adding the increased sales over last year’s 


figure. 
Usual Method for Adding Percentage of Increase 


The Geo. E. Keith Company, manufacturers of 
Walk-Over shoes, believes that in setting a quota, 
particularly in the shoe business, that no rule of 
thumb method can be employed. 

“We have nine men who sell the largest city 
stores, most of them being strictly Walk-Over 
Boot Shops. These men are paid on a strict salary 
basis. In contrast we have 49 other domestic 
salesmen who sell the remainder of the country. 
These men we pay a Salary, but also we make it 
possible for these men to earn extra money in the 
form of a bonus. Nevertheless the salary is by far 
the biggest part of the total remuneration, we be- 
lieving that this is essential to preserve and make 
possible stability in the personal finances of our 
men. For instance, right now in the shoe world we 
are seeing business futures, lives and homes wrecked 
where salesmen traveling for other houses are paid 
on strictly commission basis and are bankrupt. 
However, because the salary alone would not pro- 
vide that incentive which we think necessary, we 
have a bonus method of settlement by which our 
men earn anywhere from $100 to $800 a year. This 
bonus is eight or ten cents per pair for all pairs 
sold over a certain quota, which is established for 
each territory. In most cases we might say that 
this quota represents the average territory results, 
so that when a man begins to make increases on his 
territory, then he begins to earn bonus money. 


Salaries and the Quota 


“For example, suppose that we were adding a 
new man to the sales force the first of this year and 
that 1924 would be the first year in which he would 
complete a year’s sales record with us. In figuring 
his quota we would have before us the actual sales 
in his territory for the past four years, also the peak 
figure which was obtained for all times. These 
sale figures are then averaged, particular weight be- 
ing given to the sale of the year previous. In many 
Cases the quota is the actual sale of the year pre- 
vious and in most cases is an average of three years 
sales. In determining the quota consideration is 
also given to territory conditions and the apparent 
future of the state or states which form the terri- 
tory. Likewise, if the salesman is one whose salary 
is distinctly below what we consider his real worth, 
then the quota is lowered somewhat so that he can 
farn additional money by the quota method. In con- 
trast, if a man is slipping and is not worth the sal- 


ary which in his case might have been established 
two or three years previous, then his quota is cor- 
respondingly raised.” 

Other concerns state that their quotas are based 
on the amount of business necessary to secure from 
a territory to cover total sales expense. Most of 
these companies allow a bonus or premium over 
and above the salary or drawing account when 
quota has been exceeded. Such a quota plan has 
the obvious advantage of encouraging the salesman 
to keep down his expenses, and in a measure it 
places him in business for himself in the territory. 
On the other hand this plan has certain disadvan- 
tages. The territory may be new and require an 
investment of effort that cannot be realized on for 
some time to come. It tends to divert effort from 
long distance business building to high pressure 
methods for getting immediate orders—to over- 
stocking dealers without consistent merchandising 
assistance on the part of the salesman. The efficacy 
of the sales cost quota plan depends entirely on the 
type of business. This is true of the Chicago office 
of the Elliott Addressing Machine Company, and 
the Globe-Wernicke Company, the latter company 
making the quota adjustments every three months. 
The Champion Stove Company of Cleveland start 
with an expense factor of ten, multiplying the sum 
of the salary and expense by this factor to attain 
the quota. Practically the same plan has proven 
very successful with Berry Brothers. The Zenith- 
Detroit Corporation require on all replacement busi- 
ness $10 worth of orders for every dollar in’ sales- 
man’s cost. The Truscon Laboratories in their con- 
tact with salesmen allow a selling cost of 15%, 
multiplying the total district sales expense by the 
factor of seven to arrive at the quota. 


Automobile Registrations Basis for Quota 


The automobile, tire, automobile accessory, and 
oil industries have the advantage of most other lines 
of business in determining their quotas in that auto- 
mobile registration figures and motor lists make it 
possible to estimate to the dollar potential consump- 
tion. The problem in these fields is to estimate the 
individual companies portion of the total business. 
The Northwestern Chemical Company have deter- 
mined from registration of cars in use that the chem- 
ical utilities sold to every car consumer approxi- 
mates $2, and place their portion in each territory 
at 10c per car. The Pure Oil Company starts with 
the number of cars registered in the territory, and 
estimates their percentage of the consumption of 
each one of these cars, the resulting quota being 
divided into twelve parts for the year based on the 
peak and dull months as indicated by their sales 
records. Another oil company establishes a mini- 
mum requirement in sales volume for each one of 
their salesmen by figuring the number of gallons 
necessary for each salesman to break even, which 
is arrived at by figuring the average monthly gal- 
lonage for all salesmen over a period of years: The 
Federal Petroleum Company establish the average 
unit sales per station per month over a period of 
three years, comparing this with the actual sales 
record for each month of the period. This is ad- 
justed to an expectancy quota which includes the 
latest population figures, most recent motor car 
registrations, the number of motor cars each 100 
population and the quantity of oil consumed by each 
car. 
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Peak Seasons in Various Lines of Business 


Line of Business 


ee TS An ea an ae aan Smee L tr 2 
Advertising Direct Mail 
ie ey. <| | i i ae rr ieee ee Sea 
Advertising Motion Picture..................00000: 
Auto Accessory Manufacturing 
oe TTT Teer 
Automobile (Manufacturing) 
Automobile (Retail) 
eS a erent ire 
Bags Manufacturing 
III oo. Cth as toa ck faye sien tea reer 
Banks, Stationers 
Brass Foundries 


ts SEAR see Maar ack OL eat rete te meta nS 


OO ES ene ee, Sener Oo Ome eee 
Canners (Fruits and Vegetables) 
Cash Registers 
Caskets 
Cement 


ed aida le Bee ut city, se kh ae 
ee | ee 
Chemicals (Disinfectant) 
Clothing (Men’s) 
OS | ee eee ne mere nee BUN es: 
Coal (Wholesale) 
Coffee Roasters 


DISET See ea ge eR ons ye 
Dairy Products (Retail) 
ng ia ania to sa ee ss eRe 
Dish Washing Machines 
Duplicating Machines 
i oi ili enh khang wth e NNN 
cctriy 14S ne a ome ore 
Electrical Protection Equipment 
Electrical Supplies (Jobber) 
Envelopes (Manufacturing) 
Feed (Manufacturing) 
Fertilizer (Job) 
eh nhs civ udete ae wae eee 
3c. sic he ain's Sk. Fae vee MES 
Furniture (Retail) 
Furniture (School) 
ara oc oe Ch rca takae kere 
Glass (Manufacturing) 
So cig ge tiveiiynsn be nee e Rees 
Groceries (Wholesale)...............0.0.05e000cee 
Gear Cutting Machinery Manufacturing 
Hardware, Drapery and Cabinet 
PEMMOG BANE... 5k. cies scl ev enasees 
eempaware, Weonemnle. .. ... 2... oe ccsncvescccnesecn 
Hardwood Manufacturing 
a ae penn 
Hosiery Manufacturing 
I ee a oI, Gt og ies Ren 
Ice Crezm Manufacturing...................00005- 
Incinerator Manufacturing... .............00000 00s 
Ink Printing Manufacturing 
Ink Writing Manufacturing 
ee rT eer ere 
Insurance (Automobile)..................00020 002: 
Insurance (Life)......... 
Insurance (Property). ... 
IED 6c wis icine scarwn oaks Kee ee Owes 
EON MRE 0 tO ence Goad Maen waeG Go Ses RI 
Labels and Cartons........... 
ROU a ie ie M2 okey 

SE EP OOS sb eink os de SPs osaelasieeon San 
En ee ee 
Lumber (Retail)............. 
PS MES 2 ONC EE A ef 
Lumber (Frames and Sashes).................-555: 
EN re go eee er ae 
Machinery (Industrial)..... 
PT Pe 2 0 Oo.) | ca ee 
Mail Order (Wholesale). ..................0.. 00005 
Merchandise Brokers............. 
Merchandise (Wholesale) 
5 on. cc wi.a' adh pace Sle mE al 
Millinery (Wholesale)................... 


Motor Control Equipment 


Jan. | Feb. | Mar. | Apr. | May | June | July | Aug. | Sept. {| Oct. | Nov 
5% 8%! 8% 8% 9%! 9% 9%] 6% 12%] 9% 89 
7 9 | fl 9 9 9 6 7 7 7 
4 9 12 11 ig is 8 11 10 7 5 
7 7 10 10 11 9 8 7 v5 7 8 
7 9 10 12 10 12 9 9 if 6 5 
8 7 7 8 9 9 9 10 9 9 8 

10 9 11 9 11 12 ‘10 9 8 5 5 
4 6 11 15 10 9 9 10 9 7 5 
9 8 7 7 6 ij 5 5 10 13 14 
2 5 8 7 10 15 13 9 7 10 9 
9 8 9 9 9 9 8 | fi 8 8 
8 10 9 8 8 8 5 6 7 11 9 
7 8 8 10 9 10 10 9 8 8 7 
3 + 6 10 12 iP 11 10 10 9 8 
6 5 5 17 17 17 7 6 5 6 5 
6 9 11 10 ig 11 (3 - | 8 6 

28 13 9 6 6 6 6 6 6 7 5 
9 9 10 9 8 i 3 6 9 9 11 
0 0 5 10 15 15 20 15 10 5 5 
8 6 8 9 10 10 i 5 9 11 9 
10 10 11 10 9 9 7 6 6 7 7 
a 8 ff 8 12 16 Ui 10 8 Zz 5 
9 9 10 4 8 8 8 8 7 8 9 
6 8 10 9 8 7 f 7 10 11 9 
10 9 11 8 8 fj 8 8 8 10 8 
8 8 9 9 8 8 9 9 9 10 i 
8 12 13 8 + 2 5 11 15 12 6 
9 7 8 6 6 7 6 #4 8 11 12 
12 i 4 ilps 8 ig 6 5 6 6 7 9 
9 9 9 9 8 7 4 7 8 9 9 
9 10 11 9 14 10 13 12 12 0 0 
8 8 9 9 9 9 i 7 9 9 8 
9 8 9 o 9 9 7 8 9 8 8 
8 9 9 9 9 7 7 7 8 9 9 
6 8 8 7 11 11 11 8 is 5 i 
14 7 6 6 10 + 9 9 + 12 8 
9 7 3 | 2 14 9 9 8 n 10 6 
10 9 9 9 8 - 6 6 (| 9 10 
8 7 8 8 8 8 11 8 9 9 8 
9 8 8 7 5 6 5 7 9 12 11 
7 10 9 9 11 10 6 6 - 10 9 
9 9 10 12 12 9 8 5 S | © 7 
0 0 2 8 20 3 0 8 CP ae 0 
+! @1 8 | $1 a) 1 1 et el 2] 6 
Gf 8 8 8 8 8 8 9 9 | 10 10 
5 7 i. 7 6 7 6 y 10 i? 11 
11 7 4 2 2 1 + 12 22 15 ro 
9 5 6 e 7 10 | Wel 15 13 5 4 
8 10 8 5 8 10 5 8 8 10 10 
11 17 25 11 7 14 6 3 2 | e. 2 
7, 6 9 10 11 11 9 9 S. | .F 7 
9 8 8 8 8 6 6 6 7 | Pe 10 
9 10 10 9 8 9 4 i} 9 10 8 
6 6 8 7 13 13 10 10 16 5 + 
8 y 8 10 10 8 4 7 8 9 9 
5 6 7 pi 7 9 10 12 11 9 8 
14 6 10 5 7 3 8 5 3 FE 15 
7 7 8 11 8 7 5 7 7 13 10 
5 7 10 10 10 10 qi 5 9 10 10 
3 3 + 7 10 ‘S 20 17 9 5 4 
5 6 10 11 11 10 9 8 8 9 i 
5 4 7 10 13 12 4 8 10 11 6 
3 6 7 8 7 8 9 1 9 9 12 
9 7 8 9 8 if 9 8 8 9 10 
6 6 8 10 13 11 3 10 7 6 6 
11 8 10 9 9 11 fi 6 6 8 7 
2 9 4 8 7 9 if 8 8 7 12 
6 6 8 8 8 8 6 8 8 9 10 
9 8 D 5 4 8 Z 2 1 16 14 
2 3 5 5 10 10 15 15 15 |e 5 
10° 8 7 8 8 7 5 ii 10 9 10 
8 8 8 8 8 6 5 Z 16 17 4 
5 8 10 13 12 13 Zz 8 6 8 5 
‘) 3 8 10 13 10 8 8 10 13 8 
5 5 8 7 9 11 6 9 } Wd 11 7 
8 5 Fg 10 14 14 6 12 12 2 3 
8 7 10 10 9 6 8 2 9 10 9 
6 11 10 6 6 8 5 8 8 11 if 
5 6 6 es ‘A 7 7 7 9 12 11 
8 7 8 8 8 7 6 if 9 11 11 
6 8 10 9 10 8 6 8 9 9 8 
8 8 8 9 9 12 9 ff 8 8 8 
8 7 f 9 10 12 8 7 8 9 ii 

11 14 19 8 4 2 7 12 12 Biota 2 
8 8 9 8 9 9 9 8 7 Stet 
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Marcu 31, 1928 SALES MANAGEMENT © 7 


Peak Seasons in Various Lines of Business 


“A Line of Business Jan. | Feb. | Mar. | Apr. | May | June | July | Aug. | Sept. | Oct. Nov. Dec. 
—_- = 2 7 
y ME PONG (OHMBOUIIO a bcs oko oo et hee mone cene ems 2 J 7 15 22 20 12 6 ; : : : 
. ice : ws 7 7 ) 11 10 | 1 y 5 
WAVISIGAl CUSITUINOUUB. co. oc udccees coveccvcasdenvi 9 : ; : : < 7 ‘ 4 
MatONS COM MOIERMIOD i cco:c.s csrniva ser deine s eele oe cde 5 8 ; : : : : : : ~ : : 
Hats CO secre ra ceesisemenecanis y) 8 - 2 : ; : : ; P z 
Office Appliance Manufacturing.................... 10 9 10 8 ; : : ; : : - 
Office Appliance (Wholesale).............. 4 7 : : ; L , : - ; oe 
Piet URMIOUNG sy ces ko 00s recess es ieee - : : : : - - if - F ; ; 
SR NORTE arg alg 0 Vosin AER 9 wie, So MO OT ORR . : ; ; . : a ; ; L ; r 
STS eRe T eee Ce Teer ee Tce : : : : Z ; aa ; : ; : 
DU RE Pt Ae lect e ae asada taneats onan . : - 7 ; 7 a ie ake a re 
DICER OMI sere eh icwiek sibs chonad cae ccaeeneds 7 7 | - > > i. ae | 2 g | 8 
Optical Goods (Wholesale)................. 9 8 | 10 : 4 : ; - ; : | chy 
Overalls........ re Ae ah «FSO Me 2 7 7 8 " f ; : ; ee rs 
Weueri ta: AiG GOONIES oe ocak 5 elves Dewees vc evines 6 6 12 2 | 5 
; 8 10 8 9 10 9 9 10 10 on 3 
Paper Boxes... .. MORK Edens Pacwne swine eames ] | : 
Manufac r 5 5 8 8 8 7 5 8 14 15 ? a] ae 
Paper WEGNURORUIIND 6 siccse sk cone deme eee cece > ; s ; ; ; : + ei 4 
I sce Skt cee pha bases Rees 8 7 | ,) 8 . : me ; - oi ee ee 
ER ie eee eae ee ee eee ot 14 10 | 10 12 - 5 10 , ; 3 3 | 7 
Perfumers............ Se aa ba Vaile isc Was 7 8 7 8 : : : ; a ae : 
Pharmaceuticals Manufacturing................ 8 8 10 8 : : . : ag Ts i 
Phosphate (Mining)............... peuhiia shia wi 2 | 24 | 63 8 ) ; » Hh Pes BP oy Bi 
Phonographs and Radio (Manufacturing)........... 7 8 8 6 6 : : > a ay EB | : 
sg k's tanec ado iA eas ees RAK 6 5 3 | 2 2 i: ; + 7 a rae 
Plumbing and Heating (Wholesale)............... 6 5 4 7 8 ( ; ae “ ie 
; Plumbing Manufacturing.......................00. 6 6 | 8 | 9 8 9 ; 3 a a ea 
4 Polish (Manufacturing)................ 9 8 | 9 | 8 9 : ; ah ee ; - - 
} OA GCE” Se nes ere ree seroma tae 7 8 ) | 8 8 10 ; ; : : i ‘ 
3 ERE RS I Ns oie ele a lace cad aes g COOLS Sieh ee 7 8 p.. 8 7 7 ; ah ae 2 ; ; 
) Proprietary Medicine............... eee. ee, 9 22 6 7 6 } ah i - Shiva 
,) Publishers (Medical Books)........ Re So eee 7 13 18 10 7 11 ’ : | ; p | j 
1 Publishers (Farm Papers)............ ee, Seren 9 9 | 1 10 6 ; | ; 7 ; n 
g Publishers (Periodicals)................ santé shad ahs 10 11 10 | 8 8 8 5 a : 2 : ; 
7 Publishers (Newspapers)......................04. 8 8 | 9 d 9 8 ; : 8 : 2 ; 
9 Pabrahers (Sub. BOOKS)... = cise seeds ciane ceesees 6 i 9 7) y) ; - : ; - 
| Push Pin (Manufacturing)....................0.. | 10 10 | 10 10 9 9 5 2 i a : 
Radiators, Automobile......................0.04- 13 | 13 | 12-| 10 7 4 4 Ce a : . 
5 Radiators, Heating (Manufacturing)................ . | . rt : r | ; = ; ; 
0 ER ERERE eee er ee ; 4 | | 8 
8 Road Equipment (Manufacturing).............0.... 1 2 | 4 17 19 20 9 : Pe | ‘3 - : 
3 MING WADEOTIMIN ca 6 odo o oracle wekio as wclacwulecucn 6 6 | g 7 8 9 8 1 | } il ‘ 
> (Mz i 9 9 10 x a 9 8 8 | 7 y 8 
6 mawe (DERMUIRCOIIINE) «oo osc cc ccc neccscscnsves zi at as e. - P 
8 eae a oe gk da dlaa nian 6 7 6 2 4 | 6 10 aa 3 re 
() Rubber Goods (Manufacturing)................ 5 4 6 | 5 | 6 10 8 . | - | ‘i 7 
5 Rubber Tires (Manufacturing)..................... 7 7 7 bon 9 8 | 8 Be 
nd Rubber Tires (Wholesale).................0.-000-e 8 3 7 8 10 15 18 Pas | o : 2 
5 OI) Se aa Sees be ener een ae 5 6 7 9 10 | 7 M1 i | 4 | - : 
7 NE a 7 7 9 10 9 8 z 1 A 3 . ; : : 
a Screens (Window and Door)....................... 5 10 33 22 i2 11 5 7 x 5| 5 Be ; 
10 ee a ag a ne cece Cu ete 9 9 8 10 7 : 8 Re ee ne ae 
| Sewer Pipe (Manufacturing)....................00. 1 1 4 6 16 12 11 } 3 | 7 | 15 7 - 
re Shirts (Manufacturing)...................0-ccceee- 6 7 10 13 11 9 7 | 6 =e | : eS ; 
12 CREE en nee eee 5 9 10 11 11 10 5 9 a | a of : 
7 Shoes (Ladies’ Slippers). ............0..0.cceceeeee a 3 3 3 5 5 8 10 x 5 : 
2 Shoes (Manufacturing)..................cccceueees 6 7 9 10 12 10 7 s } 2 | ; 2 
9 Se ee 10 10 11 8 5 5 10 | ae "7 ‘ 6 
9 EE eee ee ae os 10 9 10 8 9 8 6 9 ; ai - & 
13 Stationery (Manufacturing)......................-. 11 7 10 12 8 10 6 7 | : : a . 
10 ce, RRR REE ESS Re SQ 7 8 10 10 10 8 11 12 ; : is 
7 EER ayia): 7 7 9 8 8 11 7 9 a : ; | a 
3 Ie ele ee cee 6 8 11 9 8 9 10 7 : a2 ; ; 
6 Store and Office Equipment........................ 10 9 9 8 9 9 5 : ; | Fe : 
5 i REE Ee: 5 6 5 + 5 9 be 13 a : =. , 
10 Rees NM bk ees be 4 5 6 7 10 12 12 12 | 1 a 5 
8 Surgical Instruments.................0000e0-0 eee. a a 10 12 9 8 7 a . “ : 
6 Textiles (Cotton Goods).................-. 0.020. e. 5 6 8 10 12 8 6 7 | 8 | a 0 : 
8 NE oe ed fe vc ard d Hae ok’ NeweoeN 8 9 10 9 8 8 8 | 10 7 Fe ‘ 
19 MNO COPUIID au vv wien vasSarevcdellnecebad 3 5 IL 11 11 7 . ; : oa . ‘a 
15 gg Fi Ra eet iaie Saige nies plored aaa teens eee ; : : ; : a Be ee a - 7 
Ee BC ORCL ata ele argo pice te ele biel © a eee Bren Reale cela te wedi ule una “ od | . ~ 
3 RIA Ree eet ad ge 3 5 5 6 | 6 5 5 6 | or 12 7 ' 
9 CN on rc wic cd Seuitgas caeu ok, 8 10 10 10 oF 8 7 9 | 8 | ; 8 ; 
5 er tThread Cutting) Reefton here Mar'ela rd ary igual a Mara ees ; ; 10 ' - r a Py “a | - ; . 
ools (Mo Oo i i cn) eg eR IDEN eg fTE e / y y | | 7 
6 kg ee oe) FT .3 1 5 | Se ee fee ee eens 
8 a aR Richy vkiet sd) in bate he tees 7 9} 0 | 13 | 0 10 5 eee ae : 2 
7 Trunks ce, NIE FF nen Nats ane | 5 7 | 8 8 | 9 8 9 11 | 8 | 9 r 
5 a cogs creel On te tbat 7 10 | 10 7 i 6 6 8 | 2] 9 I 7 ; 
14 ‘tilities SEES RR SMRTARG esi I 9 9 9 8 | 8 8 8 8 ? | 8 ’ p 
16 Utilities (Power and Ns ils wade naliwele dca 8 7 | 8 8 | 8 8 9 10 | a? a ) 
10 ES tie Calitics) bay ni NecaUda ewe Rhea eR’ 5 i 9 | 10 10 12 iS | 0] 6] 6 5 
9 Wall Paper (Wholesale)... .... 5... 00.0.0. 0. sc cee 5 | 10 | 12 | 13 | 15 | 12 | § Sab Mh 17 sj 3 
6 NN 8 pa in icieicn a poh os camacgal ak. | 7/ 8/12) 8] 6| 6] 12] 6] 12] 4 
8 cars ay gt vacate nae shin ote 6 6 8 10 | 9 9 8 3 {13 | 7] 6 5 
EOLA to | $i 71 7| 8] 8] 6] nj} a3] aj 7 
, 5 RR Rd AGEN irecetac NEN) 8 7 7 71) 2 8 | 10 | 11 ee 3 


8 SALES MANAGEMENT Marcu 31, 1928 
Personal Income Tax Returns 
Population | % State Pop.| Total Number Returns Returns Returns Average Tax 
STATE as of | FilingReturns| Returns Filed Under $5,000 [$5,000 to $10,000] $10,000 and over| Per Return 
July 1, 1927 - 
(Estimated)| 1925 | 1924 | 1925 1924 1925 1924 | 1925 | 1924 | 1925 | 1924 | 1925 | 1924 
Alabama......... 2,549,000] 1.05 | 1.95 | 26,278) 47,591 | 20,005 | 42,881 | 4,227 | 3,105 | 2,046 | 1,605 | $ 89 | $ 58 
Arizona.......... 459,000] 2.36 | 5.40 | 10,104} 21,301} 8,245 | 20,008 | 1,466 | 1,009] 393] 284) S54) 24 
Arkansas......... 1,923,000} 1.10} 1.93 | 20,597|° 35,484} 16,832 | 32,584] 2,658 | 2,030| 1,107} 870) 70) 41 
California........ 4,433,000] 7.30 | 13.06 | 305,074] 511,218 | 246,251 | 462,430 | 36,577 | 30,519 | 22,246 | 18,269 | 122 | 74 
Colorado......... 1,074,000| 3.44} 7.30] 35,808| 73,350 | 30,482 | 68,682 | 3,453 | 3,116 | 1,873 | 1,552) 79) 43 
Connecticut... ... 1,636,000 4.75 | 9.54] 74,595| 143,406 | 59,422 | 130,773 | 8,601 | 7,313 | 6,572 | 5,320) 181) 88 
Delaware......... 243,000] 3.84 | 8.12] 9131] 18,892] 7,331) 17,439) 1,048) 837 | 752) 616} 304) 128 
Dist. of Columbia. 540,000| 8.42 | 15.98 | 43,293| 77,836 | 35,660 | 70,761} 4,831 | 4,761 | 2,802 | 2,314) 132| 74 
Florida........... 1,363,000] 6.03 | 6.02} 76,213) 64,306 | 44,734) 56,592 | 15,196 | 4,397 | 16,283 | 3,317 | 379 | 112 
Georgia.......... 3,171,000} 1.21 | 2.07 | 37,410| 62,651 | 30,295 | 56,784 | 4,472 | 3,826 | 2,643) 2,041) 94) 54 
Hawaii........... + 307,100] 3.19} 4.03] 9,306} 12,387] 7,727] 11,031 | 1,031 842} 548] 514] 101] 120 
cae 534,000] 2.54 | 4.46 | 12,907] 21,436 | 11,503} 20,511] 1,194| 776) 210) 149) 13) 12 
Illinois........... 7,296,000] 5.04 | 9.49 | 357,448) 652,501 | 278,099 | 584,672 | 48,091 | 42,197 | 31,258 | 25,632 | 181 | 102 
Indiana.......... 3,150,000] 2.59 | 5.16 | 80,300| 156,845 | 68,068 | 144,964 | 7,787 | 7,999 | 4,445 | 3,882 | 94 | 42 
MR ocktessian 2,425,000] 2.08 | 4.44 | 50,379}. 110,404 | 42,385 | 103,191 | 5,674 | 5,159 | 2,320} 2,054) 62 | 28 
Kansas........... 1,828,000] 1.89 | 4.66 | 34,284] 84,080 | 29,087 | 79,033 | 3,605 | 3,822 | 1,592) 1,225) 65) 23 
Kentucky........| 2,538,000] 1.49] 2.91} 37,315] 72,119 | 29,099 | 65,080) 5,361 | 4,661 | 2,855 | 2,378 | 8 | 53 
Louisiana......... 1,934,000] 2.14] 3.63 | 40,695 67,658 | 31,148 | 60,381 | 6,960 | 5,253 | 2,587 | 2,024 | 95) 52 
Maine........... 793,000| 2.47 | 5.42| 19,444] 42,254 | 15,292} 38,366 | 2,691) 2,544) 1,461 | 1,344) 140) 61 
Maryland........ 1,597,000] 4.24] 8.30] 66,152] 126,226 | $2,316 | 112,680 | 8,238 | 8,678 | 5,598 | 4,868 | 176 | 97 
Massachusetts... 4,242,000 5-35 | 9.27 | 221,530] 378,049 | 187,471 | 341,401 | 16,815 | 20,881 | 17,244 | 15,767 | 185 | 108 
Michigan......... 4,490,000] 4.40 | 7.96 | 188,669| 323,733 | 160,601 | 300,877 | 16,412 | 14,146 | 11,656 | 8,710) 176 | 9% 
Minnesota........| 2,686,000] 2.73 | 5.07} 71,291] 128,237] 61,172 | 119,737 | -6,598 | 5,682) 3,521 | 2,818 | 86 | 52 
Mississippi... .... * 1,790,618] .95| 1.52] 16,985) 27,213 | 13,687) 25,083 | 2,188 | 1,441 | 1,110) 689 | 58) 42 
Missouri......... 3,510,000| 3.13 | 5.41 | 109,059] 186,784 | 87,901 | 168,261 | 13,320 | 11,888 | 7,838 | 6,635 | 131 | 66 
Montana......... 714,000] 2.86 | 6.10 | 19,239] 44,011 | 17,371 | 42,720) 1,388) 942) 480) 349) 30) 17 
Nebraska......... 1,396,000] 2.60] 4.95 | 35,661} 66,512 | 29,546 | 61,582} 4,551 | 3,638 | 1,564) 1,292} 49 | 28 
Nevada.......... + 77,407] 8.00 | 13.78 | . 6,164] 10,664 5,478 | 10,176 | 579 | 420°} 107 68| 29| 17 
New Hampshire... 455,000| 3.63 | 7.03 | 16,413} 31,532) 13,552 | 28,941 | 1,902 | 1,769 959| 822| 74] 4 
New Jersey....... 3,749,000] 4-19 | 8.71 | 150,874| 299,904 | 107,679 | 261,666 | 26,476 | 24,856 | 16,719 | 13,382 | 215 107 
New Mexico...... 392,000} 1.88 | 3.09] 7,203} 11,595 | 6,244} 10,873 | 790] 593 169| 129) 5] 19 
New York........ 11,423,000] 6.74 | 11.71 | 751,941 | 1,215,640 | 572,231 |1,069,001 |101,934 | 84,126 | 77,776 | 62,513 | 335 195 
North Carolina....| 2,897,000] 1-38 | 2.35 | 38,740| 63,864 | 32,782 | 58,846 | 3,822 | 3,310 | 2,136 | 1,708 | 82 59 
North Dakota... ./** 641,192| 1-83 | 2.82| 11,715| 19,160 | 10,715] 18,215} 799 | 75 | 201 170| 44| 14 
SRE ee 6,710,000] 3.47 | 6.72 | 224,643| 418,048 | 180,924 | 379,941 | 27,043 | 24,048 16,676 | 14,059 | 435 | 77 
Oklahoma........ 2,384,000 1.78 | 2.88 | 40,825] 63,357 | 31,324 | 57,354 | 6,311 | 4,060 3,190 | 1,943 | 169 | 60 
Oregon........... 390,000] 3.77 | 7.10} 32,542} 66,669 | 26,914} 61,874 | 3,922 | 3,359 1,706 | 1,436} 55| 30 
Pennsylvania. .... 9,730,000] 3-98 | 7.75 | 376,923) 713,427 | 306,893 | 648,268 | 40,223 | 39,085 29,807 | 26,074 | 195 | 109 
Rhode Island. .... 704,000| 4.29 | 7.71 | 29,123] 48,792 | 23,408 | 43,858 | 3,273 | 2,771 2,442 | 2,163 | 200] 138 
South Carolina....} 1,845,000] -87 | 1.59 | 15,727] 28,090) 13,733} 25,978 | 1,375 | 1,506 | 619 | 606 | 27 | 26 
Sesth Dekots..... 696,000| 2-51 | 4.01 | 17,086) 26,506 | 15,650 | 25,472 | 1,156 g25| 280} 209} aw} 1 
Tennessee. ....... 2,485,000] 1.42} 2.78) 34,689] 66,981 | 27,325 | 60,115 | 4,602 | 4,62 2,762 | 2,304} 90] 51 
a 5,397,000| 2-10 | 3.84 | 109,448 | 192,735 | 88,950 | 173,371 | 14,563 | 14,461 5,935 | 4,903] 99] 53 
le 522,000] 3-19 | 5.92 | 16,101} 28,685 | 13,842 | 26,753 | 1,604 | 1,398 655 | 534) a1] 21 
Vermont. ......: * 352,408] 2.71 | 5.85] 9,559] 20,618 | 7,560} 18,906 | 1,331 | 1,180 668 | 532| %% : 
Virginia.......... 2,546,000| 1-51 | 2-95) 37,507] 71,597 | 30,432] 65,046 | 4,821 | 4,485 2254; 2966) | * 
Washington.......| 1,562,000] 4-99 | 9-1! | 78,030] 138,181 | 67,604 129,751 | 8,140 | 6,634 | 2,286 | 1,796 35 2 
West Virginia..... 1,696,000] 2:19 | 4:76 | 35,810} 75,037 | 30,573 | 70,072 3,492 | 3,297 | 1,745} 1,668 | © ye 
Wieesin........ 2.918,000| 3-88 | 6-47 | 110,485] 179,275 | 95,602 | 167,684 10,227 | 7,650 | 4,656 | 3,941 . 
Wyoming......... 241.000] 4-51 | 10.58 | 10,336] 22,947 | 9,236 | 21,985 816 698 284 | = 264 
Total.......... $118,628,000| 3.60 | 6.55 |4,171,051| 7,369,788 [3,340,381 |6,672,650 |503,634 |437,330 [327,036 |259,808 | $176 $ % 


*Population, Jan. 1, 1920—decrease 1910-1920. **Population, State Census 1925. 
tHawaii population 1924. 


1927 not available. 


tProvisional Estimate; data on births, deaths, immigration and emigration from 1926 to 
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Marcu 31, 1928 SALES MANAGEMENT 9 
Number of Cities and Villages in the United States 
How They are Divided by Population 
| 
| Towns Towns Towns Towns Towns Towns Towns 
Towns | Towns 
a Between Between Between Between Between Between Between Cue 
STATE 1.000 1,000 and | 2,000 and | 3,000 and | 5,000 and | 10,000 and | 25,000 and | 50,000 and 100.000 
Po wel re 2,000 3,000 5,000 10,000 25,000 50,000 100,000 heels ihe 
Population | Population | Population | Population | Population | Population | Population 
MbAN Gti 2 leo ox crooner 1,314 58 26 18 9 7 1 1 1 
BVO. oc ie Eee ar 294 17 7 7 7 1 ) RS Teepe ik rer ars. 
DR os cdc. Kaci | 1,490 45 29 15° 8 5 1 > . J ante 
Cantona as, 1,007 101 46 40 24 16 3 6 + 
COltdAO 66 hie A 718 36 13 9 5 a ye SR Mee over 1 
COnnEEHCMEL Soe ei cews 217 66 23 27 20 20 G 2 3 
cM WALGr cee eG ete 130 5 5 6 We eer ca CP eee SSCA Shee cece 1h Cease. 
Dist. of Columbia.......... |) eae Serres 6 | | eee oho Ms | hte Seon ee 
MIGKOR aoe nee eee 819 41 17 10 10 5 a S? ‘Pees 
GREER A reas vcd (toate coy aoe 1,164 ip: 34 21 14 8 1 3 1 
1 ee eae I rch 351 20 10 6 7 ) Lan Cele Been erm Bac 
MNO Geet 6 Bir x | ee 1,701 215 73 50 47 31 11 6 1 
LC ET ea Ran eed Pie 1,474 97 26 30 22 19 7 6 1 
OR ies hl PON hin ete Soy oli Hae 1,349 111 36 31 18 11 4 3 1 
WansaGeric. 4h 34.08uteue 1,138 71 26 29 10 13 1 2 1 
WEEUCR Yor. c oc Se cued ep ek » SkSsS 56 19 24 13 + 3 1 1 
WOMANS: 6k. os boa na nee 1,073 53 17 15 8 3 1 1 1 
RAG ee SAE at 772 119 35 20 12 6 "Z | Aan oe 
CET 571 | ee ee 984 40 9 11 3 2 gel Rae 1 
Massachusetts. ............ 338 130 69 45 52 44 12 6 9 
Re ee eee ee 1,560 104 37 24 38 19 5 6 3 
MASTINOSOCH b 52 ohaiGic hehe oes 1,432 85 33 21 15 OP ~ ie basa Baca grad 3 
WHSGISSIDOR eer hoes Seas 1,202 46 17 10 8 Sr lk secwies. (b Oaacees lieu 
WInGOI Ire ee 1940), Sito bees 2,421 98 35 28 15 9 2 1 2 
MONEANA). cee 25,8 co.cc des 661 21 7 3 6 2 ) an Coe ete Bees > 
SCT EC. a ae ee a 761 65 22 8 9 sae \ May Pes a 1 1 
[107271 Ca Se an 123 13 5 7s ade WR Sae setae! BU Revie saatte © Sows a Reena 
New Hampshire............ 136 58 17 8 5 7 1 Rt iPS. cares 
Bee err 660 103 49 41 36 27 10 6 6 
New Memc0) oc .scceiiicse cos 497 20 7 10 - BS cb gceiese in AD iSatecse.. beatae 
NS WR ois i's en's ce os 2,283 164 70 62 20 50 10 a 9 
North Carolina............. 1,185 83 30 14 10 10 5 ) a Beh rae 
North Dakota............. 708 28 2 5 2 3 Pras) oc. tcaln Dae 
EE bra eno 2,246 143 37 48 53 29 14 2 8 
Ny Seer ee 853 76 40 21 14 8 ) anal Seer 2 
CR a5 colin tes. Looe ee 466 ah 7 8 8 Su chased aaa, Hees 1 
Pennsylvania.............. 3,857 300 134 108 86 65 10 8 5 
Rhode Island.............. 77 22 11 17 10 6 5 1 1 
South Carolina............. 609 44 21 17 10 3 3 Bil. ae: 
South Dakota.............. 587 35 6 + + 4 Vo Ia ere Pee 
I i i ah na 1,787 47 24 22 8 ; i errr ee 2 2 
EB pee er en 2,853 194 55 48 30 20 5 2 5 
RO eee a 253 42 14 8 1 2 i av eee eae 1 
INN tae tk ow ee 353 63 4 6 6 . ae (Ra Emre bo ek 
i ee 1,816 61 14 13 10 4 3 2 2 
Wingo... ....... << 644 41 12 12 6 6 y eal eit genes 3 
West We hc ok wie 1,991 66 17 13 7 6 Z BAY Sees 
Wisconsin ARTA Chins wate 1,343 83 24 32 20 11 7 2 1 
Wyoming....... 222 18 7 2 a ) | set ore ele) On ere ream (Sear > 
RRR Dr aends OER 53,065 3,508 1,284 1,026 733 527 151 85 83 


Courtesy Buckley, Dement, & Co., Chicago, 1927. 


SALES MANAGEMENT Marcu 31, 1928 
Kstimated Population of the United States 1910 to 1927 
STATE 1910 1920 1921 1922 1923 1924 1925 1926 1927 

United States........ 91,972,266 |105,710,620 |108,445,000 |109,893,000 |111,693,000 |113,727,000 |115,378,000 |117,136,000 |t118,628,000 
NN Oe iis 5008 2,138,093 | 2,348,174 | 2,391,000 | 2,412,000 | 2,440,000 | 2,472,000 | 2,499,000 | 2,526,000 | 2,549,000 
MME. cso cccsnes 204,354 334,162 360,000 374,000 391,000 411,000 428,000 445,000 459,000 
Arkansas.............. 1,574,449 | 1,752,204 | 1,789,000 | 1,807,000 | 1,831,000 | 1,858,000 | 1,880,000 | 1,903,000 1,923,000 
NRE» 6 6osks dees ke 2,377,549 | 3,426,861 | 3,640,000 | , 3,747,000 | 3,887,000 | 4,049,000 | 4,180,000 | 4,316,000 | 4,433,000 
tk gs Se as 799,024 939,629 968,000 983,000 | 1,001,000 | 1,023,000 | 1,040,000 | 1,059,000 | 1,074,000 
Connecticut........... 1,114,756 | 1,380,631 | 1,435,000 | 1,462,000 | 1,497,000 | 1,538,000 | 1,572,000 | 1,606,000 1,636,000 
Delaware.............. 202,322 223,003 227,000 229,000 232,000 235,000 238,000 240,000 243,000 
Dist. of Columbia......| 331,069 437,571 459,000 470,000 484,000 501,000 | - 514,000 528,000 540,000 
omen: 752,619 968,470 | 1,055,000 | 1,112,000 | 1,170,000 | 1,228,000 |**1,263,549 | 1,317,000 1,363,000 
I PIES 2,609,121 | 2,895,832 | 2,954,000 | 2,983,000 | 3,021,000 | 3,066,000 | 3,102,000 | 3,139,000 | 3,171,000 
Bc .castpoucaes 325,594 431,866 453,000 464,000 479,000 495,000 508,000 522,000 534,000 
NE 6 0s a's wale 5,638,591 | 6,485,280 | 6,657,000 | 6,744,000 | 6,856,000 | 6,987,000 | 7,092,000 | 7,203,000 | 7,296,000 
SS OT 2,700,876 | 2,930,390 | 2,977,000 | 3,000,000 | 3,031,000 | 3,066,000 | 3,095,000 | 3,124,000 | 3,150,000 
I ee 2,224,771 | 2,404,021 | 2,409,000 | 2,412,000 | 2,415,000 | 2,418,000 |**2,419.927 | 2,423,000 | 2,425,000 
Nie cos Mcoues 1,690,949 | 1,769,257 | 1,782,000 | 1,790,000 | 1,799,000 | 1,807,000 |**1 812,986 | 1,821,000 1,828,000 
Kentucky............. 2,289,905 | 2,416,630 | 2,442,000 | 2,455,000 | 2,472,000 | 2,492,000 | 2,508,000 | 2,524,000 | 2,538,000 
Louisiana..............| 1,656,388 | 1,798,509 | 1,827,000 | 1,842,000 | 1,861,000 | 1,882,000 1,900,000 | 1,919,000 1,934,000 
Eee ee 742,371 768,014 773,000 776,000 779,000 783,000 787,000 790,000 793,000 
Maryland............. 1,295,346 | 1,449,661 | 1,481,000 | 1,497,000 | 1,517,000 | 1,541,000 | 1,560,000 | 1,580,000 1,597,000 
Massachusetts......... 3,366,416 | 3,852,356 | 3,936,000 | 3,991,000 | 4,047,000 | 4,103,000 |**4.144,205 | 4,197,000 | 4,242,000 
Michigan.............. 2,810,173 | 3,668,412 | 3,842,000 | 3,930,000 | 4,044,000 | 4,177,000 | 484,000 | 4,396,000 | 4,490,000 
Minnesota............. 2,075,708 | 2,387,125 | 2,450,000 | 2,482,000 | 2,524,000 | 2,572,000 | 2,611,000 | 2,651,000 | 2,686,000 
Mississippi............ 1,797,114 | 1,790,618 |* 1,790,618 |* 1,790,618 |* 1,790,618 |* 1,790,618 |* 1,790,618 |* 1,790,618 |* 1,790,618 
Missouri. .............| 3,293,335 | 3,404,055 | 3,427,000 | 3,438,000 | 3,453,000 | 3,470,000 | 3,484,000 | 3,498,000 | 3,510,000 
Montana.............. 376,053 548,889 584,000 601,000 624,000 651,000 672,000 695,000 714,000 
Nebraska.............. 1,192,214 | 1,296,372 | 1,318,000 | 1,328,000 | 1,342,000 | 1,358,000 | 1,371,000 | 1,385,000 1,396,000 
ee 81,875 77,407 |* 77,407 |* = 77,407 |* = =—-77,407 |* ~=—-77,407 |* =. 77,407 [* —-77,407 |* 77,407 
New Hampshire........ 430,572 443,083 446,000 447,000 449,000 450,000 452,000 454,000 455,000 
New Jersey............ 2,537,167 | 3,155,900 | 3,281,000-| 3,345,000 | 3,427,000 | 3,522,000 | 3,600,000 | 3,680,000 | 3,749,000 
New Mexico........... 327,301 360,350 367,000 370,000 375,000 380,000 384,000 388,000 392,000 
New Week. ..........4% 9,113,614 | 10,385,227 | 10,600,000 | 10,744,000 | 10,887,000 | 11,030,000 |+*1 1,162,151 | 11,304,000 | 11,423,000 
North Carolina......... 2,206,287 | 2,559,123 | 2,631,000 | 2,667,000 | 2,714,000 | 2,768,000 | 2,812,000 | 2,858,000 | 2,897,000 
North Dakota......... 577,056 646,872 645,000 644,000 643,000 642,000 |** 641,192 |** 641,192 ** 641,192 
OL re 4,767,121 | 5,759,394 | 5,961,000 | 6,062,000 | 6,194,000 | 6,347,000 | 6,470,000 | 6,600,000 | 6,710,000 
Oklahoma............. 1,657,155 | 2,028,283 | 2,103,000 | 2,141,000 | 2,191,000 | 2,248,000 | 2.294.000 | 2,342,000 | 2,384,000 
eS eee 672,765 783,389 806,000 817,000 832,000 849,000 863,000 877,000 890,000 
Pennsylvania.......... 7,665,111 | 8,720,017 | 8,934,000 | 9,042,000 | 9,182,000 | 9,344,000 | 9476,000 | 9,614,000 | 9,730,000 
Rhode Island.......... 542,610 604,397 626,000 640,000 654,000 668,000 |** 679,260 693,000 704,000 
South Carolina......... 1,515,400 | 1,683,724 | 1,718,000 | 1,735,000 | 1,757,000 | 1,783,000 | 1,804,000 | 1,826,000 1,845,000 
South Dakota.......... 583,888 636,547 649,000 658,000 666,000 674,000 |** 681,260 689,000 696,000 
Tennessee............. 2,184,789 | 2,337,885 | 2,369,000 | 2,385,000 | 2,405,000 | 2,429,000 | 2,448,000 | 2,468,000 2,485,000 
ee, Pee 3,896,542 | 4,663,228 | 4,819,000 | 4,897,000 | 4,999,000 | 5,117,000 | 5.212.000 | 5,313,000 | 5,397,000 
Ns x ip:a:hiy pekina salen 373,351 449,396 465,000 473,000 483,000 494,000 504,000 514,000 522,000 
so x sngirvslan 355,956 352,428 |* 352,428 |* 352,428 |* 352,428 |* 352,428 |* 352.48 |* 352,428 |* 352,428 
a 2,061,612 | 2,309,187 | 2,359,000 | 2,385,000 | 2,418,000 | 2,456,000 | 2,486,000 | 2,519,000 | 2,546,000 
Washington............| 1,141,990 | 1,356,621 | 1,400,000 | 1,422,000 | 1,451,000 | 1,484,000 | 1,510,000 | 1,538,000 | 1,562,000 
West Virginia.......... 1,221,119 | 1,463,701 | 1,513,000 |. 1,538,000 | 1,570,000 | 1,607,000 | 1,638,000 | 1,669,000 | 1,696,000 
Wiecomtin............:. 2,333,860 | 2,632,067 | 2,693,000 | 2,723,000 | 2,763,000 | 2,809,000 | 2,846,000 | 2,885,000 | 2,918,000 
Wyoming.............. 145,965 194,402 204,000 209,000 216,000 223,000 229,000 236,000 241,000 


{Provisional Estimate; data on births, deaths, immigration and emigration from 1926 to 1927, not available. 


**Population, State Census, 1925, 


*Population, Jan. 1, 1920; decrease 1910 to 1920, 


Figures for 1910 and 1920, U. S. Census; Other Years, Department of Commerce Estimates. 
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Count of Manufacturers by States 


Section and Manufacturers Manufacturers Manufacturers Manufacturers Manufacturers 
State General $5,000 and Over | $50,000 and Over | $100,000 and Over | $250,000 and Over 
a NEW ENGLAND 
0) Wait rete clin on ny oy oleae es 2,159 1,398 650 338 192 
= New Hampshire................- 1,053 731 453 251 141 
REET ES yr eet ee Sere eter 1,278 742 417 232 123 
100 Massachusetts...............0-- 9,245 6,015 3,821 2,524 1,610 
00 | ne 1,679 1,028 637 429 253 
00 Conhectiout. ls cscacoksncoeoe. 3,105 2,035 1,263 872 598 
(0) ‘POtal eases cat5es: 18,519 11,949 7,241 4,646 2,917 
va MID-ATLANTIC 
” EE ee 33,608 21,116 12,415 6,657 3,920 
(00 | eee ere ere Tee 7,254 4,022 2,308 1,437 951 
0) Pennsylvania. ...........ee00e5. 17,350 12,004 7,633 5,412 3,160 
Dreamers ss oct oi Nac ccumeneoesae 393 253 137 85 50 
00 I i i Sinko Soe 2,938 1,889 1,193 713 398 
00 District of Columbia............. 427 262 158 106 78 
i a. oo 61,970 39,546 23,844 14,410 8,557 
vs CENTRAL 
00 RS aie eit iad Duluth a teem ta) 10,948 7,603 4,866 3,225 2,189 
- DAMA cassis wcdsnnctonnide 5,253 3,724 2,149 1,305 814 
I i tetera tes el 13,448 9,244 5,699 3,580 2,424 
00 ee a ee 6,651 3,873 2,446 1,606 1,078 
(00 WHRGORSNIN 254 0 coke de centre e es 7,004 4,077 2,300 1,425 1,180 
SC ae eee Ter ee 3,346 2,122 988 573 358 
” OOOO 5,803 4,091 2,486 1,553 1,053 
00 ANGER ue Solan csiesine acm epeKe ene 1,929 1,332 697 404 256 
00 INGE CABM Ao 8s oro cwveidd. cee uncer ae 1,449 902 459 283 185 
00 i. os cccidbveiamaiedds 4,418 2,499 1,220 752 570 
00 IN. & s'txcdbivacedaunas 528 312 128 75 55 
00 SOUU PMROCDS 50:6 vance ceandeleieds 594 324 104 72 38 
18 (| nha ey 61,371 40,103 23,542 14,853 10,200 
7 WESTERN 
OMAR tea: ist auien dts Cae keens 517 316 161 102 74 
00 17 ER ena re eae eee mere 1,916 1,220 673 421 303 
07 Wise PENT os wan eld cceemewess 3,215 1,851 1,155 722 517 
M) DN AU ki indi oenadninnaenes 427 267 164 105 64 
00 ee ee ee 9,402 5,961 3,777 2,519 1,728 
00 COD Os viene c teh coeur ee 1,383 862 522 351 247 
00 ee 580 380 218 140 98 
00 PO I caeivvnnesekvetuawss 226 123 70 53 34 
9? Pitt ends bane weenats 227 135 91 81 59 
WIE cho. oc ieee ph wa eunts 116 58 37 i9 14 
1 ING iin ceucicecenartins 2,118 1,442 895 565 423 
. MM cscs cacorsienmantias 174 117 65 47 43 
WEAR aac 20,301 12,732 7,828 5,125 3,604 
” SOUTHERN 
00 oo RE Ee ee 2,623 1,395 803 564 364 
ss Vviccxisaciandkowas 2,155 1,326 781 452 258 
00 Pate sth-ckecrestotdenleeens 2,168 1,118 683 425 257 
00 ies sca shine conc wieceds 3,337 2,109 1,276 822 557 
00 i PROT PAO AS Tr 2,675 1,622 877 459 235 
00) a ER eee eee Ney 2,030 1,320 939 616 438 
I fd ek ea crt 2,023 1,205 653 419 228 
0) Month CHM icine cexkcnndss 3,363 2,320 1,441 901 464 
ws South Nn icig cor onnnutnantcaaks 1,386 846 576 350 236 
20 i. RR er er eae 3,310 2,246 1,347 850 488 
eaten renee yg ener ORT! 7,096 4,164 2,271 - 1,506 850 
00 ER ee ie 3,039 1,936 1,141 621 342 
00 West Virginia. ........cccheeee: 1,479 1,054 686 453 378 
00 CC) | ee 36,684 22,661 13,474 8,438 5,095 
00 
_ Spend TH 6 ik ivcvsdees 198,845 126,991 75,869 47,472 30,373 


Courtesy of List Department—Boyd’s City Dispatch, New York City, N. Y. 
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SALES MANAGEMENT 


Marcu 31, 1928 


Count of Dealers and Jobbers by States 

-¥ a + 5 a: 

Es 2 q > Se ‘ Ss + 2. | of 

STATE Be | fea | sa |-82.| 2 2 | SA | 35 s | see] ¢] Bs | 22 | Bs | Fe 

<e |of> |] §@ | BAS | Fe = | Sg | Ue g | see] 8 | Ae | Se | Be | HE 

o¢g 30s Cy 02,8 30 A CM) oY 20 = 2.8 o o 22 2 ov 

Ma | en | Se | eam | ma oe AS = ~O | OAS % ms HQ me | && 
Alabama...... 122} 687) ~— 133 11} 109) 591] 266 83} 929} 605 70; 250) 184 
Arizona....... 105} 170 50 7; 2221 221) 204 58} 133} 138 38 18} 74 
Arkansas...... 206 632 97 8 117 562 387 53 937 555 74 241) 448 
California. .... 2,056} 1,999} 650} 209} 2,351) 2,508] 3,117] 785} 2,513] 1,671) 1,074} 198] 995 
Colorado...... 354, 587} 121 57} 467; 573| 575 542} 637| 3491 137; 161} 450 
Connecticut... . 680} 1,434) 202} 134,  650| 874] 1,904 837; 701) 874 248 80} 392 
Delaware...... 56} 183 30 13} 173) 117) 263 89} 101} 117 18 44} 56 
Dist. of Col... . 150} 265 64 13} 244, 283| 275 41, 197} 223 62 5} 32 
Florida........ 339] 899} 354} 235; 293] 782) 649] 259] 1,049] 926 281 46] 267 
Georgia....... 143} 1,029} 139 40| 162} 790} 318] 236] 1,177} 928 83} 251} 363 
Idaho......... 121] 180 34 6} 267} 248] 302) 240/ 230) 131 41 86|. 197 
Illinois........ 2,600} 5,199} 699} 652} 2,145] 3,285] 4,775} 918] 3,743] 2,573, 884] 464] 2,658 
Indiana....... 880] 1,862} 438}  173| 928) 1,509] 1,517 400] 1,669] 1,016 380) = 365)_1,145 
lowa.......... 651] 1,464, 216} 175} 680} 1,239] 977} 850; 1,473| © 528} 391) — 250) ‘1,715 
Kansas........ 529] 1,043) 157 55} 296 897) 775! 422) 1,167; 508} 346! 256) 1,243 
Kentucky. .... 326] 1,039} 125 64, 227; 832)  746/ 129) 891} 813| 100) 569) 639 
Louisiana...... 322| 738} 190 30) 131} 522} 374 191| 858] 610 81 65| 278 
Maine........ 281] 715/ 118 58} 693) 752] 1,356} 575 423/ 511) 166 180) 653 
Maryland..... 565] 756} 136| 111)  445| 672) 2,602} 320) =~ «612 ~S 635} =~ 166] ~—:195| 269 
Massachusetts 1,854] 3,068} 382}  202| + 1,406 2,057} 3,302} 1,951/ 1,857] 2,202} 510)  103| 756 

| 

Michigan...... 1,494) 2,749} 641} 304] 1,245} 2,382} 4,409] 1,065 2,034] 1,884;  544| 552) 1,031 
Minnesota... . 741} 1,360} 241) 196] 439) 1,301} 2,587} 1,146) 1,080] 533} 336) 558) 1,131 
Mississippi... . . 77| 637 ree 90} 447 88 93; 728] 531 47, 155} 212 
Missouri... ... 1,145 1,764, 218] 205} 487] +1,495| 2,320} 410) 2,292] 1,514] 391} 590! 1,292 
Montana...... 146| 326 62 27| 306} + 343} 361) 223; 300) 151 74 64, 272 
Nebraska...... 383| 722; = 108 56}  285| 674 694 918| 908] 237| 235| 195) 1,199 
Nevada....... 34 77 8 5 53 69 70 25 48 37 14 9} 28 
New Hampshire 179} 484 103 19) 251} 380) 366 6541 235] 258] 103 72| 244 
New Jersey... 1,654} 2,898} 413) 195] 1,884} 1,836} 6,024) 679] 1,709} 2,439} 405} 110) 653 
New Mexico... 69} 137 41 2} itt} = 144] 142 83} 134 162 18 39} 153 
New York..... 4,905] 8,142} 1,171] 1,413] 7,835] 6,177) 9,651] 2,744} 6,068] 4,935| 2,022} 704) 2,212 
North Carolina. 107} 1,056] 237 15} 196) 965} 443 95, 905} 782 97,| 474) 265 
North Dakota. 102) 281 37 7 85| 227) 564 2461 336 93 55} 100) 447 
| RR 2,081} 3,660] 961) 480] 1,916] 2,857] 6,140] 1,029} 2,284) 2,228] 771) 522) 1,692 
Oklahoma..... 376 1,084 132 15| 224 920) 691) 159} 1,405} 886) 176; 198) 909 
Oregon........ 283} 416) 122 37; 314 433} 971) 1,888} 495} 248] 158} 143) 421 
Pennsylvania . 3,024; 6,326] 972) 918! 6,305] 4,836] 10,545] 836! 4,025} 3,739} 1,402) 1,048) 1,878 
Rhode Island. . 320) 541 50 43} 209} 322} 227; 437) 337| 404 83 32} 126 
South Carolina 84, 567 96 7; 120) 533} =. 208 50|  577| 572 50; 105} 183 
South Dakota... 154) 378 38 26) 103} 266 401 450/ 384 89 95 54| 653 
Tennessee. .... 182; 981) 146 21} 160 667; 334 229| 876, 759 91, 554 627 
Texas......... 870} 2,438] 581 37| 523} 2,283} 2,040] 865] 3,324} 2,846] 415] 389) 1,781 
Ss eee 116} 222 48 11 75, 251} 421} 171) 192 83 64, 115) 131 
Vermont...... 91, 330 49 21} 204] - 298] 246) 664 156] 187 70} 146} +330 
Virginia....... 192) 992} ~—-180 34, 2621 825 958] 106 771) 545} 146) 607) 451 
Washington... . 501} 739} 210 61} 726} 813} 1,717) 4,289) 742} 431} 275} 153) 700 
West Virginia. . 706} 183 32} 186] 670! 1,079} 107] 484)  393/ 172) ~ 289) 389 
Wisconsin. . . . . 973, 1,646 513) 469} 625} 1,370] 2,306] 5,072| 1,172; 753] 413) 625) ‘1,171 
Wyoming... ... 84, 146 40 9) 147) =180} = 162} — «171 125 63 33 27,97 
RS 32,921] 65,754} 12,005} 6,918] 37,372] 53,278] 80,844| 33.883] 55,423] 43,696] 13,905| 12,456) 33,482 
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Count of Dealers and Jobbers by States 


| 


: 2 2 8 fe 5 
i's 2 2 , . fs ‘ = 2 Es €3 - £ 
33 3 | 2 | 3 | S85] 2 [se | 83 | sea} $8 |] $3 | o8 | es | 
iS sas F 3S 38 F 35s sv | £oy 53 | t= og 3 3s 8s st 
firs ~AS G x qa ~ MAO | SE | Bas == | Bud aw as “a ann “§ 
po Alabama...... 694 6,661; 3,705}  437| 274 140 126 57 119 95 73} 255 40 89} 578 
449 Arizona....... 109} 384, 876 127 88 86 42 30 45 43 57 70 11 38} 140 
995 Arkansas. ..... 628} 5,051} 3,471 619} 229) 261 74 33 89 59 72} 271 30 86, 438 
450 California... .. 1,243] 1,890} 12,864} 1,814] 1,525 894 1,137} 405 617) 9801 764 1,694} 1,135) 398] 1,501 
Colorado... ... 366| 1,081] 2,465 531 304, 340 151 152 161 122 162} 406 135 105| 328 
BS Connecticut... . 291 391} 5,916} 452) 375 181 538} 617} 238} 318) 208) 503 170} 132} 630 
30 Delaware...... 60} 339) 611 106 57 45 33 19 29 27 13 55 15 19} 43 
67 Dist. of Col... .. 79 12) 1,256 122 127 11 39 30 70 78 80} 315 97 30} 90 
363 Florida........ 488] 2,053 4,378} 470) 300] 282 140 199} 226) 238 180| 402 69 164, 301 
: Georgia....... 760} 5,852} 5,849} 699) 327 176 149 89 199 102 98| 444 54 148} 561 
97 
; ; 4 Idaho......... 149, 558 556| 278 125 188 44 71 75 47 50 138 12 45} 140 
1145 Illinois... .... 1,709} 4,080} 14,917) 3,305] 1,593} 1,593} 1,554!  602| 1,433] 1,304/ 863} 3,622] + 1,560| 423| 1,868 
C715 Indiana....... 911] 3,166] 7,888} 1,563} 852] 7901 668) 202} 588 517| 365} 1,004, 534) 333] 1,145 
1943 ee 839| 2,597] 4,103} 1,989} 890} 1,404) 353] 275} 469| 309} 320) 1,039] 216 188] 1,334 
Kansas........ 892} 2,324} 3,936] 1,526) 560) 1,133 189) 203} 230 186, 249} 675 133 149} 853 
fs Kentucky... .. 794| 8,531) 5,531 940|  327| 303 139 91 155 145 110| 360 80} 126) 452 
653 Louisiana...... 504] 4,197] 5,519) 416] 274 161 136] 132 133 99 69} 281 69 80| 279 
169 Maine........ 217| 1,045} 2,642} 492) 291 174, 214| 362} 225) 259 179} 208 101 178| 490 
756 Maryland... .. 357| 2,375} 4,190} 462) 332 178 181 111 202 164 86} 462) 254 84| 263 
Massachusetts 704} 483] 10,410} 1,263} 989) 349) 1,124) 1,525 715 762| 570} 1,669} 875 286! 1,323 
ee Michigan... .. 753| 2,906] 9,832} 2,241) 1,146} 739)  945/ 337) 650) 595 547| 1,453, 678} 384} 1,191 
1 Minnesota... . . 770} 3,047} 4,579] 1,966} 822} 1,199} 357] 203} 399} 275} 403} 1,106}  260| 219] 787 
292 Mississippi... . 580| 6,435| 2,935) 436 143 173 54 25 101 52 48 167 21 93] 327 
179 Missouri... .. . 1,174} 5,254} 8,333] 2,098} 842} 924 493} 216) 386 295/ 364! 1,493] 347 180} 1,205 
7 Montana...... 204 767| 995} 409 186 291 72 61 94 83 73 193 24 84, 176 
Nebraska...... 539| 1,169| 2,169] 1,210} 448) 886 124 89| 237 113 152| 652 89 124, 671 
144 Nevada....... 33 145 144 67 22 27 12 8 13 12 10 40 6 13} 60 
653 New Hampshire 108} 336] ~1,159} 216 139 94 126 367 112 144 104) 162} 43 104} 303 
153 New Jersey... 692} 1,015} 9,925} 1,467} 760) 409) 752} 667; 550} 605} 345) 1,107} 980) 238] 1,164 
New Mexico... 129} 730) 724 154 66 113 25 55 50; 38 44 92 23 32 86 
Bip. 
oe New York..... 2,221) 3,382} 28,400} 3,845] 3,491] 1,181} 2,236] 2,202) 2,475; 1,943] 1,757] 7,031) 3,821 992} 8,296 
447 North Carolina.| 945] 9,490} 5,318 585} 3281 243 141 36| 248 152 108) 347 64 143| 462 
692 North Dakota.. 341] 1,289} 579} 1,106 177| 604 50 63 97) 49 71 283 45 76, 255 
‘909 ee 1,475} 4,260] 15,191} 2,692) 1,438] 916) 1,641 803} 1,011 714,  663| 2,137] 1,707} 341) 1,531 
Oklahoma. .... 852} 2,853} 5,335) 1,210) 342) 859 171 112 184 152 167} 554 109 118, 475 
‘ 
a Oregon........ 240} 935} 2,044 518) 292 151 209} 304, 160; 127 170, 339 74 81| 308 
16 Pennsylvania .| 2,342} 8,420} 26,302} 2,987) 2,007; 1,186} 1,807} 801] 1,477) 953} 850] 2,840] 1,484) 529) 2,104 
183 Rhode Island. . 130 115| 1,927 156 119 54 171 344 88 101 90} 203 82 39} 134 
653 South Carolina. 395 4,340} 3,011 263 164 95 54 24 126 67 55 167 44 63} 307 
South Dakota... 263} 1,051 646] 749} 204 564 45 33 101 72 84, 353 44 73; 321 
627 
78} Tennessee. .... 639| 7,570} 4,718} 693)  263| 308 145 123 139 106 95} 361 46 108} 404 
31 Texas......... 1,491] 5,625) 12,421] 1,898} 1,056] 1,595) 328] 319 544, 445/ 378] 1,080} 212) 338] 1,121 
330 eee 139} 525] . 979 145 121 124 24 85 100 60 65 140 41 37| 162 
451 Vermont... ... 100; 548} 785) 246 123 74 99} . 355 76 112 77 122 34 83| 235 
Virginia... .... 478| 8,185] 4,161 681 330| 205 156 30} 202 111 95} 401 78 115} 461 
700 
389 Washington... . 358] 1,192} 3,580} 661 543} 277} 365} 377) 227; 236; 275) 532 170 164| 471 
17! West Virginia. . 631} 5,129} 3,591 435| 261 130} 120 86 165 131 112| 241 87 109} 297 
97 Wisconsin. . . ., 752} 3,164} 5,001} 1,638) 829] 845 802} 450} 677; 313) 424, 984) 303) 293) 1,066 
a Wyoming... . 79| 365) 397 177 77 124 25 38 54 41 40 90 16 27 92 
482 = 
i ae 30,647| 143,312) 265,364] 48,560) 26,577) 23,079] 18,580) 13,818] 16,761) 13,772] 12,234] 38,545] 16,522| 8,301] 37,229 


14 


SALES MANAGEMENT 


Marcu 31, 1928 


Telephones in the United States 


State 


Number of Telephones 
State 

Jan. 1, 1926 | Jan. 1, 1927 
RECA StAUES oa sass eee eee 16,935,918 | 17,746,168 
PAMPESRIIN 505.5 Soren Sharp ete t Diaries fee ea 109,512 115,451 
PRP as S5 5 oan Soe head GH 29,728 3u727 
PMO 03:55 55 sisi nema e oatenienieme ve 113,667 117,414 
ABOUND <5 not, «0-5 Shwe aad Saker mane 1,027,552 1,126,387 
RORSN TIS tcc fous cry PL dc) ores Rd Be 170,575 176,906 
RDIOR ECE os, S 56. d uo hicwides masisieceeee nw enare 256,813 275,169 
RE ie visas seicia gignos toe es 26,406 27,617 
District of Columbia... .. os. .66..605 4 127,977 137,327 
DURAN Ot A ee bore Sen Salas Lt 127,594 158,065 
NS ts AOC eee 158,440 166,421 
LDS 2 ee a eee ee tee eas 2. 51,617 53,748 
NAIR S00 iahia gion niece a akaneea gation 1,522,959 1,603,271 
FP roi nc Svcd dun Sale Bee NS 535,426 536,671 
NEDOAU A 56 soc bla eisty Bie tpse Sevtihan es ah ings js Te 566,085 564,343 
SAR ort ciceniga te. naanieniet Coe 380,509 387,772 
IAI ccs ecice arora te asmen ds ore SOsiGons hand 223,444 220,105 
REP ANINR IAS on seas. cent aad! w aneeae avs nto enen ee 118,969 130,485 
NPN Noth 6b crareia Shee tua Gri vue ew eeasenades 127,030 128,622 
BURSTEIN 2 be ccti se Pieeek a war haa Seated eS 180,826 191,752 
(TOT 0. Se coe rea 808,194 843,170 
MAREN io loess Oars uve saris cic hee sate oes 631,141 675,568 
RN NOINIE 5. foisted done ucla s Voie Rial 455,451 460,394 
OS) 0 ee re ee ornare 71,543 76,502 
2S ee eS eee eee eee: 620,492 642,092 


New Hampshire 
New Jersey 


Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


DOW EECRRCO 5 o.-c'ccs akc w cise a nioce te pleas 


Number of Telephones 

Jan. 1, 1926 | Jan. 1, 1927 

a 56,221 56,870 
ne 284,695 285,778 
~ 11,720 12,262 
Ps 79,195 81,485 
oe 512,048 558,211 
ee 19,921 20,854 
...| 2,292,650 | 2,442,298 
nit 142,738 151,455 
“a4 83,276 84,291 
1 1,054,426 | 1,078,379 
Px 256,71 270,053 
Py 169,613 178,597 
ad 1,281,314 | 1,333,219 
ae 106,706 | $11,775 
a 60,708 62,911 
Re 110,119 110,841 
tes 203,289 215,813 
oe 557,889 590,106 
— 59,423 61,060 
ne 58,357 | 59,854 
- 170,637 | 177,551 
re 271,453 | —- 286,135 
ee 141,027 142,091 
2] 482,353 499,890 
| 27,471 27,410 


Courtesy American Telephone and Telegraph Company. 


Apparent Per Capita Consumption 


| | 
| Wholesale | Retail 


Commodity Quantity " = a Commodity Quantity Cone | Come 
Boots and Shoes, other than rubber... PT) | ee a LOS AO RRTEZ Cone oe EM PRLS 67.6 lbs. $15.07 
Bread, rolls, biscuit, crackers, cookies.| 85.67 Ibs. « Sf eee Motor Vehicles, including repair 
Se nr Rone cera 17.05 Ibs. 7.67 | $9.34 WORK AONE IN fAGCORIES.,. «...6.6acc ks Uf eden ae 24.97 
SN gd oii fv ok nae SEs Ree BOS tascbecto Rubber (Crude)... 2s... 5c. ose o's eT) Oe: |) ed GE 
ROE ik on pnetaiaa<aeedes 10.92 lbs. 2.43 | 5.62 |} Silk (unmanufactured)............ .66 lbs. Sie Ue eee 
OCLC a ee eee eee See SIE OSS, vos Sr hea emaie Standard Newsprint Paper........| 51:8 Ibs. 1280) [een 
I 05 oo oa nn Bx dens BR oh 1.98 gal. (os ee | 108.5 Ibs. 5.97 | $7.81 
PUP RE rok a tances aly sheet 143.6 Ibs. DIGAO AN. 255-0 9 (| See ear Rens ape aly Sareea * .86 Ibs. ay 65 
SS MRS tr OE em steer 62.1 Ibs. oD Aan eer Mobaceoleat).. <.ccs.0. stares cesta 5.97 lbs. S99. cores 
ES EEE 2 er ee oe 8.7 Ibs. 2 sear \ 1) A erie a an eRe SP aN a TS BS AGHIDO Hoc cc nce dad ues 
Mutton and Lamb............... 5.2) Ibs. oe Ja aa _ 


With the exception of bread, rolls, etc. and ice cream these figures are for the year 1925. The two mentioned products are for the year 1923. 
These figures are compiled from reports of the Census Bureau and Bureau of Labor Statistics. They should not be understood to be derived from 
a special study of consumption. In most cases retail value is not given because of the arbitrary assumption that would have to be made with 


regard to prices. 


Ma 
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928 Marcu 31, 1928 SALES MANAGEMENT , 15 
Comparative Automobile Registrations by States 
_— 1927 1926 1925 | 1924 
nes | 
nail 7 | Numerical % Gain % Gain % Gain 
Sti Gai 1926 1925 | . 1924 1923 
1927 Cars | Trucks Total pe Total Total Total ny : 
‘as over over over 1 otal 
— | over 1926 1925 1924 1923 
870 = Ee a # A — re See SY Lee 
778 Maboma..... 207,459 | 32,456 | 239,915 | 13,985 | 225,930! 161 | 194580!  23.7| 157,262 | 24.2] 126,642 
262 ens... 73,000 | 12,000} 85,000} 11,318| 73,682} 8.3] 68,029 17.6 | 57,828 17.6} 49,175 
485 Arkansas......| 174,141} 32,665 | 206,806|  *2,613| 209,419| 14.1 | 183,589/ 29.31 141,983 | 25.3] 113,300 
211 California. .... 1,491,968 | 223,018 | 1,714,986 | 114,511 | 1,600,475 | 8.3 | 1,440,541 9.2| 1,319,394 | 19.9 | 1,100,283 
vo Colorado. ..... 241,000 | 22,000 | 263,000} 14,387} 248.613) 3.5 | 240,097 12.6| 213,247 | 12.9] 188,956 
298 | | | 
#55 Connecticut ...} 249,000 | 44,700 | 293,700 | 30,465 | 263,235 | 5.0 | 250,669, 15.4| 217,227 | 19.5| 181,748 
291 Delaware......| 38,160 8,641 | 46,801 1,967| 44,834) 11.7| 40,140] 14.2] 35,136 17.2| 29,977 
ie Dist. of Col....| 109,065} 17,286 | 126,351 | 14,854] 111,497| 8.1 | 103,092| 16.1 | 88,762 18.6| 74,811 
053 Plorida........ 331,538 | 62,209 | 393,747 | *7,815 | 401,562 | 40.2 | 286,388 | 46.8 | 195,128 28.4 | 151,990 
es Georgia.......| 260,392 | 38,245 | 298,637 | 21,169 | 277,468 | 11.8 | 248,093 19.4 207,688 19.4 173,889 
~ | | | 
hia Milo......... 90,500 | 10,500 | 101,000} 6,240] 94,760) 16.3| 81,506 17.7] 69,227 11.0| 62,379 
a1 lincis........ 1,255,559 | 184,722 | 1,440,281 | 69,778 | 1,370,503} 8.5 | 1,263,177 12.8 | 1,119,236 15.5 | 969,331 
BAI ieliana....<-. 695,165 | 115,907 | 811,072} 38,746 | 772,326; 6.5] 725,410 11.3 | 651,705 11.7 | 583,342 
813 lowa..........| 646,740 | 54,530 | 701,270 2,272 | 698,998 | 6.0 | 659,202 7.0| 616,128 7.9| 571,061 
- Kansas........) 447,000 | 54,700 | 510,700 | 10,424 | 491,276 | 7.5} 457,033 11.2} 410,891 9.4| 375,594 
| | | | | | | 
854 Kentucky... 260,000 | 30,000 | 290,000 8,443 | 281,557; 7.6] 261,647 13.8 | 229,804 15.8 | 198,377 
eee Louisiana......| 220,500 | 39,500 | 260,000 | 20,500 | 239,500| 15.7| 207,000} 16.3] 178,000 | 30.3| 136,622 
135 Maine........ | 128,969} 25,075 | 154,044 2,558 | 151,486 | 7.8| 140,499 10.1 | 127,178 17.1 | 108,609 
091 Maryland.....| 259,635 | 13,851 | 273,486 | 20,634 | 252,852 | 7.9| 234,247 18.0 | 198,398 17.2| 169,351 
iN Massachusetts | 600,000 | 92,000 | 692,000 1,810 | 690,199; 6.8| 646,153 13.2 | 570,578 18.9 | 481,150 
) | | 
| | ? 
wil Michigan......| 995,310 | 154,690 | 1,150,000 | 31,215 | 1,118,785 | 11.6 | 989,010 14.0| 67,545 18.7| 730,658 
Minnesota.....| 569,065 | 82,266 | 651,331 | 81,046 | 630,285 10.6| 569,694 13.1} 503,437 12.3| 448,187 
Mississippi....| 195,178 | 21,686 | 216,864 | 11,664 | 205,200! 17.8| 174,262| 33.6] 134,680 | 29.1] 104,286 
Missouri... ... 607,147 | 70,461 | 677,608 | 23,054 | 654,554! 8.3| 604,166 11.8 | 540,500 13.4 | 476,598 
Montana......) 94,414] 17,123 | 111,537 7,579 | 103,958} 9.8] 94,656 18.8 | 79,695 7.9| 73,828 
Nebraska......| 338,432 | 30,891 | 369,323 2,550 | 366,773 8.3) 338,719 9.7| 308,715 7.9} 286,053 
Nevada....... | 20,648 5,356 | 26,004 1,990; 24014) 13.4| 21,169 16.8 | 18,118 15.4] 15,699 
—= New Hampshire) 83,200 | 12,800 | 96,000 6,999 | 89,001 9.2| 81,498 14.5} 70,932 19.0| 59,604 
al New Jersey....| $85,924 | 125,204] 711,128}  59,709| 651,415} 12.1 | 580,544 15.0 | 504,217 17.0 | 430,958 
a New Mexico...| 56,241 2,040 | 58,281 3,285 | 54996} 12.0} 49,111 17.8} 41,680 | 30.1] 32,032 
- New York.....| 1,630,713 | 322,567 | 1,953,280 | 137,846 | 1,815,434} 11.1 | 1,625,583 0 | 1,412,879 17.3 | 1,204,213 
North Carolina*|* 396,000 | 39,000 | 435,000} 49,953 | 385,047} 13.1 | 340,287 12.6 | 302,232 | 22.5| 246,812 
North Dakota .| 145,285 | 15,681 | 160,966 3,144 | 157,822} 8.9! 144,972] 23.5] 117,346 7.4| 109,266 
Ohio... 1,389,000 | 203,500 | 1,592,500 | 112,254 | 1,480,246 | 9.9 | 1,346,400 8.4 | 1,241,600 16.1 | 1,069,100 
Oklahoma... 475,000 | 50,000} 525,000} 25,062) 499,938! 17.8| 424,345 14.7} 369,903 | 20.5| 307,000 
| 
hae Oregon... 226,200} 20,900 | 247,100} 13,532 | 233,568} 7.9) 216,553 12.4} 192,615 16.1 | 165,962 
ee Pennsylvania ..| 1,359,234 | 215,284 | 1,574,518 | 119,334 | 1,455,184 | 9.4 | 1,330,433 8.3 | 1,228,587 17.7 | 1,043,770 
y Rhode Island..| 98,479 | 19,700 | 118,179 7,433 | 110,746} 8.8| 101,756 6.6| 95,482 | 25.1] 76,312 
South Carolina.| 181,000} 22,000 | 203,000} 21,811 | 181,189! 7.5 | 168,496 4.2} 161,753 | 26.9| 127,467 
South Dakota..| 153,335 | 16,752 | 170,087 1,857 | 168,230 1 | 168,028 18.0 | 142,396 8.1 | 131,700 
— Tennessee... 272,037 | 27,153 | 299,190} 19,551 | 269,639} 14.3| 244,626 19.5 | 204,680 18.1} 173,365 
- Texas... 994,819 | 111,974 | 1,106,793 | 56,924 | 1,049,869 | 7.8] 975,083| 21.6] 801,712 16.5 | 688,233 
eis Utah..........| 80,500 | 13,200 | 93,700 8,320 | 985,380} *5.7| 90,500] 32.5] 68,316 14.8] 59,525 
er Vermont... 72,775 6,000 | 78,775 4,712} 74.063} 6.5| 69,576 13.7| 61,179 15.9| 52,776 
Virginia... 287,094 | 39,700 | 326,794 4,180 | 322,614} 14.1 | 282,650 7.9| 261,945 19.7} 218,896 
Washington....| 324,905 | 57,900 | 382,805 | 19,526 | 363,279| 10.9] 328,442 11.1 | 295,443 14.4} 258,264 
West Virginia..| 213,779 | 29,857 | 243,636 | 15,800 | 227,836 | 4.7! 217,589 13.9} 190,734 | 20.8| 157,924 
Wisconsin... 610,788 | 91,808 | 702,596 | 40,314) 662,282 | 11.4] 594,386 13.2 | 525,221 14.8 | 457.271 
Wyoming... 46,000 6,400 | 52,400 2,517| 49,883| 4.6] 47,711 9.3| 43,639 9.6| 39,831 
ee 20,282,293 | 2,943,898 |23,226,191 | 1,224,798 |22,001,393 | 5.6 |19,954,347 13.4 117,591,981 | 16.6 |15,092,177 
*Loss, 


**Data for North Carolina is for the first six months of the registration year which begins on July 1. 


ome ures for 1927 are estimates furnished through the courtcsy of Motor Magazine. Figures for the other years are by the Automotive Division of the U. S. Department of 
rce, 
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Income Tax Payers by States—Five Year Period 


1925 1924 1923 1922 1921 
STATE 6 oy 6 9, 
(9) . (0) (4) (4) % 

Number of Total Number ok Saaal Number of Total Number of Total Number of Total 
Alabama.......... 26,278 | 0.63 47,591 0.65 51,049 0.66 43,612 0.64 43,009 0.65 
a eee 10,104 24 21,301 .29 22,899 .30 20,079 .30 18,477 28 
Arkansas.......... 20,597 .49 35,484 .48 35,788 46 32,072 .47 33,830 5 
California. :....... 305,074 | 7.31 511,218 6.94 517,109 | 6.72 420,923 6.20 386,082 5.80 
Colorado.......... 35,808 86 73,350 99 72,366 94 67,463 99 69,676 1.05 
Connecticut.......]| 74,595 1.79 143,406 1.95 149,820 1.95 128,431 1.89 123,269 1.85 
Delaware.......... 9,131 22. 18,892 25 19,202 95 17,141 25 15,889 24 

Dist. of Columbia. .| 43,293 1.04 77,836 1.06 75,796 .98 77,923 1.15 89,966 1.35. 
I 5-5 Pes 76,213 1.82 64,306 .87 49,591 64 41,531 61 42,249 63 
Georgia.. ........ 37,410 90 62,651 85 71,341 93 69,988 1.03 67,719 1.02 
Hawaii........... 9,306 .22 12,387 a7 12,421 16 11,597 17 11,481 V7 
Nee ey 12,907 31 21,436 .29 25,012 32 23,369 34 22,976 34 
SN aes 357,448 8.57 652,501 8.85 676,489 8.79 614,449 9.05 611,558 9.18 
EE ee 80,300 1.93 156,845 y B * 178,831 2.32 153,469 26 150,300 2.26 
RN area a 50,379 1.20 110,404 1.50 135,864 1.76 131,870 1.94 111,483 1.67 
Kansas............| 34,284 .82 84,080 1.14 86,291 1.12 86,915 1.28 88,785 1.33 
Kentucky......... 37,315 .89 72,119 98 79,091 1.03 69,666 1.03 69,496 1.04 
Louisiana.......... 40,695 .98 67,658 92 67,440 .88 66,972 99 67,960 1.02 
Rs ans 5 ssi ces 19,444 47 42,254 57 48,435 63 43,041 63 44,397 67 
Maryland......... 66,152 1.59 126,226 1.71 127,770 1.66 110,896 1.63 112,963 1.70 
Massachusetts. . . . . 221,530 | 5.31 378,049 5.13 415,100 5.39 397,241 5.85 388,442 5.83 
Michigan.......... 188,669 | 4.52 323,733 4.39 350,072 4.55 267,953 3.95 250,147 3.75 
Minnesota......... 71,291 1.71 128,237 1.74 134,360 1.74 122,885 1.81 124,501 1.87 
Mississippi........| 16,985 41 27,213 37 27,851 36 26,897 40 25,614 38 
Missouri.......... 109,059 | 2.61 186,784 2.53 192,282 2.50 173,728 2.56 172,519 2.59 
Montana.......... 19,239 46 44,011 60 42,809 56 38,044 56 36,907 55 
Nebraska.......... 35,661 85 66,512 90 70,545 92 67,503 1.00 71,853 1.08 
Nevada........... 6,164 15 10,664 14 10,467 14 9,723 14 9,719 1S 
New Hampshire....| 16,413 .39 31,532 43 36,876 48 31,787 47 32,410 49 
New Jersey........ 150,874 | 3.62 299,904 4.07 293,503 3.81 301,834 4.45 269,096 4.04 
New Mexico....... 7,203 17: 11,595 16 12,202 16 11,553 17 11,780 18 
New York......... 751,941 | 18.03 1,215,640 16.50 | 1,221,654 15.87 1,102,748 16.25 1,066,637 | 16.01 
North Carolina..... 38,740 {93 63,864 .87 68,191 .89 58,009 86 44,161 66 
North Dakota. .... 11,715 .28 19,160 26 18,054 Bs 18,750 28 18,440 28 
ee 224,643 5.39 418,048 5.67 463,017 6.01 364,988 5.38 367,096 5.51 
Oklahoma......... 40,825 98 63,357 86 70,189 91 72,063 1.06 69,381 1.04 
Oregon........... 32,542 .78 66,669 90 {69,123 .90 61,879 91 62,804 94 
Pennsylvania......| 376,923 | 9.04 713,427 9.68 740,478 9.62 578,770 8.66 621,103 9.32 
Rhode Island. ..... 29,123 .70 48,792 66 66,965 .87 50,076 74 48,057 .73 
South Carolina.....| 15,727 38 28,090 38 28,225 .37 26,830 40 25,160 38 
South Dakota......| 17,086 41 26,506 36 21,928 .28 21,465 32 21,681 33 
Tennessee......... 34,689 .83 66,981 91 69,081 .90 63,555 94 60,949 Id 
ee eee 109,448 | 2.62 192,735 2.62 200,683 2.61 186,865 2.75 200,188 3.00 
Me cuxcuneceas 16,101 .39 28,685 .39 30,242 39 27,325 .40 26,128 39 
Verment.......... 9,559 23 20,618 .28 21,752 28 17,901 26 17,746 mY 
Virginia........... 37,507 90 71,597 97 77,451 1.01 71,523 1.05 76,257 1.14 
Washington*....... 78,030 1.87 138,181 1.88. 136,057 1.77 123,216 1.82 115,593 1.74 
West Virginia... ... 35,810 86 75,037 1.02 89,263 1.16 69,501 1.02 75,277 1.13 
Wisconsin. ..... ....| 110,485 2.65 179,275 2.43 194,050 2.52 160,519 2.37 148,457 2.23 
Wyoming..........] 10,336 25 22,947 31 23,246 .30 21,943 32 22,413 34 
ee 4,171,051 | 100.00 | 7,369,788 | 100.00 | 7,698,321 | 100.00 | 6,787,481 | 100.00 | 6,662,176 | 100.00. 


*Includes Alaska. 


It must be remembered that the income tax law has gone through several revisions during this period. By comparing the percentage of the total that each state has com 


tributed to the total for the country a better index of the worth of that state can be gained. 


-Dartnell Index to County 
Buying Power 


ONCERNS 
like the 
Perfection 
Stove 

Company, General 
Electric Company, 
Duchess Manufac- 
turing Company, 
Western Clock Com- 
pany, Walworth 
Manufacturing Com- 
pany, Armour and 
Company, Western 
Electric Company, General Motors Corporation, the 
Dennison Manufacturing Company, the Eastman 
Kodak Company, and others report that their quotas 
and their sales and advertising expense budgets are 
based on a careful analysis of sales and buying 
factors that affect sales in the individual territories. 
In addition many of these and other leading firms 
use factors showing buying power and quality of 
population as standards for measuring the volume 
of past sales, establishing branch and district offices, 
and selecting territories in which special sales and 
advertising effort will produce the greatest results 
at any given time. 


The County Index and the Quality Index 


Many firms do not find it necessary to consider 
all of the factors here presented. Manufacturers and 
distributors of electric appliances find the figures on 
domestic lighting customers, supplemented perhaps 
by those on bank deposits and income tax returns, a 
good index for their purposes. Farm implement 
manufacturers often use only crop and livestock 
statistics. Other firms engaged in the manufacture 
or distribution of goods for general consumption, 
such as shoes, breakfast foods or hats, use all the 
figures in determining the potential sales ina county 
or state. While every sales executive will have his 
own index and other statistical standards for deter- 
mining what his sales and sales expense in any 
given territory should be, still he will find the Dart- 
nell county buying power studies of value, both as 
check against his own figures, and as a method for 
measuring market possibilities that will suggest 
ways in which his own studies can be broadened 
and made more effective. 


Since the Dartnell County Buying Power Index ~ 


was first published last year we have had many 
Inquiries as to how the quality index should be tied 
up with the buying power index. The common fac- 
tors that contribute to a locality’s income, or buying 
power, have been listed. Also all of the factors avail- 
able that are contributing to the locality’s living and 
social conditions have been listed. A comparison 
between two counties can illustrate the point. Take 
Monmouth county in New Jersey with an index of 
207 and a quality index of 148. Then there is 
Charleston county in South Carolina. It has an index 
of 201 and a quality index of 56. By breaking the 


Statistics showing standards of living 
and buying power by counties for the 
various states have been collected and 
tabulated by The Dartnell Corporation 
to provide subscribers ‘with an index ess wealth in 
for setting quotas, establishing budgets 
and measuring their sales effort in any 
section of the United States. 


Dartnell Index down 
we find that they 
both have about the 
same population fig- 
ure contributing to 
the index but a little 


Charleston county. 
The quality index 
shows us what they 
buy and what they 
have. Only one-half 
the number of maga- 
zines are taken, less than one-third of the num- 
ber of domestic lighting customers, one-fourth the 
number of automobiles, and about half as many 
income tax returns. The population is there but 
they do not buy or use the things that the people 
in Monmouth county, New Jersey, do, and from 
this we conclude that the first mentioned county 
would be a better potential market than the second. 
And the reverse of this would also be true. A county 
with a low index and a high quality index might 
prove to be a better possibility for a manufacturer 
or a distributor than a county having a higher index 
and a low quality index. 

A number of subscribers report that they are 
using the Dartnell county buying power index as a 
standard for measuring the efficiency of their sales- 
men and district managers. A life insurance com- 
pany, by analyzing their past sales and comparing 
them with the index showing the quality of popula- 
tion have established a minimum production for each 
index figure. By checking this against the reports 
of the agents, they are able to determine whether 
a man is producing the business that his territory 
warrants the company in expecting him to produce, 
and to take the necessary steps to bring the volume 
up to the minimum figure. 


Scientific Analysis with Other Factors 


The United States Tire Company and two acces- 
sory manufacturers use the car registrations not 
only as the basis for their quotas, but also as a 
standard for measuring sales in any given county. 
Based on their own past experience average sales 
volume has a definite proportional relationship to 
the number of automobiles in use. This standard 
brings the territories that are not giving the re- 
quired volume to the attention of the sales execu- 
tives in time to permit them to take whatever action 
is necessary to bring sales up to at least the mini- 
mum requirement, 

While most firms report that their past sales are 
the basis for their quotas and the expense budgets, 
they believe that this basis should be further re- 
fined by scientific analysis. They state that by 
using buying power index figures, by giving due 
consideration to the quality of the population in 
any given community, and by making these fig- 
ures conform to the current business conditions, 
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they are able to set quotas that are fair and accu- 
rate and can therefore be attained. Many of these 
sales executives of these and other firms believe 
that scientific methods applied to sales will do as 
much to eliminate the gamble in selling as it has 
done to eliminate wasted effort and energy in pro- 
duction. These men state that they find the Dart- 
nell county buying power index and the factors 
that show the quality of the population useful and 
practical in establishing their sales and quota 
policies. 

As the primary consideration in determining the 
buying power of a county is the total amount of 
income in that county, the first step in this market 
analysis work was to select those factors which 
come nearest to giving accurate information as to 
income. Only basic factors were selected, as follows: 


1. Value Added by Manufacture. 
2. Value of Mined Products. 

3. Crops. 

4. Livestock Products. 

5. Fishery Products. 

Seventy billion dollars was the national income 
back in 1923, as was estimated by the Federal Trade 
Commission. It was divided as follows: 

42 per cent to manufacturing, mining and 
construction 
14 per cent to agriculture 
12 per cent to merchandising, 
or a total of 68 per cent, leaving 32 per cent un- 
accounted for. 

From this, it can be seen that the county wealth 
factors which are given in this county analysis do 
not cover absolutely everything. However, they do 
_ cover the most important basic items, and they also 
cover all of the figures which are obtainable to date 
by counties. To offset items on which figures are 
not available by counties, bank deposits have been 
included in this tabulation. Bank deposits are not 
recognized as a “cure-all” for replacing statistics not 
available. But considered as one of various factors, 
it will help to show any possible discrepancies 
through the omission of important figures in some 
counties. 

Five representative factors showing the standard 
of living have been selected by Dartnell in order 
to weigh the quality of the population in each 
county. The factors are as follows: 

1. Number of domestic lighting customers. 
2. Passenger cars other than Fords. 

3. Ford passenger cars. 

4. Number of income tax returns. 

5. The number of families with telephones. 


These factors indicate the capacity of the popula- 
tion to absorb products and also indicate the acces- 
sibility of the market. 


How the County Index Was Found 


The formula used in devising the Dartnell County 
Index Figure is a simple grading system in which 
one point is allotted for every thousand of popula- 
tion, one point for every five hundred thousand dol- 
lars of wealth produced, and one point for every 
million of bank deposits in the county. The sum of 
these figures is the Dartnell Index for the county. 
By means of this figure the county is given a rating 
and a basis for a quick comparison with all other 
counties. 


The figures for the units used are taken somewhat 
arbitrarily as a means of showing the relative 
density and concentration of wealth and population 
in preference to setting up a per capita index figure 
for each county. A greater importance and weight 
is given to population, which is the basis to a great 
extent for all territorial and quota determination. 

In determining the unit used it was found that it 
took approximately 900 people to produce $500,000 
worth of materials. The unit of one point for 
every one thousand people, therefore, was consid- 
ered a fair one. Less weight is given to bank de- 
posits because deposits include the other factors to 
a great extent. They provide a more accurate pic- 
ture because they uncover some of the factors of 
wealth production which are not obtainable by 
counties. 

By using this figure the marketing man can judge 
the nature of a territory by its density of population 
and concentration of wealth factors, then by using 
the quality index he can see what the people in that 
territory possess in comparison with other counties. 
The Dartnell Index figure should not be confused 
with a per capita figure. It is an index showing the 
density and concentration of the wealth factors. By 
using the wealth factors from which the index figure 
was derived, one can see of what it is composed and 
break it down into its parts for a further analysis. 
That is, a county in Tennessee may have an index 
figure of 35, but 25 points of that figure might be 
made up of population and the remainder the fac- 
tors showing that there was nothing much produced 
in that particular county. But in another county with 
the same index figure, only 18 points might be popu- 
lation while the rest would be wealth factors show- 
ing the people with more buying capacity and the 
county actually richer than the first county. This 
would be disclosed in the quality index, because of 
the fact that the people of the first county not 
having buying power do not as a result have the 
necessities used in the determination of the index, 
while in the case of the second county they would 
be more apt to have them. 


: How the Quality Index Was Found 


The steps in finding the quality index are as 
follows: 

The per capita figure for domestic lighting custo- 
mers was found by dividing the total number of 
domestic lighting customers by the population of 
the United States. The per capita figure for tele- 
phones, passenger cars other ‘than Fords, Fords and 
income tax returns was discovered by the same 
means. These figures were added and their sum was 
found to be .63. That is, there are .63 of these 
devices per person in the United States, or 63 
devices to every 100 persons. This norm, 63, repre 
sents 100%. 

The percentages for individual counties were 
worked out in the same fashion. This individual 
county percentage was then compared to the norm, 
63, by dividing it by 63, and a figure thus reached 
for rating the county. By means of this index coun- 
ties are furnished a quality figure that affords a 
comparison with all other counties quickly and 
easily. 100 represents the average county and 
whether the county is rated.above or below 100 
indicates whether the county is good, bad or in- 
different from a quality standpoint. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Do- Pass- ity of 

Dart- 1925 +1 : nee Num- |Popu- 

County nell | Popula- | Value Added a - ; Total of Bank — Light- tos ee go lation 
rides tion By Mined an Crops Live Stock County D t Tele- = Other I Ave. 
Manufacture | Fishery Products Wealth —— = 8 Th ee tae tee 

Products Factors phones | Cus- an | Cars Tax 
tomers | Fords Returns 
Autauga....... 28] *18,908 CC | $2,427,626 $352,376 $4,183,063 $ 951,540 106 350 223 790 125} 30 
Baldwin....... 32 22,177 , A ee 1,965,402 659,679 3,577,661 2,048,770 120 330 490} 1,764 187} 52 
Barbour....... 43) *32,067 D0 | eer 2,920,624 467,112 4,432,785 1,776,230 513 820 424) 1,288 226| 27 
| Se 33 23,344 75U,766| M$2,722,000 939,448 270,372 4,682,586 884,790 127 370 367 950 235} 28 
PRUNES 5 ik 5:00's 36 27, 850 523,630 M262,000 2,543,570 657,914 3,987,114 770,340 146 170 182} 1,135 45| 22 
Bullocks. <<<. 31} *25,333 1 1 Ee eee 1,672,089 394,203 2,385,839 1,191,500 312 320 135 557 95} 17 
Batlehicc cess 42 29,814 Let 5| aera 2,718,466 456,986 4,928,915 2,461,890 160 860 381 1,134 236) 32 
Calhoun... <..: 8U 52,756 7,447,133 ere 2,066,355 434,500 9,947,988 7,845,310 1,787 3,250} 1,073) 2,956 1,060} 48 
Chambers..... 70 44,116 yA AL) | ree 4,504,844 631,634] - 12,624,029 1,167,700 373 1,190 509} 1,706 208} 27 
Cherokee...... 28 21,221 (5 | See 2,662,350 527,765 3,326,009 476, 270 106 50 173) 1,063 37| 27 
Chilton. s+. 31] *22,770 C0 2,308,447 540,374 3,451,491 1,438,640 120 470 207} 1,308 113} 32 
Choctaw...... 30 22,039 V5 (417 | Sa rere 1,068,987 323,885 3,768,729 330,910 120 50 154 888 54) 21 
(a) eee 36| *26,409 yd | 1,345,633 507,551 3,863,902 1,809,830 146 360 292; 1,134 110} 28 
(iy ener 31 23,573 C8 | 1,634,443 519,979 2,628,115 888,990 120 620 148} 1,103 29} 25 
Cleburne...... 17| = *13,360 vis | Sei age i 8 "396, 416 296,103 1, 870, 494 304,680 66 160 62 579 38} 30 
COMES eiiic ects 49 32,308 GRIGG. 2c. eeu xee 5,797,540 737,932 7,186,656 2,583,800 356 369} 2,002 86| 28 
Colbett:;...«....<: 48 36,074 PEAR AG Osos 5 8.5 wivare's 2,260,982 414,740 4,921,00 1,702,150 1,018 1,440 910} 1,834 679} 41 
Conecuh...... 34 26,382 S| re 2,126,362 422,440 3,115,670 ,540,360 1 280 276} 1,178 129} 28 
2 ae 19] *14839 re 927,816 277,189 1,689,192 270,320 80 150 82 637 30} 25 
Covington..... 62 41,490 pk | EES aber 3,765,189 670,936 8,255,057 4, 397, 770 784 1,210 488; 1,809 352| 37 
Crenshaw..... 331 |= *23,087 28) | eee 3,200,757 529,130 4,035,388 1,482,250 120 340 186; 1,167 52} 28 
Cullman....... 50 35,702 A171" | Se 4,617,085 979,152 5,914,186 1,851,920 186 490 627; 1,740 165; 35 
Dele accesses 32 23,334 MEO cy cies u ese 2,930,320 491,515 3,973,505 1,122,440 352 680 328} 1,574 96| 37 
Ballets. c+ ss 80 55,429 cS, 7 | ete 3,552,457 777,798 7,937,267 8,271,150 1,784 2,270} 1,467} 1,562 1,644] 39 
De Kalb...... 52 37,918 | | ree 4,769,209 976,996 6,184,316 1,787,580 200 360 246} 1,972 95} 30 
UNONO 6 i5h5.05 42} *28,085 JA), CSA | Aare 4,186,871 575,907 5,806, 362 2,223,900 146 510 369} 1,952 185} 39 
Escambia...... 37 24,489 ys | ere 1,777,592 333,899 5,034,937 2,507,940 344 610 353) 1,311 307| 43 
EtOWAl.. 0600: 85 51,901 8,184,926 M342,000 2,576,791 570,478 11,674,195 5,163,770 1,573 3,590} 1,382) 2,610 980} 49 
Fayette....... 28 19,564 S| rae 1,568,906 374,707 2,828,755 1,765,810 106 410 212 892 93| 32 
Franklin...... 30 23,508 eo 7 | Eee ee 1,894,666 415,156 2,644,639 968,970 120 320 192} 1,107 72| 30 
Geneva....... 46 31,062 P| ree 4,787,965 635,775 6,324,175 2,753,350 160 730 184; 1,751 117| 37 
Greene...s..062> 25} *18,133 105.0 | | | Rane 2,154,675 401,137 3,281,016 925,010 93 230 120 597 69| 24 
|) 7) CR earenererr 33)  *24,289 LA 7 7) eee 2,560,475 493,220 4,066,132 1,034,020 133 180 286 922 127) 25 
| eee 33 21,888 (| or 3,929,550 429,492 4,699,289 1,805,650 120 360 262} 1,423 58] 32 
Houston....... 59 40,121 jC | Ea eee 4,615,534 799,940 6,496,889 6,374,050 860 1,640 902} 2,285 427| 41 
Jackson....... 50 37,531 1 A! ee 4,005,879 842,802 5,500,156 1,452,950 200} ~ 640 319} 1,367 123} 27 
Jefferson...... 637| 357,403 64,916,494) M23,008,000 1,221,538 1,975,926 91,121,958 97, 682, 400} 16,676; 34,400} 19,770} 18,529) 24,397) 79 
Lamar... <<: 24 18,523 A | ae: 1,615,246 380,596 2,593,102 946, 760 93 150 100} 1,031 46| 28 
Lauderdale. ... 61 44,439 | | Ee 3,947,762 749,572 5,266,528 3, 793, 840 1,092 1,390 905} 2,837 634) 44 
Lawrence...... 36 25,622 cr ener 4,044,860 634,905 4,732,213 452, "970 133 130 167} 1,041 67; 25 
[Ee ee 44| *32,821 FORMATS no oc ckeeces 2,922,091 485,000 4,189,355 3,432,020 962 1,720 672) 2,027 396} 48 
Limestone. .... 46 33,866 KY Ly | ee eee 4,235,725 771,649 5,358,626 1,447,670 648 640 298} 1,310 132} 25 
Lowndes...... 32} *25,406 OD 7 | ere 2,556,209 538,451 3,178,782 260,000 133 80 194 524 83| 14 
Macon.....<..% 32} *23,561 Li) 0) Se a 2,934,616 302,107 3,567,562 1,561,150 120 490 294; 1,119 134) 30 
Madison...... 83 53,661 S,JOUGOON <6 os ccceses 5,604,130 931, 651 11,917,461 5,570,060 1,220 3,590} 1,149} 2,777 681; 46 
Marengo...... 48) *36,065 J) 0 | ee 3,170,410 607,694 4,990,099 1,979,980 488 490 388) 1,226 295| 24 
Marion........ 33 24,565 313,218} M1,056,000} 1,797,417 455,511 3,622,146 1,012,520 133 290 168 984 70| 24 
Marshall...... 50 35,001 1 | a 4,830,160 796,951 5,773,184 3,095,900 186 820 324| 2,011 154| 33 
Mobile........ 190} 111,029 yin 3 "| See 867,664 815,202 22; 775, 672 33,932,450 6,094 8,670| 4,441) 5,347 5,450) 70 
Monroe....... 41 29,863 3; Es Ss evscess 3,035,552 473,954 4, 804,120 1,796,140 160 80 344; 1,440 113} 24 
Montgomery... 125} *80,853 Oo, | 2,976,105 887,118 12,553,051 19,371,630 5,649 7,810} 4,016) 4,106 4,248) 75 
OBEN os ws 71 43,828 733,543 8,746,256 10,008,700 1,246 3,120} 1,033) 2,434 748) 62 
G1) ee 34) *25,373 431,497 3,818,888 1,271,180 133 350 171 770 170} 25 
Pickens. «3.32 37 25,52 517,668 4,981,158 1,848,200 135 eee 140} 1,060 109} 24 
|| eee 48 32,093 4, 704,817 5,961,699 3, 988, 850 709 950 741} 1,979 295} 38 
Randolph. .... 40 28,425 07 0) ee 2,870,002 592,081 5,154,781 1,475,370 317 600 269) 1,566 80} 33 
Russell........ 35 28,302 Cob. eee ee 2:026,634 323,959 2,989,352 764,880 297 820 250 713 91} 17 ‘ 

St. lait. ..c6:5:. 35 24,893 1,692,594) M1,056,000} 1,291,394 459,346 4,499'334 913,310 133 450 276} = 1,252 191; 30 
Shelby........ 39 27,180 1,616,053} M2, "430, 000 1,050,343 349,022 5,445,418 708,840 253 470 433) 1,125 249) 35 
Sumter........ 34| *25,569 RIOR Ol... cccecccus 2,207,118} - 402,761 3,874,445 1,027,630 133 280 218) 1,004 173} 25 
Talladega... .. 64 42,750 SIGE SGA: oo. cs iwe 3,036,090 674,919 8,473,571 4,092,710 634 1,460 686} 1,991 516} 38 
Tallapoosa..... 44) *29,744 16 Oy | 2,635,916 581,675 6,335,742 1,979,190 160 610 437| 1,812 186} 35 
Tuscaloosa... . 88 57,145 5,972,792) M2,360,000 2,364,418 838,255 11,535,465 7,591,310 1,606 1,910} 1,850} 2,604 1,154) 43 
Walker... ....... 91 58,285 1,670,937} M11,463,000} 1,133,724 717,281 14,984,942 3,004,620 760 1,550} 1,184} 3,003 1,191} 37 
Washington.... 20} *14,279 Ct: a re 668,394 277,805 2,925,859 170,050 80 30 83 636 44; 24 
Wilcox ies wardos 39} *31,080 P|, See Pee 2,092,407 437,161 3,454,687 730,220 160 90 248 762 139} 17 
Winston....... 19 15,239 70,135 M57,000} 1,215,649 303,165 1,645,949 650,460 80 210 100 624 98| 30 
_ State Total. .| 3,715] 2,495,184| $199,374,577| $44,756,000/$181,026,321| $38,342,016] $463,498,914 $292,893,560} 53,824] 99,930} 55,729) 119,691} 51,018]..... 
Apache........ 20 15,463 Oe (ee $ 306,403} $1,662,527; $ 2,046,578 $ 184,110 86 240 250 390 113 1 
Cochise errr 128 53,192 7,773,797|M$22,703,249 216,764 909,827 31,603,637 11,464,670 1,455 4,660} 3,849) 2,850 3,430) 76 
Coconino...... 23 11,032 [Sv | eee 407,416 2,078,205 4,374,693 3,826,220 351 1,300} 1,054 665 758} 100 
ee 93 30,965 3,300,912) M25,590,361 82,626 574,490 29,548,389 ,644,8 +45 2,800} 3,377) 1,817) - 2,703) 95 
Graham....... 16 10,489 138,702 M5,894 1,630,303 780,479 2,555,378 541,640 59 220 897 760 126; 60 
Greenlee. ..... 31 15,876 938,913} M5,494,592 154,544 324,279 6,912,328 1,730 270 1,770 598 302 322| 46 
Maricopa...... 197} 120,785 4,655,040 MS59,215|} 14,787,905 4,501,628 24,003,788 28, BL 340 7,207 6,510} 12,289} 10,320 5,630} 89 
Mohave....... 11 6,102 55,009; M1,903,204 61,967 616,323 y CE | ere rene 34 620 460 534 558) 105 
Navajo Pinna 24 18,686 1h 7 | Re, 263,976) 1,341,754 2,447,242 758,240 433 1,080} 1,251 502 1,002} 59 
1: eee 76 41,399 2,073,352} M9,215,229 1,055,405 1,071,864 13,415,850 8,073,200 2,558 6,000} 4,440) 2,968 3,297| 113 
Bifidl otc - Joe 50 20,143 98,492) M12,884,769 1,003,540 580,806 14,567,607 480,850 182 260} 1,591) 1,043 516) 51 
Santa ae. 22 16,045 211,415 M154,059 115,754 244,682 725,910 4,078,990 540 1,370 853 441 Sil} 52 
Yavapai.. sé 94 28,560 6,465,128) M21,547,976 466,613 2,135,260 30,614,977 4,301,920 1,121 1,260} 3,239) 1,637 3,204) 105 
ee 30 18,965 673,385 MS1,831| 3,186,876 397,060 4,309,152 2,571,370 476 1,000} 1,523) 1,840 674) 68 
State Total. . 815} 407,702 $29,192,377! $99,610,379! $23,740,092} $17,219,184} $169,762,032 $67,269,080} 15,715} 29,090} 35,670! 26,069' 22,844|..... 


“1920 Population. | M—Mine Products. 
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ARKANSAS 


COUNTY WEALTH FACTORS 


STANDARD OF LIVING FACTORS 


Qual- 

on 1925 M Do- Pass- Foca ne td of 

art- Value of Families} mestic | enger or um- |Popu- 

County nell | Popula- | Value Added | Mined and TaveiStock ——- Bank With | Light- | Cars | Pass- | ber of /lation 
Index tion By Fishery Crops Beaducts Wealth Deposits Tele- ing Other | enger | Income | Ave. 

Manufacture Products actors phones Cus- Than | Cars ax 100 

tomers | Fords Returns 
Arkansas...... 45 24,531 A LE rs $6,799,571] $ 544,099 $8,557,557 $3,404,320 732 1,300} 1,007) 2,309 669] 65 
Ashley 35] *23,410 Eo eee 1,931,431 447,520 5,022,17 1,994,910 502 610 435) 1,372 261} 33 
Baxter 14) *10,216 LS | EER 988,830 360,665 1,459,357 538,760 118 80 172 69} 4] 
OS eee 56 37,877 OO.) ar rn 3,860,389) 1,552,141 6,251,737 5,512,710 1,430 2,310} 2,075} 3,022 460) 86 
Boone......... 23 17, 106 | Are 1,096,161 691,704 2,194,755 1,630,170 736 670 430 9 131] 52 
Bradley....... 27 16,791 US ae 822,515 296,624 4,085,736 1,450,510 176 450 443} 1,012 170} 39 
Calhoun....... 17 12,891 th) ree 726,953 234,893 1,879,905 99,710 138 20 265 53 q2| 34 
Oe rae 24 18,326 OS ee 1,118,794 689,360 2,064,429 1,602,560 196 910 712 854 115) 54 
ee eee 31] *21,749 Ll ae 2,658,921 289,773 3,836,736 2,172,980 236 1,120 316} 1,198 291} 39 
ee 39 26,733 i 738, “(ae he 2,323,494 600,751 4,662,972 3,216,630 943 1,380} 1,157} 1,177 426] 48 
See 45 29,307 OE | 5,035,628 942,276 6,480,235 2,459,700 315 1,120} 1,287} 1,902 265| 52 
Cleburne. ..... 18 13,145 PPOTRERN yo alex sare 1,513,511 341,778 2,090,499 851,470 139 360 120 670 48) 4] 
Cleveland. .... 16} *12,260 Le) | 1,054,636 390,874 1,635,071 729,570 138 240 160 561 48) 27 
Columbia...... 42 29,851 BS of) ee 2,080,285 525,121 4,191,083 3,595,750 316 690 769) = 1,145 291) 32 
onway....... 34] *22,578 “2. || a ear! 3,718,823 534, 895 4,518,676 2,127,950 679 780 562} 1,240 166} 38 
Craighead. .... 66 43,158 ASL) re 5,406,025 917,079 8,160,638 6,227,880 1,794 1,790} 1,696) 2,517 1,024; 52 
Crawford...... 38 26,757 re 2,804,876 676,318 4,019,589 2,909,340 962 1,550 582] 1,437 437) 52 
Crittenden..... 48 33,196 hoe res 4,906,957 708,727 6,618,981 1,285,110 356 720; 1,382] 1,442 315] 27 
eee 31 21,149 ok) ee 2,069,070 387,617 4,198,887 1,133,110 520 670 644) 1,078 320} 38 
ar 23 15,446 2; EN sos sic assctaiere 593,892 251,974 2,865,890 1,768,520 604 600 369 858 205} 38 
Se ee 31 23,142 oS) re 2,194,100 238,558 3,200,950 1,723,070 238 1,250 677| 1,030 490} 39 
ee 30} *21,822 [es ere 1,331,378 518,439 3,063,410 1,822,660 235 520 283 842 266] 32 
Faulkner...... 44 29,932 VE, 4,365,646 999,388 5,585,264 2,687,040 948 910 524| 1,806 246) 41 
Franklin... ... 29] =*19,364 123,880} M$706,000} 2,717,562 600,942 4,148,384 1,263,680 215 650 592| 1,214 136} 43 
Fulton........ 15} *11,182 AS ||) haar 1,314,790 440,606 1,892,906 458,690 118 100 158 648 32| 35 
Garland....... 37| *25,785 Subs |) ee 830,647 656,642 2,504,305 6,249,200 2,579 3,350} 1,659] 2,066 1,068} 111 
OS ee 15 11,438 JL |) ern 1,144,310 337,790 1,688,258 44,340 119 20 204 665 39] 27 
re 41 7,382 fe ES | 3,613,851 762,509 5,661,311 2,227,470 1,035 1,460 763) = 1,213 376| 46 
Hempstead.... 47 33,480 CS) ne 3,460,019 691,033 4,916,147 3,457,150 1,098 1,130 914] 1,188 385) 35 
Hot Springs... 29 19,347 2,410,063)... 1,208,351 ; 3,985,860 1,488,550 695 850 447) = 1,156 208) 43 
Howard....... 29 19,509 Beek en 1,964,582 401,456 3,638,444 2,164,590 198 610 569 871 145) 35 
Independence. . 36| *23,976 2) ee 2:900,615 735,032 4,294,004 3,218,060 818 820 870} 1,364 251) 49 
LT ee a 19} *13,871 Jl: re 1,617,161 382,440 2,110,181 553,360 139 30 120 530 23) 30 
Jackson....... 43 26,548 202 | 5,120,903 640,102 6,657,596 3,313,730 744 1,080 785| 1,427 364) 43 
Jefferson...... 107 64,632 6,668,268)............ 6,609,499 599,488 13,877,255 14,665,690 3,579 5,950} 1,250} 2,978 2,350) 56 
Johnson..... : 34 21,833 331,773| M1,412,000! 2,767,635 554,624 5,066,032 1,661,250 236 1,000 282} 1,050 177| 41 
Lafayette...... 25 16,530 Te 0 en 2,042,818 304,898 3,652,528 1,615,020 471 780 566 980 202| 46 
Lawrence...... 35 23,287 oe ee 3,785,705 644,532 4,843,175 1,570,540 255 1,210 SIS «4,549 315) (Si 
ae” 43 31,458 LS 3,517,848 452,520 4,831,443 1,661,850 696 490 607 881 264} 21 
Lancotn......... 27 20,844 <1 1, | | eh er as 2; 323,366 309,098 2,844,488 66, 217 50 292 661 67| 4 
Little River.... 24 17,831 SL) 2,215,684 329,803 2,668,522 1,154,480 196 780 229 751 161} 37 
Oe eee 39] *25,866 260,966 1993,000| 3,701,776 801,033 5,756,775 1,954,970 275 1,460 421} 2,030 163| 56 
Lonoke... 57 36,470 ol) eee 6,995,571 963,265 8,973,084 2,706,240 374 550 430} 2,290 299| 35 
Madison 20| *14,918 ios are 1,250,819 675,937 2,286,041 977,910 156 30 103 468 15} 28 
DARGOR 5360 2 14) *10,154 A) ri 983,612 361,711 1,502,601 445,300 99 150 111 302 21| 27 
LE eee 54 26,551 FS ee 1,948,816 419,405 3,824,221 19,774,750 971 1,710) 1,634); 1,410 899} 60 
Mississippi. . . . 93 56,866 ce: re 11,597,419 978,813 15,705,216 4,714,210 1,276 090) 2,872) 3,834 947) 48 
Monroe....... 32 22,558 A) re 2,310,268 434,378 3,739,7 1,944,320 567 1,170 458 860 288} 38 
mee pagan RY 15] . *41,112 LS ae 1,103,928 305,184 1,896,067 380,260 117 20 263 707 46| 32 
evada. ‘ 32 23,401 | ene iene 1,740,448 577,692 3,169,370 1,937,920 823 550 518} 1,083 322) 32 
Newton....... 14 11,530 LS ae 812,532 395,874 1,356,651 219,770 119 20 38 230 5| 16 
Ouachita...... 36| *20,636 2.) 891,319 370;085 4,514,464 6,405,5 966 920} 1,498) 2,460 808) 75 
ot ee 15 10,189 Le 1,088,511 215,422 2,091,645 227,70 99 20 85 395 18} 25 
PRUUDB. 5 0 50.0 75 50,758 eo | 4,193,713 518,088 9,080,222 5,628,170 1,581 3,980} 1,650} 1,871 1,397) 43 
ee 18} *12,397 2 | a re 1,498,346 334,260 2,813,733 510,830 137 170 203 547 56) 16 
seen tenses 40 25,412 Uc) Uy) | a ae 3,141,694 358,839 6,539,564 1,358,840 215 450 871} 1,434 398) 41 
i ae ee 21] *16,412 co en 1,110,267 390,794 1,830,101 1,412,170 595 690 592 818 124) 54 
ae 39 26,638 266,801 M229,000} 3,921,941 691,835 5,109,577 2,446,060 813 1,850 714) 1,655 274, 52 
Prairie...... ; 29 19,482 oe a 3,058,088 623,851 4,549,273 ,100 197 510 5271 1,196 159} 33 
Palaski........ 217} 122,329 AL |, | ere 3,702,814) 1,319,246 22, 184, 230 50,685,510} 13,299) 15,800) 10,457] 10, 487 8,273) 108 
Randolph... .. 27\ 87,713 SS ee 2,993,951 607,782 3,965,221 1,027,250 196 380 501} 1,018 71) 41 
St. Francis. 45) 31,691 ee ne 4,154,845 667,640 5,902,454 1,893,480 778 790 480] 1,367 349} 28 
Saline.. ng 22 16,849 rn 759,157 404,499 2,030,515 736,820 516 870 529) 1,082 186} 43 
ee 19) - 783.232 87,853 M229,000| 1,700,532 353,162 2,370,547 750,000 138 340 299 588 33) 37 
a en 20| *14,590 ot 1,345,849 356, 053 2,565,960 667,420 157 440 403 480 34) 39 
Sebastian 102 59,264 6,445,143) M2,329,000) 2,603,602 796,759 12,174,504 18,852,350 4,339 5,630} 3,287) 4,300 2,468) 92 
Sevier 26 19,253 TSN 55g aiviendiss Sco 1,267,636 390,656 2,420,765 1,465,330 59 510 451 982 261| 43 
2 ae ae 16} *11,132 A aa re 1,499,756 395,424 1,952,112 5,500 117 30 150 643 28| 37 
ie Ee 11} * 8,779 eee 03,047 4,306 1,177,660 215,190 98 20 90 214 Wie 
Union 55| *29,691 SS) 1,094,559 551,467 5,902,658 13,356,940 642 3,020} 4,022] 6,115 3,209} 133 
Van Buren.... 18 13,754 Ls. |S rae 1,524,375 392,442 2,107,263 342,780 138 30 192 480 7| 25 
Washington.... 54 36,360 J 3,178,823} 1,578,202 5,828,587 6,073,850 1,705 1,950} 1,739] 2,607 523) 79 
i eae 53 38,018 Lh ae 4,052,798 21,328 5,467,523 3,774,780 718 930 775) 2,376 357| 43 
ee ne 33 22,394 Lo) ee 3,228,288 418,796 4,575,468 1,439,380 236 740 389 aoe 229| 33 
Ewen haxine 39} = 25,655 i S| ae 4,294,657 617,031 5,698,549 1,958,130 275 560 645} 1,640 132| 39 
State Total. .| 2,812] 1,861,724] $101,255,996} — $5,898,000|$198,020,989| $41,812,794| $346,987,779| $256,648,810| 59,142] 88,790] 64,290]109,975| 35,754]....- 
Alameda...... 773} 399,723) $110,501,405 F$10,828} $1,599,411] $3,944,007) $116, 651} $141,000,090} 54,340] 121,500) 65,185] 24,436} 46,900} 171 
oa oe 1 «1 Re KP ee 43,357 100,216 EN neers 4 10 22 7 3) 32 
Amador....... 10 "7.795 479,151] M2,724,759 235,463 398,852 3. 38 225 2,125,330 125 1,850 830 629 378} 113 
BOP, <0 x4 505: 60 31,577 3,439,195 M486,648) 4,385,911 1,764,366 10, 076,120 7,994,820 2,669 7,480} 5,741] 3,360 2,359) 163 
Calaveras..... 13 *6,183 145,770} M1,493,314 183,880 46,964 2,369,928 1,679,330 123 2,360 656 319) 141 
CR 55 kas 30 10,171 543,444 F2,060} 5,244,533 1,805,483 7,595,520 4,723,350 186 2,300} 1,936} 1,180 824] 157 
Contra Costa. . 232 66,475 71,104,574 F134,167| 3,606,629] 2,033,707 76,879,077 12,240,530 3,915| 13,880] 9,996} 3,935 7,515} 130 
*1920 Population. M—Mine Products. F—Fishery Products. 
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1925 Total of Families Ford | Num- 
County Popula- | Value Added Bn _ Eive Stock County aan With Paes. | heaved 
tion 2 Fishery Crops Products Wealth Deposits Tele- enger | Income 
Manufacture Products Factors phones Cars Tax 
Returns 
Del Norte..... 2,953| $ 543,315) M-F$79,499| $ 172,790) $ 615,592} $ 1,411,196] $ 154,030 61 401 244 
Eldorado...... *6,426 1,524,907 M28,426 190,238 497,853 2,241,424 2,034,970 123 530 332 
Fresno. 05.600. 158,874 20,013,834 M33,168} 5,828,256} 6,269,550 32,144,808 10,221,610} 12,926 16,906} 15,252 
CHEN 60: seat 14,506 124,716 F8,364| 3,484,909] 2,603,612 6,221,601 80,260 248 1,411 805 
Humboldt. atire 39,427 12,236,445] M-F92,564| 1,342,793] 4,132,711 17,804,513 ir rity 610 2,937 3,480 3,826 
Imperial...... 60,373 2,070,832} M-F11,974| 8,089,234) 5,174,083 15,346,123 ,051,920 2,311 6,924 2,383 
[eee 7,064 399,193 MS514,294 791,257 737,547 2,442,291 2,189,380 124 843 477 
Kern 64,546 9,113,039 M190,070| 6,106,23 4,254,435 19,663,781 15,759,410 5,050 9,966 8,950 
Mineec sc ceeees 25,316 BSI ee. sis'n ose viesie 4,095,838] 4,044,625 10,532,139 4,169,650 1,625 2,708 1,694 
Lake. as *5,402 | rere 436,736 473,054). 994, 461 749,400 62 774 1 
RaRlels corec sas 10,605 5,776,764 M2,294 670,067} 1,224,414 7,673,539 3,600,660 6 976 812 
Los Angeles.... *936,455|  181,855,252IM-F2,781,812| 5,748,449] 15,189,048] 205,574,561 1,229,445,410| 205,087 178,512} 200,997 
Madera. « .:..-23 14,377 1,770,532 M7,8 1,815,118 1,571,033 5,164,582 492,900 8 1, 6 
Matin acsccce 28,603 1,576,930 F155,274 881,887| 4,432,861 7,046,952 5,755,290 3,215 1,933 3,816 
Mariposa...... *2,775 10,434 M183,707 59,925 263,383 i). eee 43 250 2 
Mendocino. ... 24,221 6,072,568 F110,305} 1,179,935} 1,772,678 9,135,486 6,904,230 736 1,861 
Merced....... 29,920 1,692,285 M356| 4,216,218) 6,035,850 11,944,709 7,685,660 1,339 3,608 1,815 
Modoe:ss<2.053 *5,425 OR rc coven cores 1,661,177| 1,539,588 3,318,925 1,659,700 62 590 177 
|, Os eee *960 3,610 M59,270 219,873 319,711 C2" SeRRaee ree 18 87 26 
Monterey..... 30,151 9,939,224] F1,087,858 5,500,148} 4,160,195 20,687,425 10,140,960 3,076 3,010 2,294 
BOMancccaes 21,174 rok yy || eee ee 702,533 1,322,960 4,752,284 6,925,040 1,718 1,670 1,319 
Nevads cesccc *10,850 1,659,917] M2,859,284 135,620 323,209 4,978,030 4,754,130 820 706 927 
Orange........ 76,637 8,986,523} M-F31,114|  2,299,477| 2,454,643 13,771,757 27,797,330 7,522 11,970} 12,596 
Placer 18,780 2,117,600 M109,291 1,427,083 884,876 4,538,850 6,423,620 975 2,335 2,681 
PlOMA ..<<:0/6:<:s 5,918 1,518,996} M3,873,196 41,261 334,865 5,968,318 1,285,050 123 472 632 
Riverside - 59,134 5,581,821 M4962] 6,045,941] 3,359,460 14,992,184 15,748,230} 4,271 6,502 59 
Sacramento.... 104,186 20,553,185 M-F1,177,118 5,196,089; 3,583,008 30,509,400 73,262,570} 14,328 9,380; 13,358 
San Benito.... 9,535 SUSAN. 5s cierccseceis 597,146 86,509 2,094,175 1,565,040 1,128 1,078 
San Bernardino 82,857 13,540,024) M1,721,847| 3,357,874] 3,335,925 21,955,670 20,526,990} 9,250 9,700 5,885 
San Diego..... 40,904 10,254,503} M-F857,547 1,681,205 5,147,337 17,940,592 68,965,440} 16,574 14,790} 12,560 
San Francisco. . 557,530} 161,827,349} F1,101,288 4,785 259] 162,933,681! 1,459,228,720} 115,416 22,603| 93,834 
San Joaquin... 96,433 15,549,462 F37,501| 14,587,417| 5,529,068 35,703,448 28,502,740} 9,437 8,415} 10,005 
San Luis Obispo 23,314 3,135,509 F24,982 1,577,827| 2,965,430 7,703,748 2,747,680 1,665 2,950 ,907 
San Mateo.... 42,557 | re 707,909 1,630,442 23,446,358 6,926,560 408 3,592 4,597 
Santa Barbara. 48,666 4,320,682 F81,792| 2,409,311) 1,630,607 8,442,392 10,477,180 7,557 4,704 5,399 
Santa Clara.... 110,384 yo Yk | ee 2,236,138 3,391,984 29,917,463 27,144,730) 15,134 10,742} 11,184 
Santa Cruz.... 341 5,278,739 F81,021 4,902,202 2,112,814 12,374,776 14,197,590 ,740 3,15 423 
SnaSt8 6 i ences *13,361 1,248,584] 3,682,364 881,768}  1,064,7 6,877,478 2,567,670 868 1,422 1,063 
SOTA... 5cc08 *1,783 455,191 M804,474 133,661 169,994 1,563,320 381,590 25 42 139 
Siskiyou....... *18,545 7,770,595 M63,866 1,503,334 1,434,297 10,772,092 6,893,980 587 1,954 2,315 
Lo ae 47,989 7,753,261 F60,877| 3,320,099} 2,317,562 13,451,799 8,905,320 3,029 2,731 5,571 
Sonoma....... 54,184 6,991,19. F8,305| 3,866,708} 15,816,222 26,682,430 14,478,010} 4,842 5,996 3,893 
Stanislaus. .... 55,473 4, 005; 026 M196,792 7,505,142 7, 250, 507 18,597,467 12, 338, 570 4,086 6,570 3,098 
Sutter 12,261 pC | ree 4,843,059 1,161,809 7,026,345 2,618,300 187 1,405 651 
TRONGIERS «.5.6:53' 13,719 le | ee 1,195,785} 2,646,074 4,697,481 4,342,900 805 1,338 647 
1) See “2,508 11,391 M505,212 144,930 213,842 875,375 ,000 40 149 108 
TARE 3 sox: 72,396 rr Rpaaieceane 5,648,522] 6,861,176 16,812,978 8,347,690 5,699 8,332 4,678 
Tuolumne..... *7,768 2; 948, 253 M2357, 100 236,721 349,628 3,791,702 4,272,440 124 834 735 
Ventura....... 34,602 4,495,173 F4,040 1,349,363 971,309 6,819,885 6,236,650 2,941 3,539 3,446 
0) Ce 18,904 578,331 F4,460} 7,411,322 2,681,341 10,675,454 6,658,530 1,546 2,106 1,365 
WR oss ces 10,562 2,287,459] M1,999,895 43,098 76,367 6,106,819 5,573,560 976 1,130 ,405 
State Total 3,789,842| $791,214,733| $29,747,238|/$154,883,599|$158,714,704| $1,134,560,274| $3,352,663,350| 542,662 423,018] 516,749 
0! ar 17,566} $$ 2,631,063 M $1,932} $2,298,856] $1,660,878) $ 6, 592,729 $ 1,927,440 1,314 2,711 428 
Alamosa 5,43 7 | 706,347 585,597 418,520 1,719,230 120 828 352 
Arapahoe...... 15,750 DLS 1, | NER Ce 1,261,677 1,358,600 PUSS 2,355,320 1,018 2,153 616 
Archuleta..... 3,752 263,196 M44,250 269,853 371,994 949,293 ,600 96 108 50 
BOReoucanyican 12,237 Ci | eee F 310, 785 1,112, 621 2,468,977 423,200 287 1,129 37 
MIOAL 55 cracls 12,346 Oe Eee 1,419,511} 1,507,997 3,017,717 1,215,950 288 1,186 278 
Boulder....... 32,728 4,299,701] M1,894,247} 2,423,756 1,438,917 10,056,621 8,257,780 4,521 4,443 2,348 
Chaffee... 6s... 7,826 pu re 27,504 277,918 1,620,304 1,648,160 764 495 695 
Cheyenne..... 3,780 (o.) | re 1,213,013 620,204 1,841,108 429,020 97 698 69 
Clear Creek *2,891 63,304 M294,483 G 8,425 373,996 649; 72 171 78 
Conejos....... 8,881 OE) ree 831,606} 1,093,462 2,525,803 584,900 216 762 96 
Costilla....... 5,308 BRIS cic.isn'enene's 315,480 377,082 771,996 219,030 120 332 41 
Crowley....... ,482 2 | Seer 899,068 405,320 1,787,451 748,940 168 912 135 
Guater cco 2,300 10,387 M121,027 285,898 375,361 792,673 192,840 48 206 74 
1) ee re *13,668 128, 331 M251,000} 2,578,338 1,149,339 4,107,008 2, 839, 870 709 1,217 306 
Denver........ 280,911 fA A) a ee 46,457 172,862 48,041,355 174,094,420} 46,519 26,750} 35,680 
Dolores....... 1,584 ,088 M156,484 29,892 83,425 y). b errereee re 24 56 25 
Douglas....... 3,700 yp) C7 ieee 523,720 733,541 2,015,683 669,420 96 613 131 
ETS 3,612 24,383} M2,461,579 631,951 371,077 3,488,990 427,090 73 174 . 192 
BPPSS0e. 03 <2; 44,426 pS 290; 224 M965,000 1,046,717 1,370,067 5,672,008 19,573,260 6,691 4,716 87 
Lr es 7,915 9,35 MS,000 797,636 507,544 2,319,538 922,510 192 868 4,537 
Fremont... ... *17,883 3,546,961} M2,675,000 603,730 635,056 7,460,747 4,486,010 1,885 2,139 1,051 
Garfield....... * os 129,984 M64,220 1,383,505 1,213,033 2,790,742 2,780,800 217 614 332 
oe, ee * 1,364 22,564 M104,886 15,941 24,818 168,209 55,000 23 51 
BANG Cs écte ves 3,111 rio V1. Neeneenereee 245,163 348,472 1,373,349 312,520 73 239 155 
Gunnison. . *5,590 135,651) M1,871,065 554,252 677,413 3,238,381 1,456,950 121 339 578 
indale....... *538 3,766 M107,157 43,069 55,770 209,762 70,000 12 18 6 
Huerfano...... 18,894 115,439} M6,952,000 511,095 716,860 8,295,394 2,195,750 847 1,577 1,509 
Jackson. ...... 1,525 77,609 M44,250 584,958 533,164 FAP ain xs cavedaees 24 226 12 
Jefferson... ... 14,495 388,763 M268,000| 1,141,948] 1,467,816 266,527 1,400,620 335 2,900 867 
i ee 2 (0 Bee eee 1,139,436 931 1,819,647 479,510 98 730 74 


*1920 Population. 
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Do- Pass- ity of 
3 Dart-| _ 1925 ’ Molawiok Total of Families| mestic | enger | Ford | Num- |Popu- 
County nell | Popula- | Value Added Aitnenladd Live Stock County Bank With Light- | Cars | Pass- | ber of lation 
Index tion By ; Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | “4Ve. 
Manufacture Peeducte Factors phones | Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
Kit Carson.... 17 9,725 YT ee $1,987,345] $1,092,419 $3,176 713 $1,320,440 216 470 713) 1,719 189) 127 Hi 
La Plata...... 20 11,448 738,685} M$324,736 E 864, 302 2,858,54 2,756,850 830 1,080 476 135 606| 100 Hil 
BME sp ho oars 16 *6,630 1,108,868} M2,939,070 36,716 27,864 4,112,518 1,531,120 540 1,350 960 729 525} 125 He 
Larimer....... 66 29,347 GPEB 1S) oie, vin sa were 4,679,254| 3,425,185 14,133 052 7,328,230 3,337 2,730| 4,544) 4,870 1,301] 159 Jac 
Las Animas.... 78 41,996 1,662,621) M9,838,000 573,932 1,546,372 13,620,925 9,146,790 2,674 3,870 2,893 2,845 3,990} 90 - 
LANCOIN. 6.04. 17 9,605 ON a, RET 1,851,441 1,213,575 3,163,816 968,020 217 600 514; 1,310 223) 108 La 
ee eee 42 23,455 bof ee 4,508,154 1 704,685 7,440,514 1,968,430 1,422 1,490} 1,716) 2,751 596} 94 La 
ID sy sa acest 38 22,327 1,138,903 M342,000 2,473,032 1,596,883 5,550,818 4,978, 2,030 2,390} 2,894 2,251 1,718) 156 Le 
Mineral....... 2 *779 5,453 MS555,218 28,423 66, PEL > tenia vcpuoe ore 17 30 58 64 14] 98 Le 
fo ee 9 6,475 20,370 M12,000 337,116 637,320 1,006,806 778,670 143 460 386 462 68} 90 a 
Montezuma.... 11 6,956 100,711 M23,000 710,616 854,386 1,688,713 1,188,160 169 350 543 518 154} 106 Lil 
Montrose...... 21 12,735 279,793 M44. 770 2,196,888 1,002,309 3,523,760 1,791,910 1,182 1,120} 1,016} 1,016 369} 108 M: 
Morgan....... 40 19,831 RC | |S rin 4,286,425 2,078,164 8,496,705 3,579,920 1,407 13 1,455} 2,980 562 106 M. 
SEO ck wa cis 44 26, 513 3, 506, (LS eR ers 2,206,199 1,489,644 7,202,119 3, "69, 250 2,363 2,950] 2,129} 3,171 1,353} 119 M: 
M 
Se 4 *2,620 56,517 M72,547 241,612 184,901 555,577 416,710 71 280 200 86 135} 106 , 
cl Sree 5 *1,977 94,398 M63,115 458,863 60,490 1,176,866 177,010 48 90 313 178 98} 135 Nz 
Phillips....... 14 6,812 SLE 5 eet 1,805,811 776,726 2,674,313 1,627,480 168 530 663 1,280 108} 148 Ok 
(a 6 *2,707 20,343 M633,061 332,491 179,545 1,165,440 3,190 72 340 197 50 80 87 Ok 
Prowers...... 27 16,293 C12) a a ee 2,327,448 Ly 214, 156 4,217,632 2,013,420 1,012 1,230} 1,066} 1,880 450) 95 Or 
0 
Pueblo........ 119 60,705 Ce LS Sk) ee 1,668,602 1,457,145 17,544,430 23,370,650 7,011 10,030} 6,105} 5,612 4,226] 127 ; 
Rio Blanco. ... 7 3,588 55,590 M 10,000 532,927 765,268 1,363,7 680,660 74 17 222 215 112} 89 Pa 
Rio Grande.... 16 8,587 195,646 4,275 1,969,390 814,783 2,984,094 1,918,690 193 680 750; 1,145 311) 118 Pa 
Le ae 24 11,293 315,023; M3,116,000 1,035,696 1,056,740 5,523,459 1,471,370 262 1,000} 1,044 482 339| 97 Pi 
Saguache...... 10 4,908 104,029 M273, 038 L; 059; 123 3,196 2,429,386 810,290 119 140 327 629 116) 95 Pc 
F 
San i Pec ie 11 *1,700 DS eO| NRE I6 BS Il. 5 3.555c.camel’s ss-ncammnuis 4,453,537 554,060 46 280 77 26 196} 108 
San Miguel... . 14 5,610 109,302 2,906,960 319,423 459,755 3,795, 1,249,890 120 400 345 112 392} 89 St 
Sedgwick...... 10 4,857 “OS A ae rere 1,723,025 551,233 2,295,214 5 118 460 416 790 95) 141 St 
Summit....... 4 *1,724 7,789 M704,470 111,135 95,887 919,281 197,000 47 240 162 81 159) 133 Sa 
WMO sv inan ss 20 *6,696 147,218) M4,645,329 85,715 158,276 5 036, 538 3,168,020 167 1,370 676 266 365| 124 Sa 
S 
Washington 25 14,156 S| ee 3,281,873} 1,721,833 5,044,630 1,035,810 312 330 714) 1,612 137| 81 ; 
"| RE 134 62,489 3,485,263) M3,559,000} 16,551,176 7,242,314 30,837,753 9,420,600 3,518 3,950}; 5,313} 8,843 2,199) 103 Su 
WRIA 6 cc cae 33 16,955 “LO | ei eet 5,029,343} 1,697,492 828,745 2,402,970 384 1,030} 1,087} 2,408 240) 110 St 
= i 
State Total. .! 1,974! 1,032,539! $104,580,493| $52,786,500! $90,778,958} $60,472,342] $308,618,293 $324,636,170! 97,357} 146,670] 111,631] 109,872} 72,316 U 
=e V 
W 
CONNECTICUT i 
W 
Fairfield....... 961} *320,936| $198,947,197 F$705,969| $2,022,385| $4,151,634) $205,827,185 $228,190,810} 36,251) 55,850) 36,813) 17,404] 33,242) 121 = 
Hartford...... 1,090} 384,659 178,432,298 F18,238| 11,418,23 5,622,52 195,491,292 314,373,360) 42,626 70, 500} 35,509) 14,291) 46,144) 125 
Litchfield...... 188 79,663 i eer 3,466,179] 6,274,397 36,687,499 34,894,770 7,018 10, 830) 8,911 4,548} 6,005) 119 fi 
Middlesex. .... 125 48,634 15,822,162 F99,695| 1,259,736] 1,793,013 18,974,606 278, 3,111 6,790 4,268} 2,660) 3,826) 122 
New Haven....| 1,177} 459,364] 217,433,389 F509,891| 2,196,313} 4,572,765] 224,712,358 268,262,900} 48,58 76,400} 39,050) 17,809] 45,233) 114 
New London... 306} 112,179 48,919,149 F 366,845) 1,588, 4,009,612 54, 844, 066 83,744,100} 10,216 6,230} 11,954) 5,163) 9,911) 98 
Tolland ......: 82 27,645 ROS See 1,845,915] 2,171,984 16,413,167 21,306,570 1,716 5,150} 2,614] 1,832] 1,077) 119 
Windham..... 153 55,338 34,444,823)............ 1,306,842} 2,681,386 38,433,051 20,596,190 4,302 8.510) 5,211 3,010} 4,233) 114 
__ State Total. .| 4,082) 1,488,418) $733,341,209 $1,700,638] $25,104,060] $31,277,317) $791,423,224| $1,009,677,190| 153,827] 240,260] 144,330} 66,717! 149,671 A 
A 
B 
DELAWARE 
B 
B 
J See 69} *31,023 $ 1,874,254 F$448,821| $ 4,343,855] $2,467,871} $ 9,134,801 $ 19,222,460 1,305 1,800} 2,023; 3,614 1,404; 84 B 
New Castle.... 417) 162,431 77,379,832 F21,857 2,739,270 2,461,292 82,602,251 89. 588, 620} 13,698] 16,422] 10,671; 6,967} 15,829! 90 B 
ee 100} *43,741 3,412,313 F181,770} 4,765,315] 3,395,207 11,754,605 32,893,540 1,284 2,890} 2,987] 6,278 1,930} 90 ; 
State Total. . 586| 237.195 $82,666,399 $652, 448) $11,848,440] $8,324,370] $103,491,657 $141,704,620| 16,287| 21,112} 15,681] 16,859] 19,163]..... B 
: 
FLORIDA B 
B 
Alachua....... 48 32,584 LRA CS $1,101,735] $ 460,038 $3,834,969 $ 7,853,890 981 2,400} 1,222} 2,962 800} 70 7 
Baker......... 8 5,561 LS Ef erie 94,252 63,945 460, 139,880 aes 78 295 38) 24 F 
See 19 11,873 OA) ee 44,442 84,474 2,537,009 2,609,350 76 1,400 327 718 172) 65 C 
Bradford cee 9 ,02 SA oe 193,443 142,418 598,289 905,830 51 220 126 558 83} 37 C 
Brevard....... 24 12,841 580,873 F$158,747 26, 459 227,815 993,804 9,163,550 85 870} 1,983) 1,949 582} 129 
Broward....... 32 14,242 152,387 F4,278 4,370 77,499 238,534 17,432,690 289 730| 2,415) 2,083 255} 118 ‘ 
Calhoun 15 11,365 To) re 313,783 117,055 1,516,619 ,360 | ee 98 504 55) 32 ¢ 
Charlotte 6 3,390 SE en eet res 12,716 46,788 56,193 2,199,030 | ee 210 350 86] 83 C 
2 ee 8 5,374 Se) eee 59,763 78,839 805,927 876,030 34 540 287 461 115} 70 C 
ee 7 4,855 529,649 F7, 194 142,918 123,005 802,766 452,130 <7 ae 174 413 92) 51 
SMOE oo sos ses 2 1,256 co) | | oe er 5,689 6,671 48,574 366,000 Bis 32s evar 45 (| re 113 : 
Columbia...... 21 15,551 Ree) re 489,654 242,165 1,979,757 1,877,390 360 68 481 1,027 192) 51 ( 
“| Sere 315 111,332 2,398,324 F58,900 83,089 889,643 3,429,956 197,055,530 5,384] 14,130} 22,167) 12,358 6,995} 157 ( 
EDS ORD. 5.035 5. 14 8,061 VERON. 2 card sia tecierne 203,314 112,926 1,032,104 4,119,410 477 534 583} 1,088 300} 119 ( 
LC ere 5 4,236 1 Be.) rr 37,390 81,676 540,656 124,950 7; | ee 63 264 14) 30 
Duval....... 313) 123,396 23,399,114 F 142,132 138,943 1,052,874 24,733,063 139,732,080] 11,637) 22,500} 16,296) 12,197} 10,552) 144 ; 
Escambia 77 43,457 Lie OS |) ee 643,587 339,595 11,185,295 10,881,910 2,546 4,360} 3,465) 2,988 1,870} 86 ( 
uagier........ 4 2,203 ‘1S | rn 360,693 53,816 67,056 327,880 17 180 109 226 28 79 ( 
Franklin...... 9 5 239 1,218,980 Nee 2 eave ens 4,377 7,103 1,230,460 1,001,980 126 250 141 259 109} 57 fe 
Gadsden...... 34 24,935 re | ae eae 1,951,009 290,834 3,614,273 2,200,020 545 710 468) 1,720 278| 37 
Glades....... 4 2,467 217,75 :) Beet ae 75,862 75,188 368,803 816,420 ‘| eee 89 174 25 60 ‘ 
Hamilton......| 13| 9,904 meee)... se. 464,625 167,763 1,084,200 722,12 68 365] 117} 473 58! 38 ¢ 
Hardee........ 16 10,178 kh) 261,285 333,445 1,492,963 2,861,680 70) aera 466} 1,361 198] 72 ( 
rieadry.. ....... 2 Lait Li! ee 14,221 59,451 105,667 428,210 (| 61 ) | ene 113 ( 
Hernando..... 8 4,723 Co) AE eee 66,176 113,246 881,894 1,362,700 32 220 237 480 70| 79 a 


*1920 Population. M—Mine Products. 


F—Fishery Products. 
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Marcu 31, 1928 SALES MANAGEMENT 23 
FLORIDA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

“ Do- Pass- ity of 

Dart- 1925 pre “ ‘ Pose- 

Total of Families} mestic | enger | Ford Num- |fopu 

County | ;nell | Populs- | Value Added Pd wee Crops | Hive Stock | County Bank With "| Light- Cars Pass- ber of [lation 
Fish roducts ealt leposits ele- ing her | enger ncome ne: 

Manufacture Prod a Factors phones | Cus- | Than | Cars | Tax | !00 

tomers | Fords Returns 
Highlands..... 14 6,752) $ 5993781 ........... $ 14,693] $ 137,866] $ 745,9371 $ 5,659,020 er 623} 92 168] 94 
Hillsborough...| 303} 133,384 29,474,050). |||... 2. | 332,567| 1,509,082} 31,315,699 107,090,780} 10,220} 15,594] 16,171] 13,716} 7,044} 106 
Holmes....... 17| 12,422 C07 | Sree. 24,448 255,321 2,231,733 425,72 84 250 35] 437 341 25 
Jackson....... 46 33,122 1 "485,820 Poe oct Ra 3,036,145 548, 234 5,070,199 2,526,910 371 678 184) 1,168 162} 28 
Jefferson...... 17| 13,827 POU acs ox eis 54 658,878 182,776 1,177,102 813, 92 360 196] 688 58} 30 
Lafayette...... 6 4,694 467,34 125,007 95,988 688,836 150,000 1, Sees 48] 284 28| 33 
i 30| 18,870 1,040,519 73,182 245,791 1,379,897 8,794,590 387| 1,340} 2,583] 2,911 710} 124 
[ERS 23} 12,154 283,384]. . 136,008 249,925 669,317 9,491,240 493| 1,200] 1,130] 1,734 383] 113 
Pein 29} 20,049 901,882] |” 786,699 285,596 L 974,177 4,607,990 785| 1,630} 785] 1,382 286] 62 
WAGE akan 15] 10,636 1,477,283] | 303,710 204,177 ,985,170 792,270 Ct MS 212} 920 140} 39 
Liberty....... 8 4,849 1,224,510 73,783 53,101 1,351,394 77,730 S| Lee 30} 274 23| 28 
Madison...... 20] 15,549 541,288) . 853,207 235,713 1,630,208 1,379,700 102 350 204 821 71) 33 
Manatee...... 36} 23,056 837,442 86,9382 234,949 1,159,373 10,550,800} 1,797) 2,350} + 2,456} 2,863 504) 113 
Marion 40} 27,152 1,708,526 565,327 420,167 2,695,020 6,982,480 645 ,200} 1,242) 2,264 618] 68 
Monroe. ...... 25} 14,260 co | eee aan ie 1,411 3,887,857 2:449°410 742} 2,120) (554, 459 765| 70 
Nassau........ 15 9,643 948,106 199,505 213,312 1,899,815 1,577,220 188 900 190} 608 185} 52 
Okaloosa...... 13 9.793 1,024,810 332,310 145,811 1,502,931 452,180 | ee 120} 664 46| 39 
Okeechobee... . 7 4,163 208, 25,869 97,915 332,028 2,078,250 25 150 248 512 100] 87 
Orange........ 69} 38,325 929,327 32,788 304,680 1,266,795 28,324,930] 2,005} 2,700} 7,291} 5,050} 1,706] 138 
Osceola....... 15 10,755 341,702 58,032 198,579 598,363 2,733,910 303 1,370 741 986 176} 97 
Palm Beach....} 108] 37,137 651,623 172,198 549,246 1,727,818 67,920,280} 2,006] 6,720} 8,543] 5,288] 2,180] 187 
ee 18} 11,599 1,220,890 71,037 189,682 1,481,609 3,490,310 76 5 709] 1,200 132] 76 
Pinellas....... 104] 51,714 1,235,909 25,352 339,960 1,601,221 49,291,890} 3,974 11,390} 14,937] -8,053] 2,988] 219 
Lol eee: 98] 63,925 2,234,144 309,154 769,454 3,312,752 27,347,880] 3,297} 10,220} 7,142} 8,314] 2,371) 118 
Putnam....... 291 17,027 2,202,584 F 88,006 722,595 217,412 3,230,597 5,519,490 574, 1,197} 919] 1,267 81 
St. Johns...... 34| 16,426 1,412,982 F27,269} 1,971,154 146,895 3,558,300 10,236,620} 1,032} 1,827] 1,482] 1,160 998] 102 
Meine... =: 24) 11,778 521,248 F 260,625 114,769 208,127 1,104,769 9,728,210 345 600| 1,253] 1,548 650} 121 
Santa Rosa... 22} 14,599 FAGESIGE. 2... oo 626,056 245,338 3,033,912 963,620 101 440 171 835 108} 43 
Sarasota....... 22| 10,050 EO: | 7,488 40,206 413.473 11,176,550 7 ae 1,697| 1,634 175] 118 
Seminole...... 23} = 14,738 66,270 F26,747 22509 172,800 1,183,226 5,752,190 860} 1,281) 1,617] 1,690 696] 108 
Sumter 10 7,916 7, re 162,553 168,041 696,116 638,170 51 90} 280) 767 65| 57 
Suwanee...... 21] 16,205 (| a 507.579 345,965 1,558,595 1,678,250 109 620) 283) 925 207] 43 
Taylor........ 23} 13,113 cA OC | te 107,749 124,110 4,081,765 1,899,780 85 470| 300) 1,026 216| 44 
Union......... 7 4,873 CCS? eee 352,874 158,479 93,7 435,300 <7 | 23 252 20} 37 
Volusia 741 40,165 1,984,329 F31,975 255,336 432,353 2,703,993 28,729,580] 1,646} 4,090} 6,673) 3,890} —:1,730| 137 
Wakulla....... 7 5,811 7 | 121,613 76,941 (Los | ee ene pede 22 286 5} 21 
Walton........ 21] «13,664 yt | ee 412,519 187,082 2,968,656 1,248,760 | ae 179} 740 132| 37 
Washington... 15] 10,420 PAROISOW cores rnc 456,235 208,728 2,021,464 765,190 68 360 1 565 73| 41 
State Total. .! 2,421! 1,261,873! $125,231,054! $1,719,921] $21,832,755! $15,449,485! $164.233,215| $829,583,6201 56,126! 122,086] 133,4041 123,874! 49,520 


Gulf County included in Calhoun, from which it was formed. Indian River County included in St. Lucie, from which it was formed. Martin County included in Palm Sack 


from which it was formed. 


GEORGIA 


Appling....... 16} 11,778] 8 469,647|............ $1,268,142 $206,642! $1,944,431 $ 100,000 a 75} 523 38| 27 
Atkinson. ..... Ml} = 8151 @6ial............ 332) 95,54 1/033,751 303,560  eapbaties 47} 302 21} 25 
Bacon......... 9} 7,184 elias 627.677, —-115,151 890,103 70,000 pee 30} 300 7) 25 
papell 11} 8/481 Seve... «;¢. 0005s 870,550, 158,81 1,140,122 71,000 58 50 301 263 4| 14 
Baldwin....... 25 ' WO. con coees 600,891} 238,152 1,310,403 1,914,160 578 510} 352] 464 137| 27 
Banks......... 15| 12,136 Seats 1,211,966] 220,691 1,501,661 17,200 78 40} 131] 368 6| 16 
Barrow 19} 13,836 "leanne 1,233,548] 239,313 2'109,092 689,420 310 450} 274] 643 84] 33 
Bartow........ 35] *24'527 SEE. «ss cc non cs 2'191.795| 434,968 4'229'337 1,849,610 612 610} 363] 1,368 268| 41 
Ben Hill 231 16,149 EMI cvescsadc>. 743,969| 225,112 2;190,3 "198, 696 900} 318] 678 260} 43 
Berrien........ 22| 16,887 I oso oc 1,096,191] 226,119 1,883,897 899;310 115 290 96} 615 24) 24 
OO aca 142] 79,608] —15,626,106]............ 752,527} 531,920) 16,910,553 28,723,910] 5,681} 6,370} 3,250] 3,833] 4,784] 70 
Bleckley....... 14] *10,532 394,934]. 22020 o 2s: 1,081,449 173,332 1,649,715 42,450 59 290} ~'122| "384 52] 27 
Brantley... ...|...... on mie: eeaacoaes: 435,252| 126,844 Mee ct RO 56| 308 a. 
rooks........ 33] 24,937 RII, cos caccea: 1,575,939] 393,107 3,285,186 1,780,590 589 480| 366] 696 144] 24 
Bryan......... 8] *6,343 "388,975 F$7,560| "263,191 ‘ 745,971 160, Tiiseae: 43| 334 20} 27 
39] 28,317 OS RSE 3,466,942| 578,868 4,316,197 2,469,680 816 500} 402) 1,244 161| 28 

45] 32/857 SORGMEl.....<+0.<+. $340,012) 418,436 5,045,082 2'081,270 471 560} 337] «884 207| 19 

17] *12,327 510,780|............ 867,550} 249,211 1,627,541 1,035,060 78 160} 234] 484 68} 28 

14] *10,225 WII oo pec cs 1,234,674 162,293 1,697,239 796,760 59 310 24| 587 37} 30 

9] *6,069 658,853| F170,050| 102,561 ' 1,016,130 000 38 130 48] 282 36| 25 

Campbell. . 16] 12,183 Re 736,528} 289,915 1,417,142 428,500 78 370} 194 630 86| 28 
Candler... 15} 9. BE iciccasass 1,596,434] 205,914 1,854,367 770 58 280} 128] 388 20} 25 
Carroll. 54| 36.959 1,199,496] 20222222 4°945'486| 853,457 6,998,439 2,576,590 792 940} 469,715 176| 39 
Catoosa. 9] *6.677 WOR cscs corceee 578,737]  222:193 840,2 66, ERR 216] "659 28| 44 
Charlton... |. 6] *4,536 . | —_ geaalnianae 154.583] 109,539 649,597 272.860 Maced 50} 218 39] 28 
Chatham....., 213} 111,556] 31,633,668] F102,845| 715,189} 555,097| 33,006,799 37,453,400| 7,335} 10,109] 4,362} 3,785] 7,929] 72 
Chattahoochee. 7|  *5:266 BE css ccne ace 277,404 70,513 535,763 134,150 ees 259| "254 477| 62 
Chatooga.. 23| 14709  ajrererae 1,241,545] 300,755 3,511,626 835,700 MUR coccas 154 550| =. 51) (28 
Cherokee... ... 29| 19650 SANG .....<...00. 7241 374,035 4395240 1,210,460 433 360} 190} 1,214 133| 37 
Clarke... 12.1. 43] 27,718 SPSL cnsnccscss- '766,451| 218,363 4,697,441 5,630,340] 1,786], 2,312} 1,131] 1,590} 1,003] 63 
Tiesto ul *7,557 a 1, 253, 925} 122,801 1,609,054 466,000 56 180} 100} 371 23| 30 
Clayton....... 15] 11,558 37,058 853,668} 289,706 1,180,432 564,640 77 140| 125} 631 87| 25 
Clinch. 22277) 12} 8,501 1,192,791 120,550/ 154,728 1;468,06 378,000 ee 53} 298 33] 19 
Mabe 44| 31,593 1:990,299 1,938,288] 575.854 4°504,441 3,299,480 917} 1,000] 1,018] 2,796 737| 54 
Coffee, 2.217) 26} 19,859 i” RRReRReT 1'603,106| 342,636 "687,95 1,084,740 447 550| °228| 603 120| 32 
Colquitt......, 48| 34,738 rere 2,464,341| 576,928 4,643,640 3,496,970 591} 1,100} 737) «1,145 200] 30 
Columbia... 15] *11,718 142'241 ‘ 257.932 1,325,704 110,000 , Roe 79| "436 321 19 
° Saeatat 16] 12,122 267,956 217,211 1,458,841 657,600 78 340 76| 465 14| 30 
Coweta...) 44] 29:18 3,492,607 419,329 6,314,256 2,291,05 721} 1,320} + 614| «1,081 365| 38 
Crawford... 12} 9.224 38. 172.217 1.101.195 111.190 ane 54|  °436 6| 16 


*1920 Population 


F—Fishery Products. 


**Organized since 1920; no estimates available. 
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GEORGIA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

D 1925 Do- Pass- , of 

art- 4 Total o ilies} mestic | enger | Ford | Num- |fopv- 

County nell | Popula- | Value Added Pe a a , ors Bank oe Light- va. Pass- | ber of |lation 
Index ton y 9 Fishery Crops Live Pane Wealth Deposits Tele- ing Other | enger | Income | Ave. 

Manufacture Seoikndan Products Factors phones.}| Cus- han | Cars ‘ax 100 

tomers | Fords Returns 
Sees 28 20,324 SR $1,618,092 $295,421 $3,149,333 $1,261,450 582 700 379 752 130} 30 
ee 5 *3,918 Oe a err 199,854 95,482 A || rr Bel escheat 46 186} ~ 14; 35 
Dawson....... 5 a | S|: eee 317,179 112,113 7 iat Ea ee 20 20 15 141 2 621 
Decatur....... 43 33,337 ei A | ee 1, 258, 618 320,464 3,736,536 2,250,020 662 800 462 997 Zi7) 25 
De Kalb...... 52} *44,051 |) rae 442 960, 851 3,112,178 1,652,830 1,806 2,450} 2,940] 4,650 1,517) 65 
ee 32 23,905 oe ee 2,621,895 399,228 3,484,121 1,082,410 434 333 284 818 69} 24 
Dooly.. 28) *20,522 1) ke 2,656, 386,836 3,294,789 1,052,890 136 160 175 760 39| 22 
Dougherty eee 32 2,347 eh ae 659,008 180,883 2,799,711 4,399,490 1,234 130} 1,461} 2,041 779) 57 
Douglas....... 15 11,342 Lo eae 910,061 251,223 1,599,711 467,990 77 300 140 518 27| 28 
BATT 5 s00cane 25 470 ee 1,831 079 310; 056 y E "477, 863 815,440 116 315 189 702 58] 24 
oS eee 4 3,314 “|, 5S | bays 79,070 79,906 2 | er te ae 11 116 13) 14 
Effingham..... 13 9,992 278,053 F$3,360 777,130 173,814 1,233,357 149,190 eee 104 558 aaL oe 
OS See 32} *23,905 0S. i! ere 2,032,384 420,441 3,078,978 1,488,940 648 870 229) = 1,175 215) 33 
Emanuel...... 37 28,024 4 er 3,041,388 436,369 :993,222 1,196,290 174 430 120 836 79) 22 
Evans 10 7,145 |. A eee 76 67, 224 120,006 979,145 11,200 38 145 111 290 37) 32 
Fannin 14) *12,103 LE er 468,400 205,915 679,289 285,000 77 110 148 242 51] 21 
Fayette....... 15 11,639 CUS |) ) a 1,341,519 239,868 1,683,509 410,000 | Se 128 482 10} 17 
ee 67 41,600 rf. | | rer 1,951,059 490,339 9,737,892 5,444,250 1,760 2,310} 1,740} 2,202 911} 51 
Poryen......- 15] -*81,755 nS err 1,380,289 294,614 1,709,410 136,780 i Se 84 716 14) 22 
Franklin...... 29 21,124 ci) re 2,306,620 461,371 3,147,796 1,287,280 134 540 202 964 67| 37 
ee 501 = con oh, 242,117 510,815 60,209,319 148, Pe 430} 30,576} 35,168] 23,231] 18,420} 30,280] 138 
OS OTe 11 oS een 471,798 205,108 ,860 000 eee 75 238 8} 21 
Glascock...... 6 _ 192 te | an re 575,165 85,967 689,869 a 610 2 ae Ae 24 235 4} 28 
(OSS See 34 pa Ee "439 3,853,580 F 282,230 74,963 108,205 4,318,978 KR 725, 150 935 1,730 580 743 722| 49 
Gordon....... 26 18,799 EE ate i 732, 457 354, 630 2,732,687 1,469,550 115 450 259 790 43) 38 
| ae 28 21,352 Ue 1,608,884 366,148 2,583,802 1,322,720 134 362 223 767 57) 27 
Greene........ 24 19,232 re 854,832 325,291 1,801,610 919,570 6 ae 138 572 99} 19 
Gwinnett...... 43 31,814 PAUROONN asi tace sas 2,050,255 558,913 4,710,819 1,606,140 385 830 703} 2,290 187] 38 
Habersham.... 16 11,066 J): | 1,142,165 222,821 1,568,167 1,275,470 76 320 146 814 120) 54 
i Rae. 40 27,438 2; 750, oS eee 1,757,372 470,013 4,977,773 2,640,430 899 940 538] 1,179 334| 43 
Hancock...... 22) °*18,357 DEEPER... 5 cis s hinee 1,106,957 278,323 1,607,004 225,000 115 260 151 490 48} 19 
Haralson...... 20 14,963 CL re 1,137,355 303,180 2,118,800 358,210 229 500 142 678 70) 37 
PAGSTB. 06555 20) *15,775 J) ts) en 1,168,095 276,669 1,769,587 474,930 te 89 514 56] 21 
EMER cca saree 26 18,923 55 5) an 2,626,199 407,766 3,392,523 650,000 116 470 240 966 73) 25 
Heard Si «611,126 Ly SS a 1,543,954 303,382 1,918,079 247,100 {| eee 66 422 3} 19 
OS ee 27 20,699 i) ee 1,684,470 359,586 2,384,289 1,208,230 133 290 220 860 791 22 
Houston....... 29) = *21,964 LS a 2,174,483 205,882 ,005,097 10,820 134 490 250 732 169} 24 
Cee 18 13,919 oS eer 1,291,651 296,157} * 1,830,496 483,350 95 250 89 453 Ze 25 
Jackson....... 34 25,863 a ee 2,416,083 404,160 3,621,385 1,213,810 172 600 317 982 125) 28 
ee See 21 *16, 362 eee 1 026, 550 289,955 1,602,954 1,107,100 98 280 151 335 88] 17 
Jeff Davis..... 11 8,042 23) jo |S) (ee 814,763 165,492 1,273,437 341,420 57 90 82 284 26] 24 
Jefferson...... 31 23,295 Lo eee 2,833,778 327,914 3,341,264 1,225,930 153 320 174 948 93) 27 
Jenkins....... 21 15,918 | ee 1,570,378 219,943 2,075,625 860,570 97 370 128 462 96} 22 
Johnson....... 18 13,912 Lb A ar. 1,381,918 226,156 1,725,809 886,970 | eee 130 567 24] 24 
ee ae 16 13,362 “Uehara ie ae 852,007 192,295 i; 291, 322 154, 610 | rr 88 354 19) 13 
ee SOREEEL YT: (See ee gl, OREO Tae 727,590 142,187 869,777 785,880 CS ee 280 502 | ee 
ee Re ere APO. ERECT Toe ee 329,525 84,973 414,498 202,8 a, eee 35 224 Ei. 

I eae Sara 55 41,930 1 a4 Ee 3,978,173 645,387 5,661,034 2,029,250 858 1,570 500; 1,309 214) 28 
ee eocatenreteot 14) *10,904 St Ee 1,176,771 181,501 1,441,092 277,480 75 107 61 305 19] 16 

L Soe Se Ore: 15} *12,707 610. 785 F12,155 206,721 113,411 943,072 93,430 | rer 90 420 30} 14 
Lancoln. .. <2 6% 13 10,318 1 be | ee 2,899 185,480 1,160,100 350,040 ee 51 584 19] 24 
ee bry el Ie ok Ae ee 218,039 70,518 i>) ieee aca) RE OATS, 29 135 |< ee 
Lowndes...... 42 27,702 5 ae 1,338,867 333,238 2,453,817 7,487,400 1,312 1,280} 1,104] 1,612 514) 54 
Lumpkin...... 6 *5,240 Sh: 290,711 119,482 37,867 181,440 37 110 45 189 a} 32 
McDuffie...... 16 12,179 || re 979, 131 171,667 ie 557, 907 957,890 77 310 130 447 41} 24 
McIntosh..... 6 *§ 119 233,559 F89,049 52,222 60,194 435,024 116,300 36 130 27 199 32| 24 
DEQCOR. . 5.6555 28 19,169 240 ee ee 3,337,549 255,591 3,815,024 869,920 117 410 310 930 139} 25 
Madison...... 25 19,909 2) ES ie 2,005,067 370,400 2,466,573 588,660 ) 1 ee 171 714 49) 22 
Marion........ 10 *7 604 jo | i are 785,359 196,012 1,038,732 270,430 56 140 86 364 29| 24 
Meriwether 37 26, 727 J | ie, || rare 2 670, 070 446, 828 4,232,768 1, 336, 460 336 600 235 975 155) 24 
Miller 14 10,457 20) rae 955,740 188,802 1,676,904 190,000 58 80 46 180 9 17 
Milton........ 10 *6,885 1) 1,063,794 206,253 1,282,768 191,080 ree 46 543 5| 27 
Mitchell....... 39 27,555 SU re 3,527,151 475,362 4,901,591 1,591,78C}- 313 1,070 273} 1,018 126} 28 
Monroe....... 25} *20,138 Lo) 910,474 235,040 1,862,391 724, 940 134 350 208 482 89} 19 
Montgomery 14 10,532 S.A ier 1,126,287 199,502 1, "376, 335 382,310 . (GeRctraac 60 392 21] 22 
Morgan....... 25 20,384 cre A) ies 1,079,158 312,534 1,763,820 812,000 135 484 210 423 144; 21 
ee 13 *9,4 Lh. | ee 1,068,769 275,541 |B 538, 291 289,960 | re 82 376 11} 30 
Muscogee 100 48,707 C2) Free 299,481 160,097 19; 050; 687 12,728,990 3,167 6,400} 2,752) 2,782 2,952] 79 
Newton....... 34 23,509 ot ee 1,181, 645 305,369 4, 628, 942 11,360 419 910 364 696 187| 30 
Oconee........ 14| *11,067 +: a re re 986, 658 191,999 1,213,585 95,670 eet 134 385 14; 21 
Oglethorpe. . .. 26 21,195 2S. rr 1,621,321 317,882 2,155,370 258,520 | ree 178 712 34) 17 
Paulding. ..... 18} *14,025 ro <) ees 1,124,041 294,765 1,678,869 440,850 96 140 107 502 21| 21 
Oe [ere see eR See an ernie 2,467,268 130,172 2,597,440 908,390 er 200 EEE pees 
Pickens... ..... 12 *8,222 LS eee 97,954 162,790 1,577,627 250,000 2) Ee 139 588 50] 38 
Pierce 19 13,267 Sn 1,334, 957 172, 531 2,314,114 1,144,820 78 170 163 546 63| 30 
(TOE: 29 22,185 ES) ee 1,720,091 225,119 3,015,194 605,530 137 430 120 606 81} 17 
ers 32 20,443 ho) a ee 1,618,680 292,478 4,850,854 t 769, 010 575 1,500 396 920 316} 48 
Pulaski : 16] *11,587 a ee 1,218,550 168,846 1,806,849 ,000 303 450 153 346 59] 32 
Putnam....... 19 15,872 i. er 475,772 263,187 1,410,606 240,720 279 360 105 364 63) 19 
Quitman...... 5 *3,417 242, MM oe ata. 423,531 84,300 TEI 5 SaSonbeenee _ Reape = 20 145 2| 22 
ee ee 7 5,85 eae 330,735 115,821 447,466 400,000 38 10 93 220 62) 35 
Randolph... .. 23) = *16,721 4 | a ree 2,332,346 293,417 2,898,064 757, 363 610 161 853 114} 35 
Richmond..... 119 66,414 RRO Ls ae 1,057,648 456,713 15, 449, 856 22,059,390 5,129 6,640} 2,678} 3,294 4,693] 79 
Rockdale...... 13 9,862 i) ae 52,043 164,716 1,509,002 360,000 58 250 101 361 46| 24 
NS eee 8 5,260 DOORN i ssp asin s oes 667, 548 78,137 782,047 344,070 37 90 83 368 21| 35 
Screven....... 33 25,450 20S? eS ee 2,691,511 350,972 3,337,009 706,450 1) | 246 821 68} 19 
ee eee See ee ee. ewe ee yrs 805,366 178,441 983,807 344,240 <n Ie 56 306 AT 


*1920 Population. 


F— Fishery 1 Products. 


**Organized since 1920; no estimates available. 
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GEORGIA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS a 
ual- 
| Do- | Pass- ity of 
: Dart-| 1925 Walnaicl Total of | Families) mestic | enger | Ford | Num- |Popu- 
County nell | Popula- | Value Added Siieadl aad Eive Suck ‘county Bank With | Light- | Cars | Pass- | ber of |lation 
ndex| tion By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture Factors hones | Cus- | Than } Cars Tax 100 
Products P 
tomers | Fords Returns 
Spalding paws 37 23,135 PSR UL | Cee $1,366, = $282,985 $5,593,564 $2,379,530 1,084 1,168 670} 1,200 410} 44 
Stephens...... 17 12,057 US, Sa 187,114 2,165,631 675,100 398 480 180 595 126; 49 
Stewart ...50 cu 16} *12,089 | eee 939, 318 168,844 1,497,210 421,950 79 360 143 421 55} 28 
Sumter........ 42 29,948 ot), re 3,271,835 375,129 4,591,714 2,477,000 854 1,250 681} 1,251 501} 38 
TANGER. csiere es 14) *11,158 2 re 581,250 150,036 1,025,388 655,260 (| ne 98 534 56} 21 
Taliaferro. .... 11 8,882 77 | eee 550,387 151,264 918,417 372,530 ./) es 64 320 34] 19 
Tattnall... 21 15,716 y- 5) S| ee 1,810,743 271,698 2,378,754 919,720 97 130 83 735 46; 28 
1 2) ae 16 11,831 ye | DR oer E 507, 337 178, 258 1 949, 963 712,830 77 240 113 640 40} 33 
POHANG So oceans 21 16,424 Me cic esha 1,330,859 315,870 2,064,988 744,080 98 250 202 489 67; 30 
OCW 5 656.5 Wee 28] *19,601 AL) er 2,687,630 266,225 3,366,047 1,579,880 493 500 352 884 112} 28 
Phomae.. 3-0; 47 35,294 ys) ner 1,361,099 419,714 3,837,470 ,094,260 1,073 1,500 804; 1,514 427| 44 
(| rere 23 16,194 CEL reer 1,156,900 295,531 2,326,354 2,036,140 454 400 306 707 147; 39 
Toombs....... 21 15,421 We cc ove css 1,565,665 241,815 2,124,867 1,109,670 298)" 500 141 551 109} 30 
OWOG seis aie 5 3,937 ee ee 352,060 147,911 500,881 175,700 | ame 8 112 3} 21 
Treutlen...... 12 8,807 RPEED 6 Fa ciadieceeine 1,086,795 149,549 1,274,636 545,220) 57 130 23 267 11} 17 
Troup 71 41,685 9, 170, | ee: 2,169,467 382,486 11,722,769 5,514,960 1,101 5,000 810} 1,636 682) 49 
TRUINOL Ss scare ces 19 13,819 79 "988 Phi aiaed wield ware 1,276,297 258,708 2,333,993 822,740 95 380 158 514 56| 32 
TWISRB 0.5... <i< « 13} *10,407 IE 530) cede: 44,873 151,509 1,011,705 530,220 58 120 77 334 9} 19 
RIGO «ee sietiests 8 *6,455 co) || ere 384,946 220,933 609,2 62,450 ee 17 101 2} 21 
ae 23 15,936 OLS? a eee 1,267,110 209,06 3,145,710 1,308,850 422 590 261; 1,053 279| 38 
Walker... <6 40 26,019 ih) eee 1,073,320 565,497 6,560,967 7,590 173 450 475) 1,482 234| 37 
Walton. 5.2.06: 35 25,404 ki | eee 446,951 402,520 4,190,292 1,062,750 455 680 394 789 174; 22 
Wate cc cctcne. 42 31,534 i pai ate "522,701 207, 133 4,317,481 2,250,000 1,241 1,804 684) 1,415 918) 46 
Wart 55:05 16} *11,828 | Sere 1,200,874 161,078 1,507,383 3, 77 190 172 425 91; 24 
Washington 37| *28,147 i &> || Se 2, oe = 502,474 3,772,549 1,561,160 473 640 458 723 171} 25 
Wayne........ 18 15,124 562,110 F$880 205,641 1,562,971 80, | Sees 119 548 112} 24 
Webster....... 7 *5,342 EARS. cece ar 16 89,778 622,157 185,020 5 Re 42 185 2) 16 
Wheeler....... 14 11,280 jo! |< Eaten tee 1,065 362) 230,643 1,413,148 ] bf) ee 62 420 8} 21 
White. . 9 6, 5 7 IL | ae 333,659 117,277 8,464 390,070 5 eee 56 297 12} 32 
Whitfield 27 17,442 2.5 ees 1,184,048 322,790 3,327,036 2,608,780 666 730 443 806 257| 54 
Wilcox 21 16,656 |) 300 SNR eee eae 1,658,041 267,777 2 036,904 595,950 98 310 146 494 38| 27 
Wilkes 30 24,645 bY 57 | ee 1,482,660 329,721 2,177,638 1,094,000 464 620 317 802 151} 25 
Wilkinson 15 12,110 Ss ecedasene 584,185 161 986 1,106,225 350,000 ri. Scere 126 466 61; 24 
NOOR icone ys 34 26,534 7 | ae ae 2,213,184 417,878 3,090,272 897,990 173 321 184 755 69| 17 
State Total. .1 4,470! 3,035,534! $262,332,485 $668, 129|$207,191,093| $43,479,020} $513,670,727) $407.518.670} 94,189! 127,234] 75,236] 139,301] 71,264 
PMNS ncacineees 70 38,686} $ 3,232,326 M$652| $1,824,933} $2,442,484 $7,500,395 $15,762,960 4,498 6,700} 6,465] 2,891 3,027) 156 
Ls ne 6 3,14 158,713 M3,415 ‘ 40,258 1,177,381 324, 75 150 209 178 56} 90 
Bannock...... 50 33,033 790 51.) 6 | cee 2,349,625) 1,368,228 5,961, 2,802 3,920) 2,598] 1,375 2,938] 106 
Bear Lake..... 13 9,380 74, M454 2,806 »851 1,500,375 "458,410 507 1,050 548 472 325] 87 
Benewah...... 16 7,337 ya. | Ee 526,968 207,030 3,590,787 1,375,820 187 790 882 348 560} 127 
Bingham...... 36 21,642 540,924 M232] 3,913,043} 1,613,760 6, oh 959 1,795,000 1,119 1,040} 1,286) 1,467 438) 76 
Wao. 61 css 0 8 5,287 91,499 M137,083 325,457 563,503 1,1 17, 542 904, 137 520 448 388 210} 98 
| NG: + 2,069 532,539 M77,499 94,58 93,646 "798,267 35,000 50 250 115 60 150} 100 
Bonner........ 27 14,575 3,960,811 M396,496 354,123 469,348 5,180,778 2,126,430 847 1,120} 1,245 947 875] 106 
Bonneville... .. 36 20,685 803,458 M300} 3,681,009} 1,318,378 5,803,145 3,854,670 1,951 1,470} 1,656} 1,368 650} 87 
Boundary..... 9 5,034 727,683 M438,111 245,775 152,634 1,564,203 810,000 125 290 528 306 250} 110 
je aa 6 3,474 17,192 55,325 391,008 773,920 1,237,445 350,000 87 170 203 314 30] 78 
Camas........ 4 2,044 23,564 M2,549 285,678 199,409 1,200 1,338,880 49 10 140 230 50} 90 
Canyon....... 48 30,584 (ip) 5] eaters 3,682,075 2,991,863 7,453,051 2,663,690 2,701 3,180} 3,044) 3,295 1,190} 127 
CANDOU «bac. + 2,627 i, | SSG 328,903 283,663 620,536 621,950 62 240 226 246 320} 118 
Cassia 28 18,508 715,189 M1,921 2,148,156 1,432,828 4,298,094 1,373,580 1,070 1,250 810} 1,274 430} 76 
oa 4 2,228 7. | er eee 109,989 653,629 785,898 170,230 51 160 92 170 110] 84 
Clearwater 9 5,126 1,357,426 M876 344,731 162,574 1,865,607 2,360 125 670 358 168 260} 105 
Guster... os 7 3,859 39,01 M474,630 376,816 616,173 1,506,633 537,240 100 400 287 316 100} 103 
Elmore 9 5,259 79,615 M184, 384 245,338 725,447 1,234,784 811,230 137 860 583 512 450} 152 
Franklin... ... 15 10,224 y 0) Li en 1,241,322 710,178 2,180,570 757,720 551 950 610 518 141] 68 
Fremont... ... 19 12,268 oe oe 1,572,080 989,530 2,684,290 1,036,580 553 980 706 889 451) 79 
ae 13 7,297 957,653 M89 728,471 748,345 2,434,558 738,900 187 830 705 580 278) 108 
Gooding. 15 9,720 oo | ere 664,740} 1,323,082 2,114,375 813,720 249 430 543 797 360} 84 
Li) aa 24 13,343 304,875 M37,919| 2,594,891} 1,184,002 4,121,687 2.236, 100 337 740 829 294 470) 75 
Jefferson... ... 16 11,158 ko | eee ee 1,328,555 801,996 2,265,434 321,300 287 750 550 708 224) 72 
lerome........ 12 7,378 76,701 M157} 1,178,962 760,052 2,015,872 913,770 188 560 515 831 250} 110 
Kootenai... .. . 39 18,744 6,698,825 M328 970,593 546,435 8,216,181 3,532,650 1,231 2,250} 2,487) 1,736 1,515} 146 
atah. 37| *18,092 3,414,273 M1,721 2,287,814 610,766 6,314,574 6,122,270 1,715 ,700} 1,936} 1,405 ,000} 132 
Lemhi........ 11 5,378 84,247 M521, 758 871,245 918, 778 2,396,028 8,190 138 320 277 303 350} 110 
BEWiB ss seuioe 13 6,009 (S| ree 1,886,043 371,408 2,983,785 1,173,590 149 590 671 359 260} 119 
Lincoln See et 7 4,437 C1 | Aa ee ene ted 284,136 472,996 (02,186 602,810 112 290 244 336 175] 89 
Madison... ... 17 10,837 | ee 1,218,279 747,929 2,828,786 628,650 630 890 577 585 215} 65 
Minidoka... .. . 17 11,633 K/ 1 | Se 1,277,487 826,135 2,430,868 776,950 298 720 595 791 360} 84 
ez Perce... .. 29 15,662 i eae 2,310,314 670,873 ,606,78 6,485,520 1,618 1,525} 1,818 807 1,150} 132 
Oneida... . 13 7,948 * 4 Wo wecunaaeraacs 1,365,952 602,921 2,018,020 882,190 394 490 396 298 175} 63 
Owyhee. 10 5,064 M 33,872 1,078,123 1,201,053 2,321,237 7,440 124 130 245 345 180} 68 
Payette. . 12 7,973 208 194 Ras pata Saas 756,836 67,467 1,532,497 658,030 200 900 846 809 325} 129 
Power... .. 10 6,034 139,312 1,070,175 472,056 1,681,587 424,950 150 440 357 602 158} 100 
Shoshone... . . . 76 14,411 2,180,123] M24,677,235 36,256 86,002 26,979,616 7,895,180 1,302 3,750} . 2,127 598 2,468] 184 
ween bie ale nee 8 4,63 Ct | Cee re 836,452 471,616 1,351,364 465,000 113 340 185 267 175} 70 
win Falls 58 36,814 1,496,534 M17 4,140,615} 2,103,354 7,740,681 5,620,470 2,251 3,540} 3,035} 3,472 1,246} 113 
we ers enero 6 2,866 663,145 M2,394 259,019 266,586 1,191,144 336,000 74 90 302 205 215} 125 
ashington. . . 15 9,977 163,488 M255 852,937} 1,200,691 2,217,371 682,410 733 876 860 738 440} 111 
State Total..] 886] 492,481| $37,951,981] $27,049,877] $53,497,308] $35,705,877] $154,205,043 $84,637,870| 30,264] 48,321] 43,139] 34,598] 25,000)..... 


*1920 Population. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
D 1925 a FES ...d P 
art- milies} mestic | enger or um- 
County nell | Popula- | Value Added Value of —— Total of Bank Wit Light- fo Pass- | ber of 
Index tion y Mined and Crops hed soe County Deposits Tele- ing Other | enger | Income 
Manufacture Mow wed Products bt ; phones | Cus- | Than | Cars Tax 
eee nee tomers | Fords Returns 
Adams........ 141] 62,188] $14,688,799]............ $6,266,148] $4,306,584) $25,261,531 $28,529,510] 6,841] 11,000} 5,100] 6,286} 3,151 
Alexander... ... 43] 24,680 OS) ane 835,207 365,004 5,965,545 027,420] 2,615} 2,150} 1,248} 1,404) 1,140 
oer 28] *16,045 776,030} M$608,000] 1,291,832] 2,212,266 4,888,128 2,659,560] 1,329 5800} 1,002) 1,735 352 
Boone......... 38} *15,322 J Ci ra aie 2,310,067} 3,406,382 9,220,586 3,966,820] 2,143] 2,590} 1,609) 1,758 525 
Brown........ 18| — *9,336 WOPMAD 5. ote. 1,788,884] 1,404,673 3,295,967 1,971,890 139 870| 656] 1,024 131 
Bureau 88]  *42,648 1,564,753] M1,421,000] 9,071,945] 5,120,207 17,177,905 11,489,920] 2,997} 7,290} 4,302} 4,681] 1,605 
Calhoun 15} *8,245 pela aie 1,789,236 908, 2,778,873 ,408,2: 138 440; 396) 68 94 
Carroll........ 44 20,086 QAR OUG) «5. e-oc ise vines 2,968,481] 3,609,271 ,600, 6,958,240] 1,552] 2,580) 1,938] 2,328 979 
ED iit 35 18,192 166,834 M95,480| 3,625,473] 1,269,585 5,157,372 6,433,690 1,740 2,520} 1,784} 2,003 1,188 
Champaign....] 123] 59,863 WITT SION. csicivcnntsc. 12,633,994] 4:791:393 21,702,757 19,869,590] 7,062 190} 6,965} 8,441] 3,672 
Christian... ... 91] 40,648 393,779] M7,450,000] 8,040,959] 3,344,904 19,229,642 11,851,330} 3,379} 5,320] 3,628) 4,230) 2,096 
6 rene 34  *21,165 7) aS soi 2,134,331) 2,213,739 4,670,962 3,589,670 417| 3,470} 1,093) 2,849 319 
ee 29]  *17,684 TOLD ION occa vonnids 1,423,641] 2,048,983 4,234,159 2,316,820 784 920 822| 1,927 259 
Clinton....... 41] 23,012 792,828]  M608,000} 2,239,875] 2,838,059 6,478,762 ,604, 18} = 2,570] 1,141) += 2,098 437 
COMI s vies. ot 63) 35,442 i es 5,249,701] 2,330,437 10,238,522 7,349,850] 5,426} 5,770} 3,389] 3,824) 1,750 
ee 9,001} 3,420,001} 1,445,180,244 F23,192| 4,007,358} 6,311,472] 1,455,522,266] 2,670,380,640} 647,900} 690,000) 258,984) 116,904) 475,572 
Crawford... ... 39] *22,771 TK) |r eae 1,687,045] 1,847,392 ,514,004 6,818,860 1,495] 1,720) 1,731] 3,510 562 
Cumberland. . . 21} *12,858 BOOTS). ociis.dsuiew's 1,478,007} 1,550,174 3,114,756 ,403, 276} 1,170} 486) 1,463 115 
DeKalb....... 84] *31,339 GODEORS). css oases 7,489,636] 5,704,735 19,797,356 13,282,970].. 3,480] 5,630] 4,090] 3,948] 1,824 
DeWitt....... 40} 19,446 1OGG06) | secu chaos 5,170,540] 2,068,475 8,300,621 ,222,530| 1,785} 2,840] + 1,690} 2,363) «1,247 
Douglas....... 40} 19,610 1S) ee 5,500,580] 1,726,868 7,653,925 4,755,180] 1,199] 2,150} 1,702] 2,460 769 
Du Page...... 84] 47,043 [ee 2,540,271] 4,113,924 10,006,022 16,566, 8,391] 7,450] 7,323] 5,445} 7,916 
“dgar. 541 *25,769 2,063,528 M95,440| 6,784,988] 2,669,505 11,613,461 5,446, 2,826] 3,800} 2,279) 3,117 745 
Edwards... ... 17|  *9,43] 55 5] ee 1,376,971; 1,137,401 2:782.939 1,625,220 139] 1,220 457| 1,321 80 
Effingham. .... 33] *19,556 GADBID| ood ean 1,703,586] 2,597,977 4.942.382 3,511, 1,243] 2,030] 1,256] 2,350 341 
Fayette....... 44] *26,187 TOR SES! osc sise es 2,820,041] 3,517,947 7,102,531 4,010,900} 1,167} 2,050) 1,225] {2,120 244 
Se 40] *16,466 55,7.) eee 6,374,753] 2,278,744 9,209,777 5,046,860} 1,151} 1,850} 1,516] 2,566 637 
Franklin... .. 153] 75,053 439,034] M31,520,000 803,754] 1,264,391 34,027,179 9,682,830] 2,006} 9,940) 4,637} 5,799] 3,529 
Fulton...... 93| *48,163 2,285,350] M4,436,000} 6,094,701} 4,304,101 17,120,152 10,300,690] 3,598] 6,710) 4,514] 5,222) 1,545 
Gallatin... 22] + *12,856 69,744] _M608,000] 2,074,136] 1,006,660 3,758,540 1,648,870 2771 - 1,550 376| 1,121 84 
Greene 44] 23,175 972,440 M95,440| 3,716,039] 2,609,831 7,393,750 6,132,810] 1,647} 2,030) 1,392] 2,274 708 
Grundy... .... 42} *18,580 1,438,037 M1,095,000} 4,862,855] 1,858,476 9,254,368 5,345,620]  1,457| 2,170) 1,615) 2,181 687 
Hamilton 25] *15,920 DUN. cseneenee 1,426,910] — 1,815,600 3,329,785 2,020,610 277| ~—‘1,080 402] 1,041 75 
Hancock... ... 59] *28,523 656,137 195,440] 5,555,203] 4,182,731 10,489,511 10,037,050 557| 4,480] 2,416] 4,134 673 
Hardin........ 10 7,825 OC i 401,907 410,965 853,349 606,110 138 2 238 352 56 
Henderson 22 9,795 LU) ee 2,868,542] 1,896,576 4,897,407 2,271,230 139] 1,210 670} 1,137 173 
Henry........ 112| 47,103 10,406,869] M163,000} 8,060,129} 5,543,929 24,173,927 16,958,590] 6,259] 7,720) 4,699] 5,650} 2,612 
Iroquois....... 80} *34,841 |. renee 12,320,875] 5,324,442 18,452,484 8,705,950) 1,621) 3,340} 3,294) 5,191 995 
Jackson. ...... 68 38,193 3,309,387 3,418,000} 2,679,473} 1,833,343 11,240,203 6,771,130} 3,013) + = 5,250} 2,630) 93,380) 1,541 
ANDERS wesc. 28] *16,064 61749) om canoe 27114,049]  2:425;405 4,701,203 1,933,340 278] 1,080 563| 1,805 110 
Jefferson... .. 57| *28,480 7,118,024} | M608,000} 1,510,557] 2,498,843 11,735,424 5,241,030] 2,018] 3,360] 2,201] 2,863 595 
Jersey......... 23| *12,682 21) es 1,493,262] 1,511,397 3,888,425 2,648,980 277 860} — 826) 983 280 
Jo Daviess... .. 46) *21,917 BOD scion caestiuee 2,835,287] 4,381,356 8,122,439 7,978,960] 1,218] 2,230} 2,086] 2,200 673 
Johnson..... .. 20} + *12,022 175827896) |. -.o.c.5.0c0neos 960,206 866,348 3,358,950 1,193,910 276 7 400 922 101 
ME. ass 253} 103,824]  42,103.758]............ 5,600,566] 7,777,689 55,482,013 37,982,240] 18,511] 19,000] 12,102} 9,374] 11,782 
Kankakee. . 94, 47,311 SCL) re 6,501,521] 3,316,520 16,332,968 13,894,460] 4,079} 6,520} 4,809] 4,336) 2,674 
Kendall... .... 26| *10,074 LOQSIGM4 |. so ccaverenes 4,262,036] 1,791,338 7,078,985 1,916,900 146} 1,190} 1,112] 1,327 309 
ae ee ee 98] 47,048 5.617,507| | _M$23,000} 6,824,209] 4,098,158 16,562,874 18,095,630} 5,962] 9,380} 4,752} 5,756] 3,601 
Ia Salle... .. 193] 94,505 24,316,655] 1,892,000] 2,601,954] 5,171,756 33,982,365 30,902,100] 12,815] 15,050] 5,811] 6,295} 7,584 
ee 189] 85,176 19,076,419 °35°327| 14,175,460] 6.087.723 39,374,929 25;310,640| 8,867] 16,420] 9,983} 8,460} 5,598 
Lawrence....,, 38] *21,380 As 1S re 1,733,256] 1,142,388 5,663,110 5,636,340} 1,339] 2,180) 1,740] 2,559 639 
REO 72| 28,148 PW Ass eae 7,866,107] 4,383,731 16,981,404 9,634,550] 3,039] 3,950} 3,232) 4,026} — ‘1,383 
Livingston... 96| — *39,070 2,151,293 M96,000] 15,139,495] 4,915,815 22,302,603 11,739,130} 2,116] 2,900] 3,975} 4,831] 1,687 
RAD. ccc... 63| *29,562 517,451) M353,200| 8,693,196] 2,826,386 12,390,234 8,496,120] 2,793} 2,110) 2,519} 3,378} ~—- 1,160 
McDonough 56| 27,179 1,613,358 M11,000| 5,611,515] 3,496,345 10,732,218 7,588,740] 3,651] 3,070] 2,591) + 3,699 849 
McHenry...... 84] 33,533 OU ee 4,450,065] 10,074,344 20,426,438 9,875,530} 2,685) 5,390] 3,346} 4,550} 2,290 
McLean....... 154] 71,296 7,041,777} M353,200] 15,977,937] 6,236,854 29,609,768 23,102,920) 8,747] 12,490} 7,455) 8,785] 4,591 
Macon........ 139} 71,401 14,862,531 M95,440| 7,504,966] 2,976,421 25,439,358 17,139,930} 10,138] 12,860] 7,626} 6,628] 4,940 
Macoupin. .... 118} 61,006 722,317| M12,442,000| 4,664,648] 4,213,801 22,042,766 13,306,840] 4,371] 9,120] 4,260} 4,823] 4,191 
Madison... ... 299} 116,553 59,119,771] M6,922,000| 3,539,201] 4,284,643 73,865,615 35,000,110} 11,288] 21,050] 9;940] 10,550} 8,003 
Marion........ 59] 38,857 2,236,079] | _M773,000} 1,369,000] 2,297,299 6,675,378 6,977,320] 3,639} 2,010] 3,102} 3,544) «1,888 
Marshall. ..... 34) *14,760 8,330] M601,000} 4,095,725} 1,816,036 7,181,091 4,692,840 533] 2,130] 1,273] 1,495 514 
So ee 36] *16,634 7 ee 5,075,760] 1,631,242 7,487,818 4,771,670| 1,164) 2,880} 1,449) 2,511 542 
Massac........ 22) = *13,559 PRIN oes cae: 834,801 704,054 2,960,696 1,918,530 849] 1,640 696 875 208 
Menard....... 241 *11,694 98,498] M157,000] 3,349,495] 1,607,691 5,212,684 1,690,630 274, 1,020) 1,070} 1,290 297 
Mercer........ 43} *18,800 499,826] M325,000] 3,984,811] 3,315,949 8,125,586 7,525,720 416] 2,430] 1,699] 2,577 544 
Monroe... ... 24] *12,839 oS i 2,412,123] 1,384,827 4,248,766 2,956,560 276} ‘1,200 927| 1,186 307 
Montgomery 87| 44,852 3,942,859] 5,362,000] 3,835,417] 3,523,506 16,663,782 8,865,570] 3,511] 7,060} 3,137] 4,047] —‘:1,732 
Morgan....... 68| *33,567 Lk, eee 6,190,943] 2,815,189 11,086,848 12, 305,370} 3,598] 5,520 2,759} 3,052] 1.257 
Moultrie... .. 29} = 14,955 lot |) aan 4.462.363] 1,410,996 5,975,473 2,053,490 928} 1,780} 1,090} 1,665 286 
ered 63] *26,830 Rc) 5 | re 6,502,910] 5,095,513 13,591,984 9,056,300) 1,434] — 3, 3,131] 3,787} 1,141 
Peoria... ..... 237| 118,200] 26,253,638} M2,178,000} 5,412,138] 3,574,196 37,417,972 43,863,600] 15,512] 23,500] 13,291] 9,876] 10,342 
ka ee 43) 23,361 479,328] M4.003,000| 1.275.114] 1,635,655 7,393,097 4,869,310} 1,338] 3,280] 1,598} 92,134 944 
ae 45) *15,714 ha) ae 6,254,762] 2,142,207 10,018,828 9,556,030 278| 2,330) 1,479] = 2,275 497 
| ne 53] *26,866 <j 5,948,624] 3,450,632 9,784,684 5,979,560 554; 2,920) 1,557] 3,125 413 
Pane... 2 ok 14, *9,625 CY) 840,751 800,839 1,702,410 817,960 139 590 203 500 31 
Pulaski... .. |. 22| *14,629 CE] ee 934,127 639, 103 3,053,027 1,524,380 719] 1,930 575| 1,029 466 
Putman ...._. 14 7,588 64,165} M353,200} ‘1,495,904 740,064 2,653,333 1,254,210 137| 1,160 533 682 214 
Randolph. . 53] *29,109 1,661,030] M2,986,000] 2,612,832] 2,114,779 9,374,641 5,511,251 1,680] 3,350) 1,888] 2,876) 1,018 
Richland. 23} *14,044 M067 56). osc ccecae. 1.428.089] 1,617,266 3,452,091 2,064,780} 1,083} 1,450 915} 1,857 198 
Rock Island...| 242] 104,700] 41,170,182 MS57,000] 2,883,252] 2,922,954] 47,033,388 43,402,920] 11,943] 20,930} 8,606] 8,090} —_7,309 
i = Sa 319] 145,953) 49,599,239] _M6,875,000} 3,780,186] 2,801,748] 63,056,173 47,170,230| 9,626] 28,800} 11,456] 10,850} 10,914 
Saline......... 79|-- - 42,968 603,653} M11,229,000| 1,491,841] 1,259,389 14,583,883 7,074,210] 2,085} 5,150] 2,829] 3,092 118 
Sangamon... 216| 105,494 10,814,404] M13.054,000] 9,986,997] 3,632,842 37,488,243 ,499,510} 13,522} 19,610} 10,091] 8,731] 9,123 
Schuyler... ... 25! *13,285 25,241 M95,440| 2,815,843] 1,614,685 4,731,209 2,056,420 275 830 889] 1,426 217 
Brot sors 2u} —-*9,489 106,453 M95,440} 2,504,329] 1,190,444 3,896,666 2,349,920] 1,088 730 594) 1,284 254 


*1920 Population 


M—Mine Products. 


F—Fishery Products. 


|= 


\ 


) 


7 
Marcu 31, 1928 SALES MANAGEMENT 27 
ILLINOIS—Continued 

COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS eal 
ual- 
Dart-| _ 1925 Do- | Pass- ity of 
: nell | Popula- Value of Total of Families} mestic | enger | Ford | Num- |Popu- 
County [Index| tion | Value Added | Mined and Live Stock | County Bank With | Light- | Cars | Pass- | ber of |!ation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income 100 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 
tomers | Fords Returns 
GRAIG 05 8904 55} *29,601 $ 179,921 M$95,440| $5,878,804} $4,072,316) $10,226,481 $ 4,920,090 556 4,000} 1,987) 3,343 409) 103 
LO?) ere 24 *9,693 270,918 M$17,000 3,066,28 1,781,323 5,135,530 3,741,150 140 880} 1,058; 1,455 343) 152 
Stephenson. ... 89 38,265 | ee 4,874,438] 6,142,934 19,096,197 12,829,660 5,237 6,180} 4,477} 3,953 1,766) 144 
Tazewell...... 112 41,097 17,881,272} M2,030,000} 7,238,148) 2,988,861 30,138,281 10,124,760 3,175 5,940} 3,834) 3,734 2,014} 116 
UC ee 31 *20,249 SEER os dsl nsic wees 2,289,747 1,211,442 3,857,066 3,117,740 855 920 913) 1,784 263} 68 
Vermilion..... 169 90,788 12,108,149} M7,968,000 7,662,622 3,889,301 31, 628, 072 15,188,160 9,496} 15,230) 7,995 865 6,103} 124 
Wabash....... 26| *14,034 3. 1,751,675 65,234 4, 124,912 838, 1,580 2,250} 1,148) 1,215 418) 105 
Warren....... 51; *21,488 1,255,806 M95,440 5,494,146 3,458,916 10,304,308 8,896,040 2,926 2,690} 2,391) 3,256 979) 159 
Washington 32] *18,035 418,007 M434,000 1,972,951 2 "487, 303 5,312,261 3,141,590 416 1,400} 1,143) 1,716 256} 76 
Wayne........ 38] *22,772 | ere 2,527,906] 3,107,181 6,320,373 2,191,240 964 1,460 697| 2,152 138} 65 
White. 37; *20,081 373,875 M608,000' 3,503,626} 1,781,691 6,267,192 004, 992 2,000 858} 2,025 201} 78 
Whiteside. .... 90 37,117 rei . | | eee 6,736,844, 5,214,752 19,922,647 13,255,840 4,566 5,880} 3,762} 5,567 1,781} 159 
\ ee 233 97,747 38,071,625 M353,200 7,342,495 5,196,878 50,964,198 33,645,530} 10,902} 13,530) 10,055) 7,814 8,113} 113 
Williamson. ... 131 70,151 885,3 63) M20,657,000) 1, 238, 307} 1,580,611 24,361,281 12, 078,690 3,690} 10,180) 5,369) 5,823 3,498] 87 
Winnebago. ... 239} 106,665 CANS 7. | ee ee 3,496,621 3,981,281 50,033,826 32,106,020} 12,198} 19,330} 9,779) 9,251 8,172) 133 
Woodford..... 46} *19,340 548,640 M353,200| 6,869,604) 2,916,833 10,688,277 4,775,870 416 3 2,058] 2,732 840) 143 
State Total. .| 16,501] 7,008,784! $2,010,549,350| $155,318,519|$447,249,928|$298,639,019|$2,911,756,816| $3.668,862,250| 968,339|1,220,390| 570,397] 477,015| 671,536|..... 
RARD ccsveces 38} *20,503 O70) CO: | a ree $1,890,172] $2,532,762 $6,504,532 $4,264,360 2,065 1,520} 1,585} 2,690 493) 102 
11. SP Senne 287) 126,151 40,733,573 F $3,000 3.777.931 4,124,560 48,639,064 63,537,550} 22,296} 26,300} 15,207) 11,471 13,876} 151 
Bartholomew 45 *23,887 KK S97] re 2,846,278 1,920,851 8,097,355 4,450,590 2,862 2,210} 2,205 729 617) 114 
Bentoe.......- 28) *12,206 C1) See ee 4,424,739 1,661,294 6,155,089 3,358,620 405 960} 1,018) 2,301 287} 124 
Blackford... .. 33} *14,084 C700 YO] ere 695,063 1,041,956 8,006,287 3,286,980 1,342 2,200} 1.369} 1,536 519) 122 
MOOG: 5.5 cess 41 af -6 AY Peebles 62855 4 Sak: 2,656,384 2,752,542 7,130,319 3,620,260 2,450 2,320} 1,581} 3,173 306} 106 
| os) re 9 *7,019 7G 1 | | RSUUREE = M 442,260 519,770 1,032,654 191,120 202 60 102 398 17| 33 
Carrol! 33) *16,315 CL | errr 3,196,554 2,360,245 5,967,471 4,865,650 506 1,440} 1,612] 2,078 178} 111 
Cass. 70 39,444 OS 7S | ree 2,739,208 2,607,922 9,979,625 10,534,270 5,286 4,270} 4,089) 4,114 2,110) 114 
NER e cwviccvelos 48} *29,381 cy | ee ee 1,343,189 1,588,523 6,608,689 5,214,550 2,550 2,480} 1,750} 2,277 1,053} 90 
Clay. 49) *29,447 2,434,620} M1,378,000 1,799,823 1,659,592 7,272,035 4,964,590 2,561 2,790} 2,328) 3,235 945) 116 
Clinton... ...... 54 28,336 2:72 3,162 Pah esee wat 3,689,227 2'547.627 8,960,016 7,542,660 3,369 4,710} 3,403) 3,693 1,106} 137 
Crawford 16; *11,201 yo ee 736,424 40,275 1,881,488 1,503,770 3u3 580 412 885 89) 54 
Daviess....... 45) *26,856 2,453,981 M192,000 2,711,990 1,834,445 7,192,416 3,380,880 2,681 2,610} 1,793} 2,692 833} 89 
Dearborn...... 40} *20,033 LS 3. 1 | Saas 1,384,022 1,798,004 8,316,247 3,914,690 2,016 1,680} 1,256} 2,210 568} 94 
Decatur....... 38} *17,813 IN 5 | er rer 2,146,502 2,032,495 8,404,331 3,216,090 2,208 1,500} 1,543) 2,306 416) 121 
Dekalb. ...... 41 25,908 448,704 F2,000 2,344, 2,462,373 5,257,983 4,409,620 2,775 1,400} 2,299) 3,257 1,091} 110 
Delaware...... 118 59,187 yes, 1 i | Se 2,397,404 2,984,931 23,316,646 11,900,580 7,458} 12,000} 6,717} 5,332 3,032) 143 
Dl 33 19,953 1,431,171 M19,000 1,853,791 1,584,315 4,888,277 3,573,390 1,598 1,310} 1,179) 2,018 349| 78 
Eikhart....... 125 60,561 ih S| re 2,819,334 3 072, 997 23,354,632 17,370,420 9,695 7,830} 8,375} 6,910 4,770) 156 
Fayette....... 41 18,686 L350 ||| ree 2,111,930 1,405,478 9,255,866 4,249,990 2,975 3,450} 2,016} 2,103 954} 137 
CS 57 30,868 ot! |.) I re 761,595 720,672 8,235,030 9,640,780 4,408 3,920} 2,739) 2,576 1,745} 108 
Fountain...... 32} *18,823 892,720 M4,000 2,352, 1,559,881 4,809,261 3,899,910 1,391 1,600} 1,364 ,408 447) 121 
Franklin... ... 27| + =*14,806 LC | rere 2,441,156 1,885,957 4,805,875 2,151,370 405 1,200 947} 1,339 176} 79!) 
Fulton........ 30} *16,478 je eer 1,762,203 2,367,791 4,951,762 3,673,840 1,670 1,240} 1,673 ,462 174} 111 
Gibson........ 54; *29,201 1,932,571] M1,692,000 3,752,789 1,866,974 9,244,334 6,880,880 2,610 2,750} 2,297] 3,793 962} 102 
CO ae 102 #51353 eC) ere 2,752,610 2,936,099 18,722,877 13,380,040 5,812 9,470} 4,926} 5,822 1,689} 125 
Greene. Boe 60} *36,770 951,338} M3,713,000 2,170,515 1,948,834 8,783,687 5,679,090 2,452 3,250} 3,254) 4,317 1,299} 102 
Hamilton...... 44] *24,222 ie oll) re 2,986,150} 2,738,749 7,170,957 4,990,500 2,056 3,200} 2,426} 3,500 511) 141 
Hancock. ..... 32} *17,210 | 7) "| Saaremaa 2,790,661 2,058,988 5,971,333 3,115,420 1,542 1,820} 1,639) 2,811 387| 137 
Harrison. ..... 28} *18,656 CLs 0) Sa eeeerarae 1,487,949 1,866,233 3,984,417 1,822,670 608 780 753) 1,785 116} 65 
Hendricks. .... 36} *20,291 SCC | See 2,808,553 3,298,589 6,345,826 3,220,870 709 1,440} 1,443 ,960 309) 114 
Lo 71 37,471 (ACS) )| ee 3,175,945 2,459,535 12,819,827 7,667,620 3,240 3,710} 3,789) 3,527 1,000} 116 
Howard....... 106 50,076 Ye , | re 2,374,048 2,124,577 22,984,651 9,809,650 5,830 5,050} 4,891) 5,287 2,196} 106 
Huntington 64 33,195 7 2, Serer 2,094,350 2,759,096 11,210,895 8,313,140 4,821 990) 3,557) 4,040 1,502} 138 
Wackson’, «<4 42| 24,228 ye 515 | ae 2,593,146 1,789,575 6,813,532 3,887,950 2,058 2,100} 1,370) 2,552 571) 95 
i ae 28 14,479 0) ae ere 3,063,152 2,107,747 5,359,119 2,321,610 1,383 970} 1,031] 2,207 215} 106 
Le 41 *23,318 p22 6 5 | Seer 1,601,584 2,400,354 6,727,689 4,452,920 ,001 2,340} 1,700} 2,740 456} 118 
Jefferson. ..... 34 20,836 [22755 7 | ee 1,727,974 1,673,112 4,623,318 3,621,550 1,864 1,950} 1,326} 2,442 310} 95 
ennings...... 22} + *13,280 iS be eee 1,066,667 1,269,178 3,771,044 1,488,810 920 1,150 469} 1,332 197} 86 
Johnson....... 41 20,932 yo re 3,129,571 2,089,607 7,945,862 3,878,000 1,960 1,850} 2,285) 2,720 552) 132 
BNOR aces es 91 50,167 3,736,495) M5,001,000} 4,233,657) 2 081.444 15,052,596 10,320,610 5,528 6,700} 3,976) 4,978 1,765} 103 
Kosciusko... .. 49| *27,120 je 57.) eee 3,074,290} 3,651,820 & Sh 434 5,780,460 2,547 3,040 898] 4,152 606} 125 
agrange...... 28) *14,009 LLC) 5| ee 2,040,041 2,353,878 44,832 3,687,990 405 1,340 971} 2,328 213) 118 
ake. . 637} 203,532 185,831,318 F5,059 2,227,507 2,763,643 190) 827, 627 51,550,630} 20,685 14, 670} 17,414) 11,815) 23,699) 87 
La Porte...... 128 53,074 21,279,553 F52,387| 2,907,833 2,473,681 26,713,454 21,483,150 8,379 5,810} 5,281] 4,780 4,178) 124 
Lawrence eres 66} *28,228 5,151,927} M8,671,397 1,408,040 1,281, a 16,512,575 5,159,870 3,444 2,530} 2,955) 4,185 1,667) 132 
Madison ee 149 71,374 pA 0 7 | Sree 3,656,098} 3,071, 32,229,813 12,775,650 9,535 8,300} 7,535 7 2,923) 116 
Marion........ 845} 395,873 Cy | ae 1,807,701 2; 314, 136 144,979,657 159, 456,540} 60,855] 76,000) 44,891] 38,484) 41,679) 149 
Marshall... ... 44) *23,744 DPT ONOE, acdewswscca 2,317,454) = 3, ‘020; 088 7,135,200 5,672,610 2,197 3,190 372) 3,76 822) 138 
Martin........ 17} *11,865 A |), ee 827,735 960,892 2,342,036 842,970 304 880 357} 1,040 74) 65 
Miami........ 54} *28,668 63) & | ee 2,461,620 2,513,582 8,689,402 7,701,490 4,296 3,512} 3,320) 3,634 1,295} 132 
Monroe....... 54 25,137 3,675,546} M5,531,723 900,901 1,115,239 11,223,409 6,672,250 3,223 ,660} 2,505 3 1,235} 135 
Montgomery... 53| *28.490 yt oe 3,876,490} 2,528,032 8,806,812 6,623,320 2,922 3,390} 2,187) 4,112 809} 121 
2 ae 0,01 1K 7. J: 5) ieee 5 877, 478, 874,370 1,530 ,440 ,706} 2, 182 
35} *20,010 "479, 633 2,121,552 1,877,087 5,478,272 3,874, 37 3 7 2 320} 106 
Newton....... 21 *10,144 yt + Ee 2,786,795 1,495,263 4,489,800 2,023,560 304 820 667} 1, 884 264) 127 
ODN sce 44 *22°470 FAA: ov cee ccnees 2,149,507 2,510,021 7,893,368 5,959,500 1,811 2,210} 2,089) 3,040 637| 122 
I ag eae 7 *4,024 17. 00 7) ee 339,607 423,791 892,325 1,044,680 101 340 355 482 35] 84 
Orange........ 26| *16,974 Yee. 1,057,184 1,301,714 3,157,041 2,554,300 506 1,500 994) 2,068 292) 90 
WEN. co. 20; *12,760 405,699 M224,000 899,947 1,207,383 2,737,029 1,578,650 405 790 689} 1,636 165} 95 
Ce 30} *18,875 625,628 M232,000 1,933,785 1,816,242 4,607,655 2,134,080 608 1,200} 1,279} 2,588 _ 276} 100 
BORY 5 orks 28) *16,692 2,226,031 M16,000} 1,156,684 82,428 4,381,143 2,075,630 787 1,500 646) 1,137 185} 68 
i) Seas 36} *18,684 156,262} M4,563,000} 1,299,422 1,041,163 7,059,847 2,714,250 607 ,790} 1,048} 2,072 467| 79 
WOHED so. coc 39} *20,256 1,284,914 F4, 2,329,171 2,470,833 89,704 6,723,970 2,625 1,770; 2,420) 2,415 1,188} 137 
iC eee 36) *19,334 1B 2CS 7c) Seems 3,341,811 1,314,043 5. 794) 028 5,472,320 1,376 1,680 942| 2,307 267| 83 
920 Population. M—Mine Products. —Fishery Products. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

c Dart-| 1925 Do- Pass- ity of 

ounty nell | Popula- | Value Added Value of Total of Families| mestic | enger | Ford | Num- |Popu- 

Index tion By Mined and Live Stock ‘ounty Bank With Light- | Cars Pass- | ber of |/ation 

Manufacture Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | /4V¢- 

Products Factors phones Cus- Than | Cars Tax 100 

tomers | Fords Returns 
Pulaski........ 23] *12,385| $ Sl eee se $2,030,589| $1,943,547 $4,061,333 $2,558,940 405 790 933) 1,850 124] 98 
Putnam....... 34] *19,880 El £6) eee 2,076,06 1,889,280 5,149,923 4,142,820 1,739 4,050} 1,244} 3,068 316} 132 
Randolph. .... 49| *26,484 ET eee 3,328,198) 3,261,625 8,705,127 4,682,590 3,784 2,720} 2,656] 3,420 546] 137 
Ripley........ 36) *18,694 a! ee 1,770,607} 2,428,351 5,956,037 5,207,020 607 1,780} 1,110} 2,649 320} 102 
SEAT 39] *19,241 io ee eee 4,342,194 326,077 8, 079, 129 3; 949, 780 2,507 2,500} 1,991] 2,430 446] 132 
St. Joseph. .... 274| 114,063 AS LS i a 2,104,895} 2,433,662 57,068,062 45,472,570] 13,587) 30,900) 17,208) 11,694) 15,779} 178 
ee 11 *7 424 eee 551,031 723,371 1,543,972 898,280 203 550 356} 1,15 75} 106 
Shelby........ 49} 25,982 ek) a ee 4,U3v,681 2,495,798 9,823,668 3,8U8,91U 3,223 2,710} 2,405} 2,877 781} 118 
Spencer....... 29; + *18,400 476,722 M$17,000} 2,114,060} 1,392,556 4,000,338 2,306,760 971 1,120 685} ~ 1,403 170} 75 
ae 17}  *10,278 ko ee ie 954,897} 1, 160, 446 2,170,637 2,526,410 304 1,050 936} 1,402 238) 111 
Steuben....... 25] *13,360 ChE S| err 1,547,074} 2,058,595 4,253,321 3,231,140 1,335 1,900} 1,397] 2,798 258] 157 
Sullivan....... 68} *31,630 287,470) M10,626,000 2,270,511 1,914,362 15,098,343 6,613,670 2,029 2,580] 3,054) 4,087 1,512) 111 
Switzerland.... 16 *9 311 LE) 1,267,882 1,244,961 2,630,215 1,202,840 304 430 590; 1,192 wor 05 
Tippecanoe. ... 90} 44,370 | RGSS: 3,964,989] 2,465,252] 12,538,266 21,018,790} 7,793} 6,500} 4,792) 5,167} — 2,661) 143 
i 31] *16,152 RTE | | are 2,611,703 i, 926, 801 5,559,645 3,253,990 1,869 1,490} 1,304) 1,988 424} 105 
eiOsss45.<:2 13 *6,021 Ci kt | eee 1,662,774 73; 2,941,705 1,445,070 203 430 545 755 154} 113 
Vanderburg.... 219} 100,709 30,5U8,970 M630,000} ~——:1,714,582 1,155,176 34,008,728 50,593,850) 15,044) 13,880} 8,730 ,644 6,891} 105 
Vermilion. .... 54 32,587 1,158,662} M4,875,000} 1,492,965 912, 8,438,722 4,536,880 1,962 2,450} 2,312) 2,980 1,622| 78 
BO Ss 5 ro 214) 107,169 22,967,159} M11,694,000} 1,823,751 1,609,233 38,094,143 30,270,020] 14,591} 19,770] 8,552} 9,261 7,284] 124 
Wabash....... 53 27,402 AO FO 5.6 sarees 2,572,214 3 005, 717 9. 730, 920 6,482,710 4,194 4,050} 2,545) 3,993 848} 133 
Warren....... 19 *9 699 17,3 M3,000} 2,618,574) 1,277,455 3,916,428 1,733,170 304 770 509} 1,370 124; 90 
Warrick....... 33) *19,862 283,487} MI1,574,000} 1,947,096} 1,452,168 5,256,751 890,940 1,391 1,750} 1,145] 1,898 360} 81 
Washington 29) *16,645 bos) 1,554,467} 2,005,782 4,823,648 2,338,540 1,559 1,010} 1,097| 1,920 152] 86 
Wayne........ 100 50,617 EELS ene 2,733,861 2,250,395 18,174,066 12,601,800 4,780 6,913} 5,765) 4,962 2,973) 139 
| Se 39] *20,509 e.  ) erares 1,885,399 2; 714,285 ,920,927 4, 434, 490 2,112 1,930 ,901} 2,732 472) 100 
White:......5445 35) 917,351 lo Lo) ae 3,857,948} 2,182,963 6,586,078 3,993,400 1,423 1,480} 1,728) 2,645 312} 119 
Whitley....... 29) *15,660 ol | ee 1,791,712 2,179,264 4,814,655 4,101,180 1,722 1,820} 1,894] 2,676 352) 130 
State Total..| 6,348] 3,100,528] $751,314,320] $60,223,352/$206,675,963|$183,325,529| $1,202,039,164) $843,426,660| 351,276] 405,785] 292,599] 334,474] 178,711]..... 
ee 32 13,719 SE ee $3,800,487| $4,118,387 $7,974,905 $2,790,600 941 670} 1,030} 2,889 287} 137 
Adams....... 25 10,277 31,960 M$33,000} 2,863,399}  3,200,52 6,128,886 2,162,480 628 770 775| = 1,959 204! 146 
Allamakee..... 37 16,632 Ey eee 443,146) 4,308,588 7,247,169 6,214,720 1,099 1,300} 1,494) 2,342 387) 108 
Appanoose..... 53 28,644 439,209] M2,860,000} 1,993,114) 2,707,942 8,000,265 422, 3,504 4,030) 1,966) 3,363 888} 119 
Audubon...... 30 12,065 Uc | eevee 3, 639, 688} 3,839,398 z 595,130 3,024,290 785 980) 1,123) 2,357 334] 139 
Benton........ 57 23,189 Bch |e) re 5,707,800} 5,623,302 12,510,815 9,030,770 3,264 1,560! 2,686} 3,620 891) 130 
Black Hawk... 122 57,229 BIEL S SS ree 4,000,502 5093,090 22,828,228 19,083,480} 11,586} 12,080} 7,136) 7,010 4,396) 175 
BNE sons cs.siek 65} 29,455 2,095,026] M1,189,000} 5,019,967} 4,560,559 12,864,552 9.244,95 5,071 100} 3,511) 3,462) 1,795) 139 
Bremer........ 42 16,807 Lo eer 3,025,152} 5,052,179 8,894,341 7,631,320 2,340 1,010} 2,174] 2,955 138 
Buchanan..... 42 18,231 hk) ene 3,272,141 4,777,836 8,487,029 6,928,370 2,386 1,020} 1,930} 3,025 548} 137 
Buena Vista... 46 18,543 ds Te 5,669,752} 4,552,751 10,654,102 6,445,730 2,498 1,270} 2,462) 3,204 738} 152 
Butler........ 43 17,990 208,750 RE ee 3,636,356 5,261,614 106,720 6,452,420 1,102 1,040} 2,080} 2,855 418) 132 
Calhoun ...... 45 17,771 |) eee 6,159,704 3,390,505 9,906,922 7,189,840 1,101 2,500} 2,301 i 674) 171 
| ene 53 21,790 kT ee 5,151,957) 4,521,595 10,213,654 10,289,710 2,674 711} 2,109} 4,069 1,139} 148 
SS eee eer 44 19,111 oC eee 4,565,941} 4, 117, 556 9,251,300 6,438,260 2,814 1,590} 2,046) 3,542 869} 165 
Ce eee 45 16,869 or 4,403,357| 5,060,905 9,640,622 8,628,180 1,100 ; 2,241] 3,034 555| 132 
Cerro Gordo... 84 37,358 Kk) eee 4,280,654 4,646,728 16,626,632 13,053,300 6,809 7,050 ,579| 4,280 2,490} 149 
Cherokee...... 41 16,616 1S i re 4,932,245} 4,485,372 9,628,087 4,958,850 2,350 2,010} 2,488) 2,741 942) 160 
ner waggle ; 36 15,109 i <5 ee 2,823,030} 4,348,805 7,450,657 5,766,240 1,822 670} 1,396 464 303} 114 
eae 21 10,045 Ut re 2,142,237| —2,390,7 4,573,142 2,111,500 1,935 710 759| 1,766 190) 141 
tS eer 40 15,483 | ae ee 4,561,788] 3,979,852 8,871,041 6,578,830 2,173 960} 2,138} 2,876 630} 149 
Clayton... 61 24,406 ey ae 4,549,326 6,562,063 11,931,448 12,450,670 1,571 1,830} 2,921) 3,430 765| 125 
Clinton....... 116 45,317 LB ee 5,047,572) 5,394,476 22,022,394 27,017,710 7,090 400) 4,828) 5,767 3,722) 146 
Crawford...... 48 20,351 OS As ae eee 5,205,626} 5,519,141 11,023,183 5,976,040 2,484 1,110} 2,141) 3,371 995} 138 
eee 57 25,340 1,474,756] M1,772,000| 4,741,416} 4,220,102 12,208,274 7,635,060 3,137 6,470} 2,556) 4,394 1,231) 192 
Tee 26} 12,074 41,039} M491,500) 2,106,602) 3,419,713 6,058,854 1,766,730 785 750} 1,025] 2,296 193) 119 
Decatur....... 28 15,375 Te. See 2,358,080} 2,840,481 5,313,525 2,247,750 943 1,040 780} 2,618 221) 132 
Delaware...... 41 17,927 2h ORS) ee 3,453,305} 4,959,763 8,685,613 5,892,680 2,166 1,284} 1,801) 2,890 488) 116 
Des Moines.... 91 37,889 IMTOO ss evclee Ge 8's 3,615,120} 2,920,615 13,723,412 25,911,930 7,578 700} 4,250} 4,475 2,767} 132 
Dickinson..... 29 10,736 LU | rac 3,009,719} 2,553,336 5,674,984 6,895,630 783 144) 1,837 260} 139 
Dubuque...... 134 59,729 US OIGUIGL 6 6cciccsk ee 3,422,136] 4,546,576 23,044,728 27,994,840} 10,992 9,050} 5,287] 6,442 6,708} 130 
met ....... 31 12,944 | re 3,226,806} 2,632,018 6,451,530 4,922,18 1,928 1,130} 1,342] 2,209 570| 157 
Fayette....... 65 29,432 OS oe 3,983,591} 6,591,829 12,927,629 9.818,700 3,304 4,250| 3,257] 4,347 1,418} 141 
4, ee 49 17,859 ee 3,239,785} 3,941,421 11,569,380 7,798,760 2,828 2,720| 2,315} 2,470 603} 156 
Franklin... ... 42|  15'987 OU40Ol.....-2.005 4,477.6 5'000,010} 10,111,983 5°601,010| 23024] 1.150] 1644] 3,169 357| 135 
Fremont...... 34 15,001 0S. ae Poe ae 4,664,414) 2,807,758 7,598,591 3,935,920 943 970} 1,129} 2,812 516} 139 
Greene........ 39 16,094 275,956 M16,000 5,768,945 3,741,257 9,802,158 3,189,020 1,630 1,800} 1,972) 2,788 478) 157 
Grundy....... 37 14,025 CS Ss ee ee 4,194,624] 4,361,369 8,644,535 5,495,480 942 800} 1,917| 2,453 404} 152 
Guthrie....... 39 17,007 121,473 M25,000 974,773} 3,816,618 7,937,864 5,672,850 1,100 830} 1,486] 3,110 477| 157 
Hamilton...... 51 20,638 LES (| i ere 6,171,748] 4,423,621 11,342,746 7,515,880 2,762 1,370 ,299| 3,276 791} 146 
Hancock...... 37 14,527 TACs) re 5,027,843] 4,027,444 9,174,320 4,451,330 942 630| 1,674; 2,513 333| 141 
Hardin: ;...... 53 22,320 606,103 5:038,684| 4,735,881 10,380,668 10,381,690 3,665 2,030} 2,677} 3,963 928) 178 
Harrison...... 52 23,695 802,275 5,733,568} 4,561,850 11,097,693 5,895,550 2,520 1,480} 1,961} 3,666 857] 135 
a 37 17,174 253,216 3,286,568] 2,970,570 6,510,354 6,811,090 2,462 1,800} 1,738} 3,055 620} 151 
Howard..... , 32 13,311 205,661 2,235,539} 3,804, 6,245,644 5,852,760 1,985 750} 1,318] 2,152 232| 125 
Humboldt..... 31 12,701 SPR Scan cas 3,995,243] 3,091,426 7,261,958 4,019,150 786 830} 1,433] 2,379 403) 159 
| RS 33 11,618 J ee 3.943,742| 3,605,104 7,670,045 5:796,650 784 680} 1,542} 2,151 798) 148 
ee ee 44 ‘ SS) re 4,050,249] 4,652,679 8,894,472 7,835,040 1,254 1,599} 1,822) 2,831 370} 135 
i ae 42 19,353 ot | ree S19 ae 4,114,521 7,614,709 7, 151,240 2,309 2,260} 1,807}; 3,140 584! 124 
eee ee 69 28,642 3 454, 549 M377,000| 5,640,604) 6,453,066 15, 925, 219 $191,300 4,366 1,910] 3,150} 4,823 1,180} 141 
Jefferson 39 16,385 2,762,731 M491,500} 2,753,605) 2,896,109 8,903,945 5,094,1 3,163 1,190} 1,496} 2,593 521| 132 
Johnson....... 66 29,862 LO US RE ee 4,599,493) 5,000,473 10,515,982 14.651, ath 5,001 3,200} - 3,359) 4,439 1,330} 141 
ee ee 41 17,818 LS i re 3,326,318} 5,017,845 8,889,779 5:155.590 1,709 1,360} 1,876) 2,866 442| 127 
Keokuk....... 45 20,025 410,859 M32,000|} 3,911,389} 4,279,995 8,634,243 7,379,070 1,257 1,510}; 1,729] 3,235 548) 144 
Kossuth....... 67 25,107 eee 8,641,614| 6, 769, 576 15,811,360 10,516,760 2,501 1,200} 2,554) 4,425 745| 141 
*1920 Population. M—Mine Products. 
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\. COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
f Qual- 
1- Dart-| _ 1925 Do- | Pass- ity of 
n County nell | Popula- | Value Added Value of Total of Families} mestic | enger | Ford | Num- |Popu- 
. ndex tion By Mined and Live Stock County Bank With Light- | Cars Pass- | ber of |lation 
) Manufacture Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | “4V¢- 
Products Factors phones | Cus- | Than | Cars Tax 100 
= tomers | Fords Returns 
| ee eee eee 88 38,588 $10,717,438)... ......... $3,239,525] $3,260,618 $17,217,581 $15,342,910 7,159 9,180} 2,456) 5,137 2,457] 151 
7 Bait: ccvrcv asx 192 80,139 rik) os | 4,281,354| 5,684,720 31,044,347 49,656,760} 15,803} 21,200) 8,664) 9,662 7,254} 180 
) PAU. co os 27 11,732 aa 3,335,563| 2,493,427 5,978,674 2,886,670 784 750 958} 2,067 310} 127 
) BUCER. 5 civic « css 31 15,570 250,550} M$491,500} 2,339,660) 2,513,636 5,595,346 3,901,600 2,894 2,040} 1,384) 2,420 594) 152 
. Ey Ol 5: oe ce 40 15,484 yi | 4,929,712} 4,163,015 9,373,776 L$ 784, 540 1,097 790} 1,954) 2,326 562} 114 
4 Madison...... 35 14,668 LC) ee 4,064,544| 3,734,717 7,969,577 4,347,570 2,134 1,110} 1,043) 3,035 325| 148 
2 Mahaska...... 56 26,644 935,266 M175,000| 4,661,863} 4,738,695 10,510,824 7,949,790 4,280 3,370} 2,675) 3,752 952) 135 
. Marion........ 56 24,694 1,097,331] M2,525,000} 4,111,515} 3,938,679 11,672,525 809,750 3,728 1,770} 2,183} 4,238 780} 133 
Marshall. ..... 74 33,057 Ce, oe 5,336,267} 4,912,076 14,176,111 12,746,950 5,975 2,830} 3,709) 4,834 1,792} 143 
i,’ 1 aera ere 32 3,664 i; U0 | ree 4,257,606] 2,618,837 7,061,335 3,992,050 1,704 810} 1,129) 2,74: 152 
] " 
1 Mitchell....... 35 14,387 177! re 2,722,794) 4,015,809 6,963,869 6,766,500 2,026 850} 1,736} 2,205 370} 141 
5 Monona....... 41 16,750 | ee 5,752,219 3,739,396 9,594,256 4,728,440 1,100 1,600} 1,467} 3,030 486) 127 
3 Monroe....... 41 20,431 238,192) 3,549,000} 1,950,794) 2,273,941 8,011,927 4,143,770 2,581 1,480} 1,337] 2,573 1,027} 111 
3 Montgomery... 40 16,572 47) | 4,153,446] 2,928,036 8,655,575 6,009,250 3,154 2,400} 2,038) 2,736 936] 176 e 
Muscatine..... 70 29,105 5; 417, ‘SRNR eS 3,407,492} 3,249,800 12,074,780 16,817,440 5,269 4, 3,142} 4,108 1,509} 157 
; OBrien... ..60.- 45 18,276 Fog 2) eee 4,968,425| 4,271,639 9,724,509 7,480,400 2,155 1,320} 2,149} 3,390 838] 149 
" Osceola....... 26 10,031 US) as 3,483,410} 2,630,522 6,232,105 3,628,710 628 500} 1,219} 1,667 320] 127 
r a eee 51 23,371 1,146,376 M73,000| 5,201,765} 3,944,552 10,365,693 6,908,560 4,186 2,830 ,590| 4,254 1,065} 160 
3 Palo Alto...... 38 15,135 yi, eee 4,904, 163 3,551,683 8,693,046 5,254,540 1,583 1,550} 1,565} 2,557 322) 148 
Plymouth. .... 64 23,729 SRUUNON Ss Shi os 6,985,775| 7,057,516 14,598,826 10,874,250 3,514 2,930} 3,098} 3,770 1,212} 148 
0 
1 Pocahontas. ... 40 15,270 ‘) ) ee 5,527,661 3,630,575 9,488,051 5,847,460 944 850} 1,805} 3,143 589) 165 
6 [| ae 338] 169,146 28,769,086] 3,028,000} 5,060,793 4°236,139 41,094,018 86,246,230} 36,896} 17,500} 18,528} 19,538] 20,764) 148 
9 Pottawattamie. 131 65,370 Fil eae 9,077,435| 7,284,087 21,785,440 22,388,710} 11,639 5,620} 5,472] 10,209 5,456} 141 
0 Poweshiek..... 43 18,188 Dy | err 4,016,096} 4,640,980 9,901,690 5,010,880 2,600 1,390} 2,129} 2,919 743| 167 
Ringgold. ..... 26 12,035 Koo | Seen 2,382,640} 3,218,207 5,634,222 2,349,340 785 710 740} 2,368 172} 137 
9 ‘i 
0 RAE cre reieceseets 44 17,262 | 5,333,791; 4,355,456 10,136,312 6,052,850 2,120 1, 2,097} 3,289 848) 157 
ssi Scott 182 69,876 re | ie 4,238,251 4,267,229 26,082,362 aan 15,748] 17,300} 8,220} 8,680 8,271] 178 
Shelby........ 43 16,189 0) re 5,182,283} 4,858,144 10,190,703 66,620 1,929 850} 1,492} 3,318 650} 132 
BING ci ceiers 62 26,695 7 “|| ee 7,398,328} 6,689,889 14,565,870 é 546,000 1,727 1,350} 2,782) 4,471 116 
fal BOOFY hiy-05-0e ak 62 29,676 682,508 M14,000} 5,810,739} 4,588,757 11,096,004 10. 347,160 4, ,290] 3,018} 4,682 1,223} 168 
TPAD cco. neato 55 22,065 Co ee 5,215,788} 5,815,843 11,642,641 9,711,540 2,198 ,900} 2,694] 3,806 828) 151 
MAVOP son tee3 34 15,224 102,970 M73,000| 3,263,470) 3,722,334 7,161,774 4,164,360 943 1,220} 1,203} 2,804 568} 148 
= RON: 00252 34 17,055 ico | ee 2,148,928} 2,559,068 5,742,872 5,497,420 3,124 1,520} 1,597) 2,667 1,038] 154 
7 Van Buren... . 28 13,646 48,473 M27,000 2,584,954 3,169,905 5,830,332 3,916,260 941 1,020} 1,136} 2,276 217) 137 
6 Wapello....... 85 42, 786 9,225,991 M255,000 2,572,240 2,787,381 14,840,612 13,198,590 7,498 §,500} 3,781} 4,254 2,431) 130 
. Waites < o"..3. 41 17,509 99,878 M491,500} 4,403,597] 3,798,892 8,793,867 5,555,450 2,418 1,020} 1,259) 3,401 565} 149 
9 Washington.... 44 19,370 ri ree 4,186,766} 4,084,603 8,984,910 6,789,340 3,012 2,500} 2,174) 3,054 818} 159 
Wayne.ccscc) 30 14,660 139,678 M94,000| 2,733,637} 2,971,775 5,939,090 3,348,670 942 1,060 875) 2,734 281) 139 
0 Webster... ..<.. 89 40,132 5,942,193 M14,000 7,002,508 4,193,076 17,151,777 14,081,400 7,201 6,390} 5,240 558 2,819} 146 
75 Winnebago.... 31 13,332 ys Sy S| are aaa 2,975,947| 3,603,869 6,836,989 3,663,380 786 1,110} 1,431] 2,342 291) 137 
9 ad m 
39 Winneshiek. . . . 51 21,503 CS S| ae 3,739,094; 6,044,767 10,403,119 8,708,940 2,529 1,730} 2,013} 3,410 580} 113 
37 Woodbury..... 210 97,615 yi | 6,241,860 5,141,280 33,444,840 45,274,850} 16,752 9,240} 9,920} 10,950 8,710} 143 
| WOREH 15 <cacorerat 27 11,332 Li 37 | | ee 2,768,828} 3,387,106 6,675,305 2,832,320 784 540} 1,321] 1,870 344) 127 
7) Wright.cc cic 48 20; 353 cA» | rae 5,385,885} 4,005,224 9,884,938 7,455,540 3,097 1,480} 2,225) 3, "416 1,026} 167 
3 : — Anal 
“ State Total..} 5,565] 2,419,927] $233,716,255| $18,097,000/$420,019,255|$415,047,331| $1,086,879,841| | $971,268,790} 350,954] 264,564] 252,302] 363,875] 135,782]..... 
48 | 
65 iia 
32 KANSAS 
1 
41 || 46 23,541 $3,739,604 .. $3,113,286] $1,989,562 $8,842,452 $4,782,390 3,540 3,730} 2,223) 3,042 786| 137 
Anderson 27 13,224 216,114 2,801,267| * 2,222,530 5,239,911 3,209,970 628 1,120} 1,101} 1,988 256} 132 
49 Atchison...... 50 25,455 2,996,876 3,479,783 1,957,236 8,433,895 7,749,680 3,811 3,390} 2,249) 2,452 1,238} 122 
15 Barber... .50.. 23 3 i) | RAE 3,335,096} 1,832,817 5,332,323 2; 391,300 449 930 576| 1,780 307} 148 
46 Barton........ 50 20,151 jc lk | See 8,083,192}  2,009,58 11,722,767 6, 301,060 2,342 2,300} 2,148] 2,809 972) 141 
38 
92 Bourbon...... 41 24,010 1,528,840)... . 2,599,149} 2,501,342 6,629,331 4,025,010 3,260 3,110} 1,792) 3,120 943} 133 
ee 46 21,213 1,263,807}. . 5,716,124} 3,020,258 10,000,189 4,661,960 2,700 2,740} 2,494 706 675| 144 
19 BMuler. icae. 69 35,316 Ky” | Sa 4,755,706| 3,161,197 11,716,332 10,170,870 3,724 5,260} 3,964) 6,322 2,379) 154 
32 Chase 16 6,891 (cA > | ede 1,968,209} 1,795,845 3,797,882 1,597,190 359 400 705} 1,021 251) 129 
16 Chautauqua 18 10,417 pL a ee 1,514,827 1,417,833 3,027,528 1,934,200 539 1,150 682} 1,654 346} 124 
32 
39 Cherokee...... 55 33,999 891,404) M$2,257,000} 2,230,780) 1,710,534 7,089,718 6,354,220 2,685 5,260} 3,049) 4,402 1,124} 110 
Cheyenne. .... 17 6,205 27.708 FEA ES 3,393,673 1,191,296 4,612,677 ,801, 269 250 798) 1,136 203} 139 
30 11) re 15 4,716 28,961]... 3,435,570} 1,147,075 4,611,606 1,310,750 267 1,400 300 832 122} 171 
157 1 es 33 15,107 451,589]....... 4,140,458) 2,378,413 6,970,460 4,365,010 2,285 1,560} 1,433) 2,384 502| 127 
41 1: 38 18,020 785,339)... 4,635,967| 2,307,058 7,728,364 4,572,150 2,390 1,747} 1,453] = 2,735 703} 132 
5 
35 SC 34 15,014 170,018]... . 4,910,230} 2,944,804 8,025,052 3, 186,540 718 1,330} 1,314) 2,047 265| 127 
Comanche..... 14 4,936 1 eee 2,713,980 1,006,987 3,755,182 076,190 268 560 367 813 131} 154 
139 Cowley. 77 41,854 Kt hig | 4,145,912] 2,857,303 10,810,592 13 779,120 6,503 5,200} 4,568) 5,682 2,150) 143 
157 Crawford 108 60,051 3,412,328] M9,830,000 2,597,641 2,151,094 17,991,064 12,366,810 7,739 8,630} 4,720) 6,283 3,360} 119 
152 Seater... <i. 22 8,483 Cok | SR Oe pet 3,502,433 1,543,848 5,101,299 3,139,7 448 580 921 i 276) 151 
157 Bae 
146 Dickinson. . . .. 54 25,067 2,427,343). ... 6,046,412} 3,149,458 11,623,213 5,649,740 3,641 3,280} 2,989) 3,663 1,469} 159 
Doniphan... .. 26 13,420 ci 3,165,505} 1,598,827 4,837,043 2,852,650 629 1,240 969! 2,048 367| 124 
141 ougias....... 46 23,806 1,178,584]. .... 3,675,237 2,623,483 7,477,304 6,846, 4,157 3,930} 2,545) 3,151 1,143) 173 
178 dwards...... 20 7,022 52,676|..... 4,276,026] 1,023,468 5,352,170 2,007,8 360 700 677| 1,260 414) 152 
138 Sig oe beeen 17 9,101 CC). | Seeder 1,749,787} 1,338,521 3,146,232 1,966,630 449 1,680 497; 1,498 278) 137 
15 on 
125 BBB cone 35 15,433 hee 5,913,060} 1,702,667 8,088,367 3,029,810 1,715 960 952} 1,508 537| 84 
Ellsworth. ..... 27 10,058 i) 4,130,446) 1,736,802 6,687,436 3,266,890 538 850} 1,090 ,467 438] 137 
159 inney........ 17 8,293 | es 2,349,410} 1,062,855 3,695,363 1,661,440 1,236 900 687| 1,033 279) 132 
148 2, en 38 15,262 6 | ae ae 6,967,127} 1,519,962 9,386,823 3,582,950 1,968 2,000} 1,484) 2,124 834) 146 
135 Franklin... ... 40 20,580 FOO inccescses 3,114,760} 2,549,571 6,570,186 6,248,470 1,009 2,090} 1,898) 3,164 609) 148 
1 
141 Geary 22 13,244 Lo S| eet 1,607,789} 1,152,612 3,323,754 2,539, 2,142 2,400) 1,438) 1,385 668} 130 
ES ee 15 5,470 | See 2,902,699} 1,188,330 4,098,368 1,027,190 268 140 455 870 146} 146 
132 — i eee 18 7,992 CL ee cee 3,005,292} 1,471,398 4,482,469 1,414,790 361 160 527| 1,347 111} 106 
141 em beoataeen 5 1,882 yt | | eae ceeeee 882,812 7,702 1,233,375 ,000 89 140 81 322 9) 114 
be ray 16 5,125 | Ser 3,847,472 889,864 4,748,995 1,098,330 267 110 395 902 74| 138 
141 Greeley Ree 4 1,440 y S ] ee ee 644,678 310,004 956,871 185,730 88 10 99 230 29| 114 
*1920 Population. M—Mine Products. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual 

Dart- 1925 Do- Pass- ity of 

County nell | Popula- | ,, Value of Total of Families} mestic | enger | Ford Num- |Popu- 

Index tion Value Added | Mined and Live Stock County Bank With Light- Cars | Pass- | ber of {lation 

By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | ‘Ve. 

Manufacture | products Factors phones | Cus- han | Cars ‘ax 100 

tomers | Fords Returns 

Greenwood.... 36 18,553 Des 68915 op-eo sions $3,412,429) $2, rai 094 $5,741,303 $6,155,600 2,019 1,310} 1,831) 3,617 785) 139 
Hamilton...... 5 2,512 ES ae é 555.286 is eee 92 220 107 412 91} 138 
— 30 12,886 et rr 4,699,629} 1,925,484 7,109,944 3,138,990 1,403 1,460} 1,000} 2,086 388) 135 
oe ee 42 20, 50 Ok) | | a 3,684,768} 1, 983) 036 9,117,184 3, 649, 170 3,132 3,390} 2,041) 2,536 1,319] 148 
Haskell....... 6 2,026 ee 1,612,163 362,606 1,983,525 242,350 90 20 116 363 24| 111 
Hodgeman..... 12 3,611 MET is dos ex eae ,046,004) 1,101,162 4,152,654 491,180 180 170 246 760 54] 125 
Jackson....... 33 15,016 Lh rs 4,439,228) 2,973,705 7,512,618 2,584,270 1,793 1,300) 1,425) 2,154 280} 138 
Jefferson...... 32 14,412 4 ee eee 4,388,929) 2,895,678 7,348,245 3,250,490 716 1,330} 1,112] 2,248 336) 138 
Jewell 38 15 697 LS ieee 5,832,566] 3, 434) 076 9; 32 4, 698 35 518, 840 809 ,200 ,094 ,040 288) 135 
oe nies 39 21,815 OO) sis Aca 3,375,297) 2,582,924 6,378,071 4,157,340 1,895 2,500) 1,914) 3,492 525] 122 
a ee 5 2,816 (7 eer 05, ,660 1,002,816 453,920 179 260 193 430 50] 127 
Kingman...... 27 11,573 CUS! A 4,252,415] 2,047,968 6,605,442 2,217,530 539 700 881} 1,921 267| 129 
ee 18 6,006 oh aaa 4,438,824) 1,139,855 5,626,216 1,113,750 269 670 504 994 144] 146 
Labette....... 52 31,979 2 | re 2,738,142] 2,240,707 7,076,113 5,691, 920 4,521 5,530}. 2,898) 2,909 1,729) 135 
BRB ne ne-sse-0:c 9 3,071 Se ne 1,836,710 723,121 2,564,499 707,020 180 150 223 578 52| 149 
Leavenworth 71 41,362 3,471,715} M$343,500} 3,304,552} 2,267,898 9, 387,66 10,343,360 5,821 4,150} 2,648) 3,180 1,392} 92 
Lincoln....... 25 10,035 A Ea eS 3,715,346] 2,178,672 5,996,883 697,970 538 560 755) 1,699 282) 127 
eee 27 13,922 144,918 M80,000} 2,477,336) 2,599,568 5,301,822 2,114,520 715 2,970 890} 1,910 227) 144 
Logan 9 3,884 [| eRe rmeeirtarentes 1,253,113 847,120 2,140,234 818,870 181 230 314 612 116} 143 
fo re 51 26,680 St ee 4,546,933) 3,607, 8,595,653 6,629,680 4,668 3,500| 2,973} 3,126 1,376] 157 
i ee 48 21,055 iy Ee C5 ere 6,717,830| 3,046,084 10,917,080 5,157,670 2,452 2,840} 2,130) 3,214 959) 148 
Marion........ 44 22,190 77 LOLS 5 re 5,363,348] 2,966,463 8,579,352 4,612,340 1,080 510} 1,783) 3,910 892} 118 
Marshall...... 48 23,112 Lot | ee 5,610,353 3,212,589 9,628,773 5,553,050 2,169 2,160} 2,413) 3,408 919) 151 
eee 18 5,593 Ait 5 SE ree N 4,058,358} 1, 127, 384 5,207,128 1; "469, 640 268 430 372 940 148) 133 
Miami........ 34 18,287 LS, 2 ere 3,033,394) 2,751,698 5,946,334 4,187,430 2,173 2,100} 1,626) 2,745 636} 130 
Mitchell 29 12,702 Sj ree 4,053,773] 2,031,956 6,331,772 3,660,510 ,908 1,500} 1,111} 2,010 446} 152 
Montgomery 101 50,148 (O62 0 ee 2,275,861 2,294,248 15,234,306 20,155,530 9,318 9,150} 5,392) 5,468 2,963) 146 
Se an 26 11,147 6 ee ee 3,147,638) 2,513,724 5,815,968 2,863,7 1,485 1,240) 1,159} 1,794 330) 144 
Morton....... 6 3,440 BE ieik'sdwicleens 472,515 337,645 815,389 S37; 180 280 146 500 75) 141 
Nemaha....... 41 18,295 hi ei 5,009,183} 3,725,835 8,891,670 5,139,150 899 1,610} 1,905] 2,536 390} 138 
Neosho.. 42 22,667 VX OS |) eer 2,798,141} 2,013,100 7,214,760 4,988,710 3,784 ,140} 2,148) 2,675 1,065) 138 
ess. 21 7,636 1 eee 602, 1,388,288 006,883 1,544,320 359 280 511] 1,342 222) 143 
Norton 26 11,421 CU i eee 3,296,424) 1,975,284 5,379,196 3,879,350 539 1,010} 1,044) 2,128 3U4| 144 
eee oe 39 20,744 88,677 M343,500 4, 451,263) 2,527,611 7,411,951 3,666,7 987 1,660} 1,443) 2,514 305} 113 
Osborne 27 12,317 LS 3,529,257] 2,280,824 5,919,049 2,500,870 627 920 741} 2,228 398) 137 
Ottawa.... 24 10,482 ee 3,600,666} 1,958,312 5,698,282 2,500,730 538 1,420 915} 1,616 295) 146 
Pawnee... 27 9,219 yee alee Gime 6,002,296} 1,611,351 7,863,530 2,477,240 1,352 1,100} 1,086) 1,523 346} 149 
Phillips. . fs 27 12,563 TS ee 3,241,65 2,504,415 5,790,654 2,750,280 628 1,080 911} 2,204 346} 139 
Pottawatomie.. 33 15,331 106, 526! peepee 3,736,137| 2,776,939 6,619,602 3,960,680 808 1,650} 1,366) 2,284 460} 144 
i 30 12,691 CO) 5) ra ee 4,884,936] 1,447,437 6,995,063 3,339,330 1,847 1,380} 1,219] 1,848 648) 138 
Rawlins....... 21 7,360 re ie 3,905,877} 1,422,540 5,351,186 2,951,650 358 360 745) 1,473 257) 148 
BS eho sc cra, 98 46,580 (fi) 8,249,338] 3,627,218 19,664,978 11,647,170 6,141 7,040} 4,411) 5,594 2,088} 133 
Republic. ..... 36 15,405 Ce 3 re 5,490,494) 2,889,811 8,466,371 3,725,190 809 1,390} 1,212] 2,987 461) 132 
BBS cccrages a wicls 3 35 14,187 hon 30! 56 71,680} 1,947,349 8,675,597 3,190,400 1,419 1,900} 1,531) 2,143 552| 159 
ee ee 34 19,719 AS | es 2,505,946] 2,107,615 5,039,912 ,464,5 3,281 3,150} 2,176} 2,501 964| 156 
Rooks 24 10,104 94.695|............ 3,680,458} 2,189,326 5,964,479 2,045,430 537 1,110 664| 1,723 215] 141 
Rush 24 8,781 AS 3 en 5,042,734! 1,490,608 6,560,958 2,338,880 448 710 691} 1,521 333} 133 
Russell 28 11,324 Lo 4,866,428) 1,794,448 6,752,735 2,839,890 539 800 825} 1,830 305} 139 
Saline.......<..... 53 25,581 2 912; | Se 4,700,330) 2,198,844 9,811,178 7,627,140 4,780 4,410) 3,723 2; 830 2,088) 165 
ee 7 3,512 i eee 934.578 618,777 1,564,792 5,990 180 350 215 553 71) 149 
Sedgwick... ... 209} 109,908 15,902,597 7,279,696} 3,968,448 27,150,741 45,058,920} 16,991} 19,950} 11,412) 12,201] 10,043) 154 
Seward 13 5,990 ich) eee 2,060,401 538,103 2,762,779 1,094,250 92 68 530 772 235] 159 
Shawnee...... 154 76,195 he Ue) 6) ee 4,311,631 2,696,050 22,109,053 33,668,190} 14,979} 13,450) 8,982) 7,525 8,262) 171 
Sheridan. ..... 17 6,073 ROBB E «Scheie 3,269,997} 1,320,972 4, 59 7, 902 1,156,190 270 3 52 1, 131} 125 
Sherman...... 13 6,204 St ee 1,151,288 707,831 2,317,194 1,884,390 978 710 777 887 316) 162 
Smith. 31 14,130 SAS ron 4,129,518] 2,860,099 7,077,149 2,927,080 718 1,170 912} 2,714 286) 125 
Stafford....... 29 10,988 2 (eon 5,319,070} 1,588,540 7,422,882 2,821,520 538 ,000} 1,068) 1,776 420} 154 
Stanton....... 3 1,434 jy eee 376,693 344,146 723,018 159,860 88 10 79 234 26) 84 
Stevens....... 9 4,193 Li) 1,461,903 574, 294 ,047, 356,040 181 200 218 600 30} 103 
Sumner....... 58 28,385 5 re re 6,168,488} 3,180,726 11,575,105 6,816,730 2,562 3,740} 2,598} 4,088 1,055} 143 
Thomas....... 18 6,860 Oy | ice ee 3,139,258) 1,045,439 4,208,271 2,872,520 357 500 707 ,190 314! 162 
cl 19 6,338 a 4,300,596] 1,217,051 5,536,629 1,179,010 271 330 480) 1,093 90} 1 16 
Wabaunsee.... 24 10,710 [I re 2,952,441] 2,410,886 5,402,562 2,676,240 537 970 877) 1,803 269) 135 
Wallace....... > 2,538 1S Cs er ‘417, 183 515,585 1 058, 354 449,060 90 290 173 453 118} 152 
Washington.... 40 17,463 of <a ee 5,666,316) 3, — 139 . eh 321 3; hs 830 897 1,250} 1,593] 3,165 360} 130 
Wichita....... 5 2,21 SS eee 725,360 101 iif 235.8 20 356,100 89 20 130 343 39) 92 
Wilton............ 44 19,581 aS aren 2,507,161 i: 733° 513 10,238,820 3,818,460 3,116 2,560} 1,751] 2,264 732| 127 
Woodson...... 17 8,799 5 |: er eee 1,946,786) 1, 207, 884 3,197,792 i, 715, 330 449 1,020 1,295 170} 133 
Wyandotte. ... 276} 131,688 eS | a re 1,122,444 "917,527 56, 732,585 "902,400 17,019} 25,400} 8,888] 12,890 9,717| 113 
State Total. .| 3,797] 1,812,986] $169,795,024| $12,854,000|$374,397,245|$198,628,418| $755,674,687| $472,936,590| 206,525| 233,087| 164,573| 245,281] 86,213!..... 
Se 23 17,734 eC) $1,374,621] $ 775,852 $2,262,422 $ 794,830 174 210 118 674 20} 24 
ae 23 17,823 ‘ee 1,201,641 863,268 2,119,192 1,048,660 173 500 362 983 89} 32 
Anderson...... 15 *9 982 SS ee 912,758 684,079 1,679,847 1,546,360 99 430 283 795 94) 52 
SS eee 17} = *12,045 7 a 1,374,653 649,562 2,074,288 808,830 124 460 108 921 45} 49 
Barren........ 37 25,389 476, | See 2,398,177} 1, 224; 567 4,099,395 3,751,940 898 880 932| 1,636 186) 46 
Bath 19} *11,996 2 | i re 1,890,741 731,509 2,826,928 1,272,390 124 170 226 610 71) 32 
Bell. 54 37,125 1,254,043} M$4,462,000 356,339 280,054 6,352,436 4,045,110 1,256 650) 1,411 582 980} 37 
Boone 18 9,656) ri 5) eee 1,244,212) 1,216,638 2,675,213 2,704,950 99 160 460} 1,225 96| 76 
Bourbon...... 33 18,958) oe ae 2,983,920} 1,374,274 4,843,913 4,032,690 1,667 1,850} 1,159) 1,505 800| 79 

ee 52 32,587 5,050,662; | _M177,000 227,372 51,340 5,806,374 8,153,380 3,836 3,430} 3,698} 2,201 2,079! 106_ 


*1920 Population. 


M—Mine Products. 


THQAQAAD HOEAQAAH HOON wBwewmww 


le > he ie >iesi >) 


be > Rar > hee >] 


QD 


Pape ots ope ops OMe st< phe ofa ofa on op] pl op) pl) op) 


eo ttm 


f= pers 


Li 


\ 


bi i 


5 ae ae we we 


Marcu 31, 1928 SALES MANAGEMENT 31 
KENTUCK Y—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart-| 1925 Do- Pass- ity of 

: nell | Popula- Value of Total of Families| mestic | enger | Ford | Num- |Popu- 

County Index tion Value Added | Mined and c Live Stock County Bank With | Light- | Cars | Pass- | ber of |!ation 
By Fishery Tops Products Wealth Deposits Tele- ing Other | enger | Income | /4V¢ 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 
Bayles nice atc 23 15,185 i SS $1,505,375 $656,316 $2,624,230 $2,954,831 1,169 1,500} 1,013) 1,406 639| 86 
Bracken....... 18} *10,210 | ee 56,037 821,91 2,725,319 2,482,370 99 720 199} 1,209 104) 73 
Breathitt...... 30 22,355 1,148,872) M $306,000 20,907 518,751 2,794,530 1,515,850 224 300 66 45 127) 11 
Breckinridge. . . 29) *19,652 SAGAEOR ss 0 oo iow ewes 1,740,472 1,089,832 3,168,025 ,713,070 198 400 434) 1,302 133) 39 
Ballitévics.ce<: 13 9,328 DOM ccc x cannes 02,645 618,028 1,441,237 957,350 74 140 220 835 182} 51 
Co ) eee 20} *15,197 C0 ee 1,099,0: 778,651 1,940,234 498,990 149 50 90 401 17} 19 
Caldwell...... 20} *13,975 q M9,750 1,084,418 662,610 2,147,378 2,073,080 823 890 413 680 301; 52 
Calloway...... 30 21,331 | 1,907,437 1,029,706 3,024,975 2; 438, "000 198 600 416} 1,221 104) 37 
Campbell 99 63,282 1 by 7 | eee 720,868} 1,050,942 12,294,768 10,920,920 7,446 1,320) 5,564] 3,486 6,440} 86 
Carlisle: s:6 . «. 12 *8,23 (9 ” 7) eee ee pees 1 054, 313 503,154 1 628, 894 12,590 74 40 136 461 26; 38 
Carroll ..é 5.65.25 14 8,479 1A) | re 864,030 441,718 1,643,662 2,505,080 75 610 329 792 172} 78 
CBRER s cissine'es JZ 22,760 1,812,402 M199,000 959,597 682,294 3,653,293 1,479,530 224 450 595 541 111} 24 
CIV ve sciscs'ss 23 18,193 OL eR 1,351,263 773,058 2,379,317 604,530 174 140 143 500 8} 17 
Christian. .s.... 53} *35,883 1,367,657 M9,750 3,838,879 1,230,654 6,446,940 3,962,480 1,885 3,230; 1,101} 2,018 763) 63 
WIE euase 30} *17,901 3 fs. | en ae 1,872,607 1,098,932 3,544,314 5,015,270 1,689 1,630; 1,407} 1,112 766} 81 
CE ce eon ees 26 20,929 240,769 M338,000 1,131,482 623,692 2,333,943 519,660 198 70 3 2 18 8 
CHAIOR 66.40% : 11 8,835 L? oe 542,450 391,862 166,561 357,460 99 140 51 130 6| 19 
Crittenden..... 18} *13,125 51,674 M9,750| —-1,043,191 783,962 1,888,577 1,016,200 124 370 357 674 70} 41 
Cumberland. . . 15 11,100 7.5 ALT) eae 913,889 511,740 1,449,187 455,900 99 170 99 363 15} 27 
Daviess....... 73| *40,733 6,057,781; | M253,000| 3,558,479] 1,348,190 11,217,450 10,107,200 2,622 3,080} 2,403) 3,278 1,024; 78 
Edmondson... 14 11,134 3 5) Sa ane 715,697 541,840 1,308,647 313,640 99 40 192 404 26] 21 
ae 11 *8,887 1) | aaa 673,821 427,744 PALS Gy eee 74 40 17 28 3 8 
Oo ee 22 17,434 1) 765,961 466,767 1,619,763 1,298,720 558 1,070 492 560 670| 44 
Fayette....... 100 8,600 TRRAOAN s «aoe ko eens 2,757,879 1,364,197 8,071,459 25,569,660 6,952 6,040} 5,602) 3,685 4,517} 108 
Fleming....... 24; *15,614 |) | nee 2,262,966 1, 055, 371 3,470,263 1,828,690 149 360 330 99 58| 44 
10 See 52 32,413 384,230 883,186 766,163 9,114,579 1,687,580 323 360 279 222 333) 17 
Franklin...... 35} *19,357 2,138,033 1,294,300 809,419 4,241,752 7,171,070 1,540 1,690} 1,013) 1,413 604| 76 
i ere 25 15,809 1,309,480 1,677,298 485,991 3,472,769 2,135,330 1,267 1,562 565 974 467| 79 
Gallatin....... 7 *4,664 103,541 532,709 377,535 1,013,785 21,840 50 170 174 365 38] 59 
GaTIAIG 6 0:6.5:6:. 21 12,848 47,453 y 180, 139 1,064,092 3,291,684 1,162,140 125 3 347 984 106} 44 
Grant 18} *10,435 7. 5.7. Se 1,338,843 793,017 2,159,992 2,853,790 99 250 394; 1,002 110} 59 
LL ae 48} *32,483 yO 2 | ee ee 3,426,607 1,634,913 6,168,352 3,619,520 1,226 1,650 778| 2,379 399} 48 
Grayson 28) *19,927 PMN Hiv sie xe, 5 1,457,938 1,104,289 2,828,427 ,740,030 198 250 177 674 87| 28 
CS eee 16} *11,391 Co | rae 1,359,586 586,664 1,977,017 859,050 124 . 50 105 551 M1] 25 
Greenup dctcoiea 27 20; 959 1 ,010, NE rate eer 727,563 558,892 2,297,391 1,213,110 198 480 774| 1,224 595} 41 
Hancock... ..:...... 10 *6,945 36,973 M9,750 843,579 \ 1,296,864 738,370 74 250 138 608 39} 48 
Hardin. ......2. 38 25,188 ae 1,801,374 1,543,313 4,313,325 3,815,230 981 510 438) 1,857 215} 48 
Harlan.....<:.... 92 43,432 2,229,546} M19,579,000 246,203 232 526 22,287,275 3,812,150 622 1,500; 1,469} 1,025 1,680} 41 
Harrison...... 26} *15,798 AMIE oii cents 05% 1,986,007 1,277,115 3,487,351 2,896,910 149 1,100 743) 1,905 276| 76 
So ee 27 18,753 Li) Sree 1,925,351 64, 3,045,335 1,704,000 174 240 189; 1,014 43} 32 
Henderson 47| *27,609 1,992,614 M699,000 3,598,771 1,028,573 7,318,958 4,922,130 1,600 3,110} 1,013} 1,901 589| 73 
ee 23) =*13,411 NOEs oir enicesere revere 1,987,439 ,098, 3,189,179 2,829,280 124 150 267; 1,318 123} 62 
Hickman...... 16| *10,244 y (1 | er ee 1,630,185 658,131 2,559,571 767,770 99 320 185 530 24| 39 
HOpKing......... 59| *34,133 680,205; M6,029,000 1,837,635 968,906 9,515,746 5,758,890 1,559 2,440} 1,661) 2,742 1,026} 70 
Jackeon. .....35. 16 12) 226 330, (S| ASE 74, 456, 917 1,561,753 267,270 124 40 2 10 8 
Jefferson...... 616} 299,652 83, 7 73 1] ener Pere 2,318,718} 1,553,460 87,610,895 141,204,880} 36,983} 49,100} 22,349) 24,030) 27,325) 114 
Jessamine... 20] *12,205 Cd SERS 1,865,634 718,435 2:736,943 2,115,280 701 580 626} 1,074 200} 60 
ohnson....... 29 20,832 108 836; M1,841,000 600,362 526,643 3,073,841 2,151,440 198 410 372 220 280} 30 
Renton. 6: .5.-« 124 75,208 FOFZS EE «ook scocsv-ins 718,709 988,169 12,429,905 23,619,350 7,971} 11,950) 5,917} 4,183 9,148) 106 
| 0, 15 12,145 17,145 M598,000 551,651 416,831 1,583,627 131,170 7 30 17 1 42 8 
MR soe once 32 25,336 338,102 M769,000 846,835 543,749 2,497,686 1,656,560 248 5,120 286 270 171|} 46 
ae 15} *10,004 yt) eee 1,131,764 633,454 1,885,263 1,304,270 99 250 252 790 45) 44 
|e, ee 26| *19,814 192,780 M1!62,000 1,299,759 718,155 2,372,694 1,091,280 198 200 313 338 73) 19 
Lawrence...... 22| *17,643 73,045 M6,668 779,562 664,749 1,524,024 1,620,840 174 70 404 412 150} 25 
| eS aes 17 13,270 792,173 M79,000 361,127 268,835 1,501,135 732,650 124 230 222 223 103} 24 
WMO 0 ciead 13 10,730 Ct | ee ree 530,203 343,558 917,436 132,080 99 Cee 2 3 5 
Letcher Toren 54 32,310 218,184} M8,620,0C0 443,546 402,219 9,683,949 2,154,900 324 400 839 426 658} 2 

| es 21 *15,829 |) 7 7 | re 1,441, "947 839,857 2,429,326 516,610 149 210 248 544 71} 27 
Lincoln rae 24; *16,481 Ol | See js 512, 257 1,052,058 2,660,261 1,869,580 174 3,870 295; 1,048 128; 79 
Livingston..... 14 "S735 SOON. scectecnees 1,044,967 25,378 1.798.429 40, 99 140 114 489 14) 38 
Pr 35) *23,633 ko S| ee ee 3,081,702} = 1,259,145 4,738,155 1,916,830 847 1,040 470} 1,680 302} 52 
ee eee 13 *8,795 i. | rere 93,687 471,223 1,738,918 84, 74 400 106 359 66| 37 
McCracken 67 33,482 Col ss 3 | ee 1,419,393 908,928 8,861,708 10,517,200 4,012 4,640} 2,499) 3,636 2,027) 89 
McCreary. .... 17 11,983 265,962} M1,679,000 232,174 204,140 2,381,276 321,920 124 40 196 243 119} 19 
McLean....... ISt = =*)2,502 239, 844 M92,000 1,444,292 578, 338 2,354,474 1,453, ‘020 125 470 270 785 53| 37 
Madison. ..... 4} *26,284 239,859 2,913,488} 1,484,226 4,637,573 4,901,000 1,171 1,300} 1,316) 1,900 389} 60 
Magoffin Scere if 13,975 82,217 49,918 504,884 1,243,685 712,810 124 50 125 143 61} 13 
MEIN. 5. aac Z2| *45,527 110,253 1,344,440 858,696 2,313,389 1,774,710 71 620 449} 1,018 154) 38 
Marshall piaowee 21 *15,21 48,505 1,372,102 813,693 2.234,300 .212,660 148 160 163 786 56} 28 
WEAGEE. <2, i, 11 7,858 174,448 232,033 201,409 1,335,890 265,000 74 40 61 58 99| 16 
CC ee 31} *17,760 885,442 2,125,206 1,114,632 4,125,280 4,643,06U 1,034 660} 1,048) 1,246 416} 73 
Meade ere 14 *9,442 188,058 81,144 91,918 1,861,120 455,150 99 120 131 832 22| 41 
Menifee... .... 7 be Wb lu,4ul 293,313 217,810 WeREMEE Ts «Sd onckaudes 50 10 41 94 3} 1 
ee 24 15,208 398,900 1,775,719 1,145,496 3,280, 106 2,537,470 813 940 684; 1,324 228] 67 
Metcalfe... ... 14; *10,075 BERIT vicw.n-8 ore ok 998, 493,805 1,527,871 801,300 99 90 89 397 2} 28 
Monroe....... 19 14,523 Vc | aCe eee ee 1,637,644 65,768 1,8U7,579 1,005,720 149 200 86 443 19] 22 
Montgomery 19} *12,245 ii | een eae 1,620,030 742,590 2,550,685 1,860,790 1,015 620 485 922 263) 65 
organ....... 22 16,662 41u,987 M1v1,000 956,312 593,828 2,062,127 25,000 149 510 175 128 29) 16 
Muhlenberg 49 36,046 412,544) M2,592,000 269, 764,506 5,038,096 3,124,610 811 1,040; 1,043) 2,388 1,114) 46 
CMON. ar 25, 16,137 156,067 tam? wtae ees 1,964,453 1,094,513 3,215,033 2,619,270 149 460 679| 1,23 201; ‘51 
Nicholas...... 16 *9,894  k | eee 1,431,557 704,802 2,216,943 1,261,550 99 360 289 878 108} 52 
Ohio RJara-acarsesors 36 “ss 473 157,139 M925,000 1, 738, 7U5 1,108,352 3,979,196 1,715,360 248 450 526} 1,285 243) 32 
idham ibis eaters 13 937 5 See "999, 730 843,751 1,876,440 991,570 74 310 374 804 182) 68 
Oech dee daly 19 13) 554 FOO, 6lé os 3 s.2 1,781,406 1,172,729 2,992,171 1,586,040 124 190 305; 1,010 29; +38 
Lo Ae 10 *7,820 do | Rese ae 457, 395 299,451 776,561 20u, 74 to ag 35 6| 13 
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32 SALES MANAGEMENT Marcu 31, 1928 
KENTUCK Y—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart- 1925 Do- Pass- ity of 

County nell | Popula- Value of Total of Families} mestic | enger | Ford Num- |Popu- 

Index tion Value Added | Mined and Live Stock County Bank With ight- | Cars | Pass- | ber of |!ation 

‘ By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 

Pendleton,.... 19} *11,719 eS) ce $1,593,813} $1,343,031 $2,991,427 $2,648,830 99 510 452; 1,368 99} 65 
ee 60 34,419 522,437| M$9,886,000 543,034 355,751 11,307,222 2,738,820 707 1,300 321 92 1,190} 28 
lL ee eee 91 59,559 1,189,619} M10,602,000 1,364,644 1,167,576 14,323,839 3,224,940 546 1,040} 1,202 623 1,160) 24 
Powell........ 9 7,01 1 eee = 15,725 235,140 806,800 574,610 74 40 129 166 30) °21 
Pies, ....:.. 48 34,902 L; 514, eee ae 2 016, 698 1,390,962 4,922,239 3,524,200 347 1,450 817} 1,132 433) 37 
Robertson..... 7 *3,871 eS eS 585,503 405,738 1,077,177 522,690 50 90 59 352 86) 49 
Rockcastle.. .. . 20 15,934 Lo). ee 982,369 635,685 1,794,774 667,270 149 50 184 360 4, 16 
ee ae 13 9,484 fi) || 457,292 329,267 1,534,270 523,830 99 120 225 275 60} 27 
Russell........ 16 12,415 Co ne 808,561 581,693 1,461,857 515,510 124 40 106 327 a 7 
ee 25} *15,318 187, Se eee el 2,052,094) 1,017,204 3; 256, 994 2,902,210 853 ,230 582} 1,413 251) 65 
“eee 30 18,807 Lo | re 2,854,722) 1,666,556 4,622,193 2,336,690 1,149 890 843) 1,778 279| 67 
Simpson 17; 11,150 TCE ees 1,407,59 683,064 2,230,783 1,032,530 853 640 294 895 941 56 
Spencer....... 13 7,906 | Ses 1,373,841 903,105 2,326,478 9 300 74 100 215 526 25| 39 
OS ee 18 12,390 i | ee 1,004,250 603,892 999, 1,298,730 124 50 312 902 67| 39 
Todd 23| *15,694 OS ree 1,977,690 686,501 2,817,496 1,343,850 149 610 207 650 113) 41 
ee 20} *14,208 it) re 1,932,612 762,031 2,751,175 784,970 124 130 96 511 40| 27 
Trimble....... 10 *6,011 oe 1,005,967 493,649 1,633, 687,200 50 10 145 398 11} 49 
ES bs Ka 31 *18,040 109,281} M2,026,000 2,442,018 834,959 5,412,258 495, 657 500 624; 1,673 417| 67 
Warren....... 45 31,014 i rs 2,411,584} 1,611,562 4,956,709 4,478,970 1,755 2,050} 1,589) 2,931 826} 78 
Washington 22 15,244 PAS 6 Vasa ka 1,724,570 79,611 2,741,987 1,478,500 149 520 250 954 91| 37 
Wayne........ 21 16,633 149,165 M6,666 876,460 694,922 1,727,213 933,410 174 380 129 484 57| 24 
Webster....... 36|  *20,762 102,640} M3,404,000) 2,057,421 754,606 6,318,667 2,966,180 663 1,500 458) 1,923 343) 60 
Whitley....... 41 28,479 1,961,164) M1,447,000 828,858 520,115 4,757,137 2,883,160 875 800 934 744 904} 39 
eee 11 *8,783 © | ee ee eee 461,065 344,799 862,145 7,190 74 10 70 190 38] 16 
Woodford... .. 20) + *11,784 Lut). aa. 2,323,780 679,724 3 144.938 1,764,970 125 630 680 900 254) 62 
State Total 3,970! 2,515,214! $168,008,505} $84,733,000/$164,839,929] $93,299,178 $510,880,612| $433,066,651' 114,626} 150,702} 95,939] 139,216| 79,016!..... 
Acadia...... 58 36,505 Le $5,980,494 $492,551 $8,515,944 $4,331,850 995 1,030 615} 2,327 677| 35 
See 41 21,610 | | 43,768 155,650 6,395,259 308; 620 356 740 312} 1,596 437| 39 
Ascension..... 28) = =*22,155 fo ee 1,470,362 191,353 2,398,158 1, 198, 710 372 520 326 828 188} 24 
Assumption.... 26] *17,912 Be 5 ae 1,979,745 139,546 3,442,147 "968, 010 lll 210 354 988 210} 24 
Avoyelles...... 48 35,978 Lot ae 3,224,341 349, 352 3; 751, 828 4,425,180 223 460 270} 1,707 224) 21 
Beauregard... 49 24,411 Lo) 385,432 207,284 11,303,571 1,681,590 544 500 385| 1,426 541} 37 
Bienville...... 29} *20,977 cS er 1,596,993 278,079 2,603,692 2,389,660 131 300, 237) 1,508 231) 38 
Boosier........ 30 22,563 Co a 2,432,384 405,658 3,562,547 594,810 140 330 320) 1,462 285} 28 
“| See 178 97,464 (IAD) ee 4,453,255 598,580 12,869,355 54,911, "590 6,524 7,460} 5,756] 9,868 8,688] 97 
Calcasieu...... 72 38,565 Lil |< 2,446,715 315,710 8,474,871 16, 384, 880 1,389 2; 530} 1,703) 3,473 1,749) 65 
Caldwell...... 14 10,036 Li? S| ere 338,170 137,224 1,499,768 695,310 65 20 138 586 86) 33 
Cameron...... 6 *3,952 Ue | ee 626,962 02,336 MUA BoP 6: 0shvvereacaicae ae 28 10 23 367 36| 24 
Catahoula..... 16 11,447 el eee 69, 111,958 2,149,399 707,190 73 170 75 543 40} 27 
Claiborne...... 42 29,491 i  e 1,888,108 409,184 2'867, 881 6,571,360 513 570 822) 2,925 970| 48 
Concordia..... 17; *12,466 CL, |) 163,995 95,424 2,103,931 539, ,620 74 260 250 714 192} 17 
Defotw, «2... 40 30,331 Lo ee 1,809,922 485,293 3,295,837 3,385,690 598 410 380} 1,768 538) 33 
E. Baton apron 115 50,140 ARCS | er 946,701 345,855 25,152,650 14,523,250 3,227 4,160) 2,709) 4,172 2,938) 81 
Fast Carroll. 28] 4 *11,231 Le er 2,322,688 104,801 2,934,281 914,370 66 380 630} = 1,150 187) 52 
East Feliciana.. 21 *17,487 |) ere 1,000,683 418,756 1,498,949 820,430 110 40 129} 1,079 88} 21 
Evangeline.... 36 24,992 833, PB. aoc etee 2,717,229 506,841 4,057,373 1,350,260 157 240 137} 1,355 128) 17 
Franklin... ... 41 30,959 BolT). 4 ore 2,701,434 345,661 4,058,191 2,098,240 194 240 200} 1,224 205| 22 
Grant. 21] + *14,403 2 053,327 eee aS 64,310 143,166 2,960,803 863,820 92 240 217| 1,367 146) 46 
Theria..i..6...- 39) *26,855 (aes ree 1,443,692 277,126 4,505,243 2,684,2 879 1,220 850} 1,854 606 37 
Iberville 38 ‘ 2, 42306 enn Pa & 1,868,717 177,181 4,988,204 1,689,440 554 990 622) 1,373 456| 32 
Jackson s.....5. 20 14,863 1, "404, | rer 512,851 187, 080 2,103,987 758, 670 . 93 40 153 711 105} 25 
Jefferson. ..... 58 23,439 14890663)... ...... 00... 71,063 569,928 15,531,654 3,265,320 231 1,360 477) 1,158 581} 33 
ae Davis. 33 22,336 SES re 4,110,092 283,575 5,021,326 533,040 507 820 404) 1,642 296) 41 
afayette...... 25 10,113 LS re 3,413,385 527,543 4,885,015 4,910,380 1,074 1,010 647; 2,603 758) 118 
Lafourche. .... 46 32,035 Ag 2,741,792 386,247 5,866,141 543,660 603 500 811 1,494 357 22 
La Salle....... 38] = *30,344 BORMMNIGL «ck ona ctu 138,301 117, 237 3, 47), 550 753,580 65 20 345 872 185} 13 
Lamcoin........ 25| 16,962 (1 S| ER es 1,113,166 292,430 2,165,859 3,465,780 689 460 367} 1,528 302} 54 
Livingston..... 14 12,216 So a baa 302,778 117,230 825,160 429, 74 20 131 812 57 28 
Madison...... 18 10,914 Bed osc owns 1,840,703 149,582 3,104,277 700,000 65 230 234 618 180} 35 
Morehouse... . 27 19,608 5 1 eee 2,010,124 233,262 3,091,615 1,155,880 120 240 292 940 272) 30 
Natchitoches. . . 54 39,818 Av ts rr 2,850,769 366,905 3; 884, 459 pf 634, 130 607 550 393} 1,725 346} 22 
Orleans....... 824| 414,493 yb SS | 41,634 525,325 72,697,643 264,572,360) 31,598} 51,700} 20,329} 22,221 32,955] 84 
QOuachita...... 49 32,861 Jes i) \ | ere 1,097,864 267,364 4,152,510 7,299,680 1,826 2,400} 1,389) 3,070 1,896] 78 
Plaquemines. 12} *10,194 Ee 335,752 77,438 ere 64 20 211 545 128] 27 
Pointe Coupee 33) *24,697 bo eee 384,440 227,022 3,876,077 1,208,830 149 290 291} = 1,136 192; 19 
Rapides....... 101 67,884 UE) rere 2,856,632 680, 489 14,146,394 4,610,740 25335 2,920} 1,678] 5,391 2,092} 49 
Red River..... 26 17,508 Rees asc ores 1,711,602 134,181 3,632,825 879,520 111 40 196} 1,154 195} 25 
Richland...... 33 23,742 5 re een 2,372,343 299,902 3,654,310 2,055,540 148 240 236) 1,155 209} 27 
Sabine........ 32 21,186 ER 2 |) ee 1,025,792 305,778 4,820,671 1,292,750 132 220 194) 1,188 155} 24 
St. Bernard 7 *4,968 LU eee 27,785 39,549 574,418 462,100 29 10 132 500 112} 3) 
St. Charles 16 *8,586 he ne 412,726 46, 433 3,823,265 168,890 56 30 211 686 272) 33 
St. Helena 10 *8,427 oT | ARS epee 376,215 256,961 688,087 265,920 55 30 14 344 10} 13 
St. James...... 33] *21,228 Ce | rr 1,255,216 87,676 5,373,193 1,045,920 132 70 399 740 232 7 
St. J. the Bap 19} *11,896 iS Sy rere 1,206 88,945 3,595,038 4,690 74 30 242 554 165 2 
St. Landry 78 55,016 Ek A: 6,384,114 586,630 8,108,2 6,377,190 813 990 569} 2,685 511} 24 
St. Martin 30} *21,990 | ree 2,940,224 41,080 3 738, 374 1,128,460 139 60 215 ,009 101} 14 
St. Mary...... 52| *30,754 TABS a. cc sc cicsaws 1,602,636 211,138 8,920,387 3,462,760 873 1,630 544] 1,513 669| 37 
St. Tammany. . 33 21,624 oo 9 re ear 235,215 201,012 4,465,922 2,212,070 646 ,060 424) 1,595 360| 43 
Tangipahoa.... 48 32,730 SS ee 507,464 758,190 ,441,309 4,724,760 739 1,550 570| 2,549 670 49 
5 ee 19} *12,085 ie fs re 1,931,436 91,018 3,255,970 1 537,400 75 40 124 682 118} 27 
Terrebonne. ... 38| *26,974 OS) ere! 1,567,693 185,487 4,696,865 1,958,380 557 730 678| 1,868 299| 30 
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LOUISIANA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS Qual 
ual- 
> Phase Do- Paso ity of 
County ee eee Total of Families} mestic | enger | Ford | Num- |f OPpU- 
Index tion Value Added Ph nod Live Stock County Bank With | Light- | Cars | Pass- | ber of lation 
M rd Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income 00 
eR MUTE SIMRC: E eadect Factors phones | Cus- | Than | Cars Tax 1 
tomers | Fords Returns 
Uo eee 24) = =*19,621 be | rer ne $1,399,657| $416,713 $2,081,547 $ 682,160 120 60 126} 1,190 149} 30 
Vermillion..... 44 26,532 Ao). | ere 5,416,77 699,271 7,689,611 2,762,970 356 600 387} 1,905 231; 27 
Vernon.......- 41 22,254 (XS 27) | ree 713,267 236,124 8,638,866 2,092,760 394 320 452} 2,230 473| 46 
Washington... . 45 27,152 LC Cy | er 1,254,729 291,351 7,517,003 2,593,990 760 190 525} 2,156 489} 39 
Webster....... 36 7,833 is |,| Sarena 1,093,558 295,886 2,223,279 3,590,980 6ll 790 364| 2,218 531} 41 
W. Bat. Rouge. 16} *11,092 pe OS | er 744,172 46,435 2,154,293 212,990 65 40 331 728 200} 25 
West Carroll. . . 14 10,334 i 0) | Sr 759,739 130,818 1,496,179 543,890 64 20 209 934 48} 38 
West Feliciana. 17} = *12,303 PLL 7? | aera 750,788 131,879 138,434 215,000 75 70 117 240 63; 14 
RAS 23 *16, 119 NMS eininislac Dae ois 590,454 272,657 2,803,579 1,047,200 373 430 196; 1,040 223) 33 
State Total. .| 3,134] 1,913,467 US Ue) eee $106,611,297! $18,018,340! $378,717,189| $463,527,420| 64,912! 94,860! 53,295' 123,470] 67,033 
Androscoggin. . 175 69,180)  $30,464,999)............ $ 1,198,192] $1,994,483) $33,657,674 $38,532,230} 9,687) 13,350) 6,551] 3,240 5,601} 122 
Aroostook. .... 148 5,730 os | See 15,361,081 2,979,598 24,457,452 13,833,870 6,496 9,1 6,363} 4,187 1,591} 75 
Cumberland... 299} 131,379 28,058,510 F768,836 »145,809| 2,364,269 32,337,424 103, 297, 880} 20,753} 30,360) 12,693) 7,726) 13,250) 159 
Franklin...... 45 0,22 Ai 73 + .| Sere 852,187 1,270,778 9,195,093 6, 170 1,079 4,540} 1,911} 1,796 640} 130 
Hancock...... 50} *30,361 2,394,799 F882,175 484,475} 1,569,789 5,331,238 8,579,130 2,403 5,300] 2,725) 2,242 998) 122 
Kennebec..... 166 64,400 23,460,597 F 10,809 1,820,004 3,132,415 28,423,825 44,809,800 8,244, 12,400} 5,668} 4,209 5,438) 137 
(SEP 55} *26,245 4,848,113 F870, 229 501,499 1,305,616 7,525,457 14,052,270 2,947 5,280} 2,293} 1,813 1,424| 138 
EURCON. «.6.0:50: 27| = *15,976 1,246,054 F342, 495 593,976 1,497,319 3,679,835 4,097,280 717 1,640} 1,115} 1,160 444| 100 
oe ee 88 38,516 Lest | rere 1,330,540 2,165,999 19,430,227 11,071,250 2,572 7,250} 3,718) 3,606 1,850} 129 
Penobscot..... 192 89,043 23,792,945 F5,014 2:778, 915 3,561,428 30,138,302 42,616,150} 11,602) 15, ‘670 7,883} 4,370 5,876} 119 
Piscataquis 40 20,932 CO: | eee a ree 960,095 978,168 6,787,287 5,304,560 913 1,920} 1,765} 1,421 1,146} 106 
agadahoc..... 66 5,540 14,213,297 F141,588 379,693 656,327 15,390,905 10,003,520 2,402 3,390} 1,289 789 925; 81 
Somerset...... 74 7,662 8 eee 1,866,140}  2,402,41 12,884,231 10,447,790 2,812 5,000} 3,644) 2,812 1,756} 116 
Wal0.. + cess 41 "Zi 328 2'994 272 F 34,736 1,599,800 2,134,451 6,763,286 6,234,460 1,599 2,660} 1,592] 1,656 518} 103 
Washington.... 69} *41,7U9 7, ,691,158 F520,561 715,133 1,050,225 9,977,077 7,122,710 2,783 6,020} 2,378) 2,334 1,184) 90 
S| See 164 71,924 28,186,856 F312,592 1,208,358 2,426,681 32,134,487 27,500,650 7,140} 16,600} 6,706} 5,633 5,734) 135 
State Total..} 1,699} 790,150} $209,938,886| $3,889,035] $32,795.897| $31,489,964| $278,113,782 $353,951,720| 84,149) 140,480] 68,249) 48,994) 48,375|..... 
’ Allegany...... 131 74,202} $ 11,872,907} M$3,522,000 406,449} $ 440,713) $ 16,242,069} $ 23,913,930} 6,790} 12,000} 6,881| 2,728 4,676} 103 
Anne Arundel. . 68] 48,985 3,496,411 F228,122} 1,757,181 880,202 6,361,916 6,391,650 2,549 1,930} 3,301} 2,800 2,040) 63 
Baltimore... .. 158 81,362 25,082,282 F92,502} 2,813,898) 2, ae 889 30,905,571 14,376,320 3,624, 4,810} 5,069) 5,528) 4,346) 90 
Baltimore City.| 1,850} 796,296] 259,627,350|)............ 60,673 002 259,924,025 533,429,200} 62,739} 121,550} 57,780} 28,350) 69,634) 90 
Calvert 55:05. 005 14 *9,744 91,997 M159,048} = 1,378,453 302 605 p<) A | Se ees 1 1 302} 1,020 50} 57 
Caroline 30} *18,652 622,804 F5,253} 1,533,455} = 1,516,233 3,677,745 3,835,950 348 560} 1,239) 2,463 318) 78 
— eveidincntars 74 34,421 Ko. ee 3,842,216 3,928,223 10,988,439 17,618,180 1,521 1,070} 4,841) 4,330 840} 103 
Cecil... 40} *23,612 2,491,873 F115,519 1,920,044 1,776,68 6,304,122 3,670,190 791 980} 1,993) 2,696 984) 84 
Charles... 26 18,451 136,617 F119,022 2,248,006 699,283 3,202,928 1,304,970 348 240 611] 1,738 238) 44 
Dorchester. . 53] *27,895 1,547,915 F796,096 1 "413, 911 893,147 4,651,069 15,979,550 1,185 1,430} 1,526} 2,439 421} 62 
Frederick... .. 111} = *52,541 Bo) sf A. | ne 4,968,788} 2,592,967 12,599,279 32,019,100 3,074 2,560} 4,697] 4,041 1,756} 84 
ae 31} *19,678 738,117} M1,107,000 1,187,661 1,026,119 4,058,897 862,760 361 310} 1,434) 1,450 292| 63 
Harford....... 51 30,040 1,489,962 F64,915} 2,258,212) 3,139,416 6,952,505 6,710,840 968 1,090} 2,781} 3,073 1,012} 83 
Howard....... 28] *15,826 YS) eee 1,593,133 1,218,103 5,174,272 1,952,160 292 460} 1,072) 1,191 477| 62 
ent, 27) = *15,026 380,839 F255,734 1,793,360 1,428,840 3,858,773 4,520,790 721 620 928) 1,663 3u6} 75 
Montgomery... 59 36,524 ct || a eee: 3,238,323} 2,690,941 6,352,670 9,712,520 667 1,120} 3,412} 3,962 2,900} 87 
rince Georges. 63 47,423 482,563 F21,980| 2,596,168 1,028,273 4,128,984 7,471,320 1,257 730} 2,557; 4,113 2,687} 70 
Geeen Annes... 27| + *16,001 470,114 F 133,404 2,286,086 1,538,588 4,428,192 2,236,280 305 440 540} 1,580 171} 51 
oC Marys..... 24| *16,112 146,430 F236,178 2,183,545 619,187 3,185,340 1,562,170 306 200 472| 1,086 106} 37 
jomerset...... 37| *24,602 733,503} F1,047,353) = 1,112,5 897,247 790,645 4,659,9 683 950 999 ,840 270} 51 
quiet Rae aes 36} *18,306 1,186,419 F 482,623} 1,751,074} 1,098,63 4,518,753 ,406,6' 933 890} 1,562} 2,108 410} 81 
W /ashington. . 122 65,403 A | rrr 3,451,571} 1,955,905 15,983,286 24,176,140} 4,634) 5,900} 6,344) 3,905 2,964| 98 
icomico..... 46} 28,930 3,428,182 F179,962} 1,585,128} 1,111,307 304,579 4,195,550 1,775 2,110} 2,030} 2,640 571] 73 
Worcester. .... 36 22,573 988,035 F260,957| 2,164,492} 1,016,316 4,429,800 4,621,960 417 980} 1,311) 2,010 367| 63 
State Total..| 3,142] 1,542,605! $336,449,690| $8,827,668 $49,544,369! $34,951,829! $429,773,556|  $735,628,160! 96,449! 163,060! 113,682! 88,754! 97,836]..... 
District of 
olumbia....] 836] 513,994] $39,326,156]............ $42,034] $190,926} $39,559,116] $242,358,210} 61,999} 59,000] 53,240} 30,320) 75,796} 132 
Barnstable ee 53 29,782) $ 1,475,618] F$2,077,114| $ 131, fo $ 610,368} $ 4,294,605} $ 14,140,630 961 5,880} 5,034) 4,610 1,049] 156 
erkshire....., 315) 121,255 VA ee 2,320,532 3,599,912 60,809,982 71,931,640} 14,092} 18,970} 13,130} 6,095 8,425] 122 
i a 1,032} 383,795 218,757,160 F 360,649 1,222,749} 5,066,158 225,406,716 19%, 964, 850) 33, me 9,200} 29,459) 19,408) 26,178) 97 
— On. 8 4,862 ,617 F428,770 35,791 119,911 635,093 1,426, 170 1,180 664 610 136} 159 
nr 1,416} 496,832|  290,783,987| F4,531,667| 1,113,241] 3,367,118] 299,796,013 319,389,410] 58, 53 600} 45,655) 27,577; 49,131) 114 
Franklin... 129 49,598 OO 0 | re 3,234,546 2,643,018 22,816,171 33,310,490 4,962 9,100} 6,950} 4,567 3,549) 146 
ampden..... 929} 327,088} 178,987,602]............ 2,223,494) 2,545,207) 183,756,303 234,076,360} 34,178} 58,500} 33,140} 19,201} 30,478) 124 
7 eal 192 75, V2 re 4,183,832 ,432,464 36,471,382 44,156,490 6,046} 11,150} 7,762) 5,380 2,986} 114 
iddlesex. . . 1,873} 860,414) 290,566,519]............ 2,752,991} 6,113,989} 299,433,499 414,093,980) 115,848) 136,000 ,644| 55,850} 88,807) 94 
antucket 7 id 274 F210,391 23,303 72, 356,551 6,530 7 850 418 253 172) 167 
Norfolk We Suess 570} 262,065} 102,698,859 F41,291 448,418] 2,218,341) 105,406,909 97,057,840| 43,645) 46,000) 37,057} 22,884) 31,553) 113 
Suton Bates 438) 164,257 84,060,403 F471,639 637,318 3, e 503 88,230,863 96,686,750} 20,388} 29,400} 20,677} 16,277} 17,002) 138 
Wor Pree 3,184] 876,286] 301,284,519] F2,738,215 2,213 155| 304,046,102] 1,699,524,350| 117,323} 88,500} 60,292} 38,408] 109,755) 129 
rcester...., 353} 489,697) 247,587,490]............ 4,220,450 8 808° 638 260,613,578 341,737,050} 48,470 , 43,809) 29,294; 44,369) 111 
State Total, , 11,497} 4,144,205] $1,816,986,279| $10,859,736] $22,550,383} $41,677,365! $1,892,073,763| $3,568,812,540| 499,892! 625,730] 387,691) 250,414) 413,590)..... 
* : 
1920 Population. M—Mine Products. F—Fishery Products. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 9 
ual- 
o a Phe " Do- Pass- my ge P of 
ounty nel! opula- Total of amilies| mestic | enger or um- |Popu- 
Index tion Value Added wo bea Live Stock County Bank ith | Light- | Cars | Pass- | ber of |lation 
y Fishery Crops Products Weaith Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture |p oducts Factors phones | Cus- | Than | Cars | Tax | 100 
tomers | Fords Returns 
IAGONG 5.665846 9 6,027 $ 45,974 F$% 10,971) $ 424,341) $ 559,216] $ 1,040,502 78, 155 140 362 598 47) 84 
BIRO cinwsana 21 11,288 3,535,802 F28,857 ; 262,991 4,051,297 1,559,420 553 730 714 844 325) 73 
Allegan....... 71) *37,540 4,377,176 F3,191 4,437,823) 4,713,548 13,531,738 6,623,600 1,837 2,780} 3,605} 5,387 1,050} 122 
Alpena........ 371 "17,869 4,643,898 F184,751 601,731 734,034 164,414 837,960 i 2,730} 1,767) = 1,721 691) 110 
Antrim........ 19] %11,543 1,361, "538 F1,508 674,773 765,809 2,803,628 1,617,000 236 830 827} 1,062 225) 87 
Arenac........ 14 *9,460 85,796 F21,121 702,429 953,870 1,763,216 1,415,190 157 140 466] 1,023 83] 76 
Baraga..s..s.s 14 531 2,175,892] ° F8,954 287,657 355,047 RRR. sss on eoaaecas 156 360 691 250} 92 
ee 41} *21,383 ef EC eee 2,453,3 2,485,788 ,680,189 4,725,220 1,688 2,040} 2,081; 3,020 550} 133 
are 146 70,288 16,698,213|M-F 1,242,158) 2,541,755] 2,251,721 22,733,847 30,140,630} 5,734). 10,940} 7,236) 4,353) 3,021) 105 
ee ee 10 *6,947 i F53, 330,362 322,899 97,1 923,830 155 920 510 830 240) 130 
Berrien 136 67,768 18,368,510 F39,890} 2,535,970) 2,606,821 23,551,191 21,604,740 7,867 8,030} 8,700} 7,528 5,185) 146 
es ae 46| *23,997 i) | rae 2,950,044! 2,809,038 481,963 5,399,230 2,049 4,820} 2,774) 3,701 486) 163 
Calhoun....... 203 82,140 of 2 3,154,405 2,861,602 43,898,745 33,384,680] 10,490} 15,189) 10,400) 9,493 4,533) 159 
Sere 40} *20,395 cS 15) Sere 2,141,086 1,802,930 7,724,474 4,030,320 1,227 1,910} 1,969} 2,780 750} 130 
Charlevoix..... a, «| * 5; "788 4,441,286 F172,168 a ZAi7 5,902,357 3,469,260 703 3,200] 1,250} 1,598 405) 121 
Cheboygan.... 22) *13,991 1,804,018 F79,021 448,730 505,812 2,837,581 2,326,250 807 1,610 986 924 300} 87 
Chippewa..... 47 25,011 5,430,440 F57,711 1,698,715 919,100 8,105,402 ,698,260 2,205 2,830} 2,002) 1,486 1,050) 97 
SER 13 *8,250 TUMOWN s aiserceseccas 488,207 701,470 ,266,900 1,791,610 156 655 441} 1,002 103} 105 
ee 46) *23,110 Je Co |} a earn 4,114,034 3,610,639 9,103,591 4,813,620 1,784 2,040} 2,308} 3,762 428) 143 
Crawford...... 7 4,114 GETOMIOEL 95 os 0:0 o:00000 39,489 78,357 1,393,910 473,2 79 600 433 445 149) 106 
a hee 57 31,362 iE 069, 123 F92,635 795,527 828,454 8,785,739 8,297,270 2,689 5,160} 2,770} 2,513 1,900} 118 
Dickinson..... 32} *19,456 1,364,176 ee se 245,313 331,498 1,940,987 8,217,550 ,609 3,000 044) 3,507 1,700} 181 
re 60} *29,377 Fo ere 3,709,485 3,517,057 11,066, 7,257,420 2,168 3,680} 3,790 404 1,110} 163 
Bymmet.< oo... 26} *15,63 131,077 F16,193 515,397 96,831 3,259,498 4,076,890 1,244 2,660} 1,326) 1,81 550} 129 
Genesee....... 435) 160,291 LUA LOE [0 Frei 3,741,320} 4, 167, 383 115, 757, 892 42,869,060} 12,278} 23,970) 18, 036 14, 240} 10,151) 122 
Gladwin oe 14 9,059 PREG sis serait 621,578 926,596 1,608,739 1,171,580 157 390 530 926 107} 86 
Gogebic....... 49 38,829 1,097,490 F4,436 274,843 342,087 1,718,856 6,882,33 2,545 3,560} 2,781} 1,468 2,360) 75 
Grand Traverse 34; *19,518 1,984,873 F17,538 1,043,363 796,053 3,841,827 7,014,430 1,841 2,400} 1,803} 2,172 700} 127 
oo ae 68 36,800 rots 1) i ere 3,505,576]  2,578,19: 12,314,990 6,635,520 1,908 2,570| 3,465} 3,893 590} 100 
Hillsdale. ..... 55) *28,161 POULIN s 56s ve0awns 3,713,572 4,045,169 10,315, 011 409, 1,856 2,480) 2,646) 4,511 583} 139 
Houghton..... 116} *71,930 10,368,123 F25,363 872,982 921,114 12,187,582 19,746,790 3,954 8,120} 3,950} 1,697 2,500 72 
ROUNOIRS 66 acces 61} *32,786 1,715,697 F274,696| 4,769,084) 3,439,172 10,198,649 7,721,130 629 1,580} 2,828) 4,674 495! 89 
Ingham....... 225 97,554 eS) ok ee ,652, 3,083,281 47,370,082 32,709,200 6,309] 18,000) 14,011) 12,726 7,147| 176 
SOM cicea ccs 70| *33,087 Co ae 4,001,977 3,129,281 14,320,216 8,654,260 2,279 4,260} 3,766) 4,594 1,530} 149 
ee oe 12 *8,199 74,324 F 139,667 395,926 86, 1,695,921 160, 156 600 766 762 225) 94 
[ere 33 26,040 ofS 5 A ree 333,145 408,055 1,451,735 4,230,430 1,203 1,530} 2,171] 1,360 1,050} 73 
Isabella....... 40} *22,610 Rok: | ee 2,722,106 2,199,923 6,444,347 4, 053,980 1,151 1,460] 2,034, 2,331 364} 87 
Jackson....... 161 83,366 AR Sys) re 2,985,319} 3,109,672 27,732,073 21, 873, 730 9,u6u} 13,200} 9,956) 9,044 6,103 144 
Kalamazoo 170 77,342 Co 8 | 2,187,857 1,931,953 34,622,264 23 "491 "410 10,278} 13,100} 10,151) 8,305 8,450) 163 
Kalkaska...... 7 *5,577 REPO bs bap neon 324,843 323,713 778,539 ‘ 79 a 297 452 25) 72 
So) See 437| 196,577 65, - 5 | ro 4,288,667| 4,326,221 74,357,549 91,206,050} 24,714) 34,800) 25,435) 21,980} 23,865) 160 
Keweenaw..... 7 *6,322 7,211 F11,428 3,789 921 161,349 427,110 155 380 329 141 100; 41 
= ee ee 6 *4,437 15783 ak Ra tenon 234,450 360,441 610,074 518,540 76 90 191 494 25) 73 
Lapeer....:... SO] "25,762 LSE) re 3,872,032 4,398,137 8,880,774 6,796,620 1,578 4,240) 2,406) 3,606 350) 119 
Leelanau...... 14 *9,061 172,892 F57,497 90, 11,051 1,731,504 1,331,740 157 410 597 993 50} 86 
Lenawee...... 109} *47,767 8,679,253 F1,000} 6,266,278) 7,255,671 22,202,202 16,956,670 3,239 8,320) 5,324) 7,552 1,433) 157 
Livingston..... 35] *17,522 ie eee 2,494,806 2,720 6,338,505 4,650,880 1,308 3,500) 1,949) 2,961 351) 151 
“eee 12 7,365 LSSGMIOEl «6s s0sesscans 122,321 ,666 1,753,019 736,990 156 300 600 465 205} 73 
Mackinac..... 11 *8,026 519,683 F104,315 296,809 270,962 1,191,769 1,127,980 157 470 738 486 225 83 
Macomb. ..... 83] 41,217| —_—-2,402°244 FS, 3,108,637} 4,806,731|  10,325;612| 215837510] 2,595] 12,580} 6,057} 7,824] —_1,992| 173 
Manistee...... 37| *20,899 4,381,921 F23,608 532,874 641 603, 5,293,520 1,106 2,370} 1,634) 1,462 650} 92 
Marquette..... 73) *45,786 3,929,081 F65, 312 435,478 621,470 5,051,341 16,992,900 3,514 7,250} 3,806} 2,530 3,400 1u8 
oe rer 38} *19,831 4,226,225 F27,287 1,135,354 1,230,663 6,619,529 4,717,880 1,681 4,540} 1,837) 1,743 575} 133 
Mecosta....... 28) =*17,765 oy ee 1,309,945 1, ey 844 3,569,213 3,530,090 1,086 1,560} 1,601] 2,024 400 110 
Menominee 46} *23,778 5,491,958 F21,994 1 093, 698 567 8, 075,217 3; "570, 620 1,725 2,140} 1,603) 2,242 850} 95 
Midland....... 33 19,068 CRE CS rrr 1,133,912 1,196,734 5,363,962 2,725,840 1,045 1,220; 1,709} 2,111 355] 89 
Missaukee..... 15 *9,004 933 "888 Sale Sees Sreaenets 825,076 856,564 2,615,528 750,230 157 250 478 742 40 73 
Monroe....... 86 39,492 8,855°487 F73,790| 4,824,872} 4,856,746 18,610,895 9,339,110 2,869 4,440} 4,890) 5,080 1,565} 116 
Montcalm..... 52) *30,441 a5 LD eee 3,459,220} 2,367,106 334,845 160,590 1,246 2,150) 2,923) 4,063 600} 113 
Montmorency.. 6 277 PON va xwssiars es 219,842 66,146 548,569 276, 850 76 120 188 444 2) 67 
Muskegon..... 177 74,704 39,695,337 F 20,428 861,275 1,232,998 41,810,038 18,313,240 5,765] 12,594] 6,979) 6,360 6,100} 130 
ee: Gece es 29} *17,378 REP TA 5's e wstecweac 1,353,592 1,587,879 151,212 3 065, 430 314 1,120} 1,360} 2,079 275| 95 
Oakland... 258) 112,980 ek ee 3,829,569 4,815,341 49,430,819 46, 293° 230 9,895} 25,76u} 18,595} 17,010 6,807) 154 
Oceana........ 24) *15.6U1 719.437 F2,746| 1,488'894] 1,270,129 3'481,206 "393, 313} 2:5 933] 1.950 300) 125 
Ogemaw....... 1] *7,786 114, MORN ee 594,973 689,553 399,019 i 156 380 496 12 66} 86 
Ontonagon 22 14,568 1,600,231 F 13,610 497,071 552.7, 2,663,702 1,670,190 237 330 925 868 225 62 
sceola....... 24) =*15,221 <2? | ren 1,097,606 1,382,705 3,092,382 2,691,250 313 790} 1,141) 1,634 250} 105 
Koc0da ..5..5005 3 *1,783 1k 5 er 106,364 181,318 309,458 159,920 31 30 99 232 2) 133 
Otsego........ 10 *6,043 Ue | eee 286,235 222, 1,321,505 904,710 79 390 482 584 97| 72 
ee 113 48,997 15,372,936 F27,815 3,263, "483 4,564,895 23. 229; 129 l7, 932; 00 3,809 7,210} 5,251] 5,978 2,400} 141 
Presque Isle... 21 12,630 1,651,983 F26,971 584,178 538,893 2,802,025 2,392,930 456 700 999| 1,269 243] 86 
Roscommon... 2 *2,032 24. ere 47,770 89, 161,677 205,450 39 90 108 258 19} 105 
Saginaw....... 234) 106,515 30,638, "098 M2,443,000} 4,994,127} 4,943,058 42,568,283 42,594,520) 10,257} 17,780} 12,085) 10,573 6,236} 122 
St. Clair 123 61,219 az. 128, 597 F34, "519 3,483,525 4,245,064. 19,891,705 21,883, 6,614] 10,793 955 965 3,396 us 
St. Joseph. .... 58 27,564 7,672,083 hwy ereelee sts 2,031,911 1,643,532 11,347,526 7,843,410 2,662 4,320} 3,328) 4,544 1,700| 16 
LS ee 60} *31,237 889,754 F35,464| 4,623,649] 4,161,537 9,710,404 9,580,270 551 1,290} 2,042) 4,745 273| 92 
Schoolcraft... . 18 10,709 2,147,622 F83, "294 252,342 225,166 2,708,424 1,755,910 716 1,150 727 631 350 re 
Shiawassee....|  70| 37,441 eo 3,460,639} 3,107,124] 11,733,360 9,602,600] 3,787| 5,29¢| 4,122} 5,340) 1,425! 141 
Ce 60} *33,320 1,106,642 FS, os 4,908,619 3,654,150 9,674,928 7,095,430 1,153 1,920} 3,012] 5,128 530 He 
Van Buren.... 53} *30,715 < y eel 2,009,671] 2,275,454 7,136,558 8,427,530 ,447 ,650| 2,785} 4,790} 1,125] 15 
Weshtenaw.... 112 52,242 6,874,113 F23,351 4,457,702 5,282,711 16,637,877 26,245,920 8,656, 13,370) 8, 8,489 3,296 = 
Wayne........ 4,392) 1,543,649} 951,999,244 F38, 920 1,928,041 3,322,892 957,289,097 933,686,220} 145,438] 284,740! 162,175] 137,820] 206,544 peed 
Wexford....... 35) *18,207 2 528,874 778,536 5,785,987 5,039,360 1,379 2,250} 1,826) 1,814 850} 11 
State Total..| 9,785] 4,209,381] $1,605,728,086 sacniaciak watnaneeas $157,514,580] $1,922,451,438! $1,730,181,240| 355,637| ‘663,121 448,964] 436,670] 347,053]...-- 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS a 
ual- 
Do- Pass- ity of 
eg ili i Ford | Num- |Popu- 
; - lue of Total of Families} mestic | enger 1 
is Injex = Value Added oh Live Stock County Bank Wich | Light- = Pass- aes yong 
y i Crops Products Wealth Deposits Tele- ing ther | enger come | “159 
ew . Cc Th Cars Tax 
Manufacture | Products Factors phones é. sol ts — ee 
8 850| 1,993] 2,161 89| 95 
= gee 38 740 1 er 1G ‘Visaegeaegnad Maties 5 2s 400 a ROT oO 7 rare . Pelee 1.686 2,210} 1,008] 1,500 191} 83 
ens? fl 2512 602'996|...... 3'063931| 1'943.657| 5,610,584 4°171.280| 17862; 11550] 1,474} 2185 275| 75 
sal Sia | ise yeaa Re Pi "883'163| 966,861| 5,085,468 2°751'080| 2°16} 3020} 1/552) 2114} 467] #72 
a 25| 15,466 "328°259|............| 1,703,819] 1,522,658 2)554,736 2,657,540 521| 2,560} 1,208} 1,438 93} 86 
iain 4,663,576} 1,165,426 6,043,112 4,645,350 347| 1,230} 1,007] 1,880 175| 146 
a ea 74 39°689 2.007318 Sea 6,707,437 3,901,892 12,636,644 15,370,180 4,827 4,590 4,588 4,488 1,410 152 
é oC es 9 eae 5,148,331} 2,635, 951, ,139, ; ; i 3 
_ aparapae ri 0.430 2167, bo a 799,131} 1,402,799 8,381,656 3,688,230}  1,455| 2,660| 1,671 1,285 630 2 
eeumaaeed me MT <7: 999'729| ... 1.20... 3,256,887| 3,239,315| 7,495,931 7076450, "521; —*1,830| 1'873| 1. 
1,109,114 3,241,101 1,214,930 608| 1,240] 864) 1,539 153} 72 
as 381 17003] eseagsl 22 312.273] 1'780,658| 7.989356] -4'900,020|1,781| 1,620] 2,155] 2,297] 326] 118 
gga ee 339.09 weno 2'211'464| 2157479] 4,708,035 4°345,660| °521| ‘'1490| 1,308] 1,651 164| 102 
ag pee: 17 17'992 659,704|............| 6,589,616} 1,702,458 8,951,778 5,660,770} 1,609} 2,680 2,045 2,320 782 106 
laa ft a. nda 806,836) 858230} ‘1,760,087 1'305'540| "347; +400 «4 
11} 72 
296 41, 57,101 213,793 15, 87 20, +«169}_~=Ss«172 
Cetaniod: "| 36] $BeSe| — ONGAD....reessee] ZAG] 2azsaeal 72a) GaN Sa 1310) 1717) are) 40 1 
— 81 31118 13°400487 serreees'*""l 3319°537] 2:511,667| 18,437,691 12'584,080| 2,637 4,600 2,733 2,915 990 7 
Dodge... | 28] 12,812 159556... 2°748'897| 2817416] 5,725,569 3°941'490| 434} 1,190] 1.1 ' 
24 
betes clle 3,741,189] 2,477,384 6,615,538 5,876,740} 1,401] 2,670} 1,741] 3,108 284) 1 
pengies-----) 2) Saas | 5.694.996) 3,505,207] 9,745,379] 8,618,090 1,685] 2.520] 2.646) 3067/79) 143 
Fillmore....... 54] *25,330 anaes 4°36, 058, 735, 042. 260] 2.821) 3,398 320} 135 
Bet nee tat 5'245,251| 4,318,281} 18,080,184 8'685,520| 2,784 2,65 138 : 
os elgmaat i 30799 Pole ase Dt hc4 eas 5,339,399] 4,252,074, 16,607,729 13,987,290] 3,068} 3,760} 3,252) 4,431 996| 135 
: 32 
> Fe 3,506,545| 1,519,992 5,151,263 146, 347 930| 976] 1,852 121} 1: 
oe , 10ns| aatheol useersonel 3,045,282) 3:717,081 143, 435,385] 323,925,000] 83,510) 93,360 51,898] 46,924) 50,828) 157 
Houston.......| | 28] *14,013 eames 1,993,522] 2,189; 298, 605, y 403] 1718 62| 105 
Se eee eatics 796, 346 695,298 1.799.579 1,525,470 347 700 ‘ 
aad 3 eed 1e3'es4 Seas 2,195,186] 1,770,746 4,149:486 3,357,330 434 g00} 1,013} 1,490 82} 75 
95 
in eaten lt 597,438 739,774 3,189,668 4,024,430] 2,036] 3,490) -2,141| 2,189 996 
en 33 7 eet ee ae 4,447,733 2,829,457 7,517,532 4,895,230 $21 1,260 1,753 1,531 207 102 
oes 1 311|............| 1,111,460} —-1,554,6 ‘755, 518, f 
Kandiyohi ati iS OR sions PERE 5.217,368| 2,697,680 8,486,033 7.239.680} 1,828] 2,500 1,996 3,928 626 118 
Mittson....... 22| ‘11,187 7 aS ee 3,527.986| 1,025,473 4,650,874 1,449,370 347 610} 8 
Koochichi 80 1,922,430] 1,139} 1,930} 1,102] 1,004 452| 84 
Koochiching. .. 32| 17,537 Ce Senet 380,925 7 404.068 6,417,180 1,922,430 139] 1.930] 1.102) 1.008 452] 84 
alain B 1 8a7 1,294°123 pte F83,248 toy ets "151.786 1,636,700 1,343,080} 1,027; 1,200} 840} 385 740\ 108 
enskikcWced ) a Pee eet, Oe nae 270,949 211.572 482.521 691,000|........ ee 2s ,ai6 De fx: 995 72 
Le Sueur... ... 41| 17,452 De is ce xe 4,050,949] 2,259/911 8,595,618 6,354,080 608 ; : , 
970} 1,218] 1,298 92| 108 
I 29} 12,057 SIGBOP. .. ccc ccss 3,796.678| 2,069,959 5,985,536 4,618,710 434 : ) 
ee | Be peo Gatesel ame) Grabeel Guts fall Bin) Fass] fa) Salts 
McLeod.......| 48] 21,437}  403,863]............ 211, "537, 152, 036, p : 469) 2.849 64) 118 
oad 945,557 542'650 1.583.074 925.770 260 410| "2 47| 57 
ss gaat 10 21°900 i eaten 5,831 401 1,879,718 7,827,936 3,443,930 695| 1,320) 1,342| 2,205 152| 75 
9} 119 
ee el la. |! ee 5,709,276| 3,424,117 9,712,707 7,175,540}  2,244| 2,300} 2,656| 2,896 46 
+ aa | fens lacie 4.279668] 3,223,400) 7,792,023 s1079,170) 1,429) 1-200] 1452] 2943] 201] 97 
Mille Lacs... 25| 16,149 NE 2 Spcceas 1.239:715| 1,865,413 273, ‘164. f 1095] 2,306 136) 97 
ison... ... c ii. <> aaa 3144,384|  2;860,593 6,780,734 6.934.010] 1,849 7340| 21034| 2,7 0 
eo 32 A 89) E cit ~ — SAR 4.218°267| 3,437,212 7,655,479 9,147,110] 2,352 3,860} 2,769 3,398} 1,072) 135 
7 86 
ln 4,869,753| 2,569,284 7,513,554 3,054,570 434 790} 1,217} 1,717 84 
Ree] IRR) get oo Seis] aiaore| §— Gaieiol) §— oer Sis] 49m) taal] 41a 
Nobles........ 42| 19.452 PIQUA... mee ceees 4,851,014} 2,932, 002, ,706, i 880] 1,965) 2,708 377) 138 
N ot: 3 : ei 4.713,874| 1,641,386 6.484.980 5,071,700 §21| 1,1 ’ ¥ 
— 37 31440 1,090,893|............ 3,657,943| 3,339,950 8,088,786 9'801'500| 3,957; 5,000} 3,638} 2,502} —1,813| 141 
5 90 
ee 9,553,758] 6,172,141] 16,845,576 13,724,720] 3,436] 6,750} 4,116] 4,840 710 
— 3] ier) aosass| 0 1387476) 971343] 273408) 38) eealKiNOL 1,228| 2389 tell 78 
Pine... | 37| 24,083 ae 907, 846, 943, ‘101, : ; 1389 161) 78 
7 32 4°848'984 4:766,780| 1,370 —‘1,420] 1,373) 1,8 
— peed: ze 307 oes” meee tor oot eet 39900129 14/129/229 10°175,180|  2°705| 3,570} 3,152} 3,346] 1,005) 98 
eae. s| 256381 69,002°9691 2 4,050,166] 2,075,990, 6.483 535) AHL 1 Sub] 66.9901 26:476| 25359] 30.943] 163 
amsey....... 565} 256,381}  69,002,969)............ 5 , 00, »/8), > > 54 "958 521 86 
Red Lake.....| 14] 7,659) = *-«68,709)............ 1,312,595 726,615 2:107.919 704,480 260 460 
loner te: 52 2°543 Se meee eae 7,962,409} 3,350,242 11,458,314 6,689,440 694 2,000 2.436 3,915 229 127 
Renville. || 58| 23.923 > aherne 8'622,494| 3,749,505] 12,793,918 8,269,170 781 ‘ : : 
127 
Ri 3,405,151 9,714,405 10,315,340} 2,932} 4,070} 3,327} 2,879 991 
Rock. SS 7 he eae 1,821,527 5,326,461 597.460 870} 1,220} 1,429 846 308 113 
site|) SMA) sasatd bate) MUN) GERMS) Gn Rl dtl LSS lah 
t. L . , , ’ , . > > 
agate 30 rere Oo a0 1,847,561 821,609 ,942,2 521 700} 1,257| 1,471 227| 97 
86 
Sh 1,321,622 sean 1,664,23 347 390} 620] 1,378 53 
| a ee eel cate) SRS SH OBR) taal 2a 
tearns 117| 60,278 5,652,538 5,644.52 515, 506, ; ‘ ‘ 6,964 641) 102 
Steele... 1 677, 3,359,843 7,252.24 224.5 2'305| 2,380} 2,334] 2, 
oa 6 10 620 ey 4,769,747| 1,434,420 6,288,888 3,303,980 347 860} 1,084] 1,736 118| 119 
i 20| 118 
, ee a el 5,401,3 1,768,124 8,113,862 6,636,280 521| 1,470| 1,408| 2,746 3 
fe] BE ga) abgab coco eal et) ae Cea ae ae 
r ns, i | IE 4.724.046| 1,075, ;860, 1369, 
abesha 1 3 17919 950/994 ‘Ren 046,566} 2.552.987 6,450,547 8,223, 310| 1,664} 2,280] 1,766| 2,327 45 132 
adena....... 20| «11,858 | SS 947,884| 1,115,576 2,316,8 43,570 434,  2,070| 767] 2,146 
138 
Waseca.......| 33| 14,511] —_-991,2041............ 3,188,543] 2,289,889 6,469,636 5,488,160} 1,669] 1,600} 2,117) 1,677 440 
Washington eee i 23°76 2,087,709 Dea taeattl 2,058,479 2,143,894 6,260,142 7,376,320 2,562 4,130 2,250 2,180 676 u3 
atonwan,... 28| 13,066 "FSI... . oo ncexs 2'958,313| 1,884, 119, 744, : ¥ ‘354) 1.917 404) 137 
aS 26 823 189,601|............ 4,626,979]  1,213,04 6,029,62 2'873,690 347} 1050} 9 ‘ 
Wagne*" | 337 a 5.347.195] 2612976) 12 134.788) «19-433. 150) 3.986) Soa | F327] ase) 105 
right 57| 29.027 NS 4318, ,053, 1 ‘ ‘ 
YellowMedicine, 45] — 17°197 MS a ck canes 7'194,669| 2.638.315] 10,083,536 "607,35 600; 15390} 1.618) 3,2 214} 118 
State Total..| 5,321] 2,566,722] $346,771,504 $186,066.$308,250,685'$195,287,901| $850,496,156| $1,053,277,960| 274,510! 370,840! 247,125! 268,582) _134,280!... . 


*1920 Population. 


F—Fishery Products. 


**No estimate made. 


tLake of the Woods given the index of Beltrami, from which it was organized. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS ei 
ual- 
Dart- 1925 a ee Do- | Pass- my, ee ~~ hag 
County nel Popula- | ,, , Total o} amilies} mestic | enger or um- hes 
Index| tion | Value Added | 70 Live Stock | County Bank With | Light- | Cars | Pass- | ber of |/ton 
By Fishery Crops Prodacts Wealth Deposits Tele- ing Other | enger | Income 100 

neneaeiamnain Products Factors phones Cus- | Than | Cars Tax 

tomers | Fords Returns 
Adams........ 32| *22,183 $1,319,054 $233,710| $2,249,833 $5,782,340] 1,174] 1,430] 1,088) 1,027 573] 56 
Alcorn........ 34] 23,184 901,385 557,388 ,484,423 3,833,710 069 920P 570) 1,449 305} 4g 
See 26] *18,960 1,199,333 476,265 3,185,098 720,540 155 100 105] 1,317 118] 27 
Attala 35] *24,831 1,234,187 603,110 3,608,808 699,090 201 200 305| 1,901 142| 33 
Benton........ 12} *9,851 28,6 226,132 1,128,381 246,050 77 10 47 379 11] 19 
Bolivar........ 93] 62,633 955,569 771,952 13,456,885 3,554,160 527 960} 1,387] 3,224) 1,119] 39 
22) + *16,823 63,029 426,658 2,134,687 579,430 139 10 184 969 23| 25 
26) *20,324 24,265 526,800 2,494,321 804,650 170 110 168 908 56] 19 
Chickasaw..... 31) *22,212 343,542 467,108 3,215,932 2,445,160 197 460 326| 1,346 201) 38 
Choctaw..... 16|  *12,491 249,213 350,719 1,530,540 188,000 108 110 106 658 39| 24 
Claiborne...... 17| *13,019 SS ee 1,033,324 254,484 1,600,953 1,150,080 109 170 192 528 112| 7 
Clarke....... 27|  *17,927 7), ee 1,156,970 338,210 3,868,661 1,279,030 154 120 338] 1,318 174| 37 
< ee. 25! *17,490 i) ee 1,661,785 385,493 2,430,058 ,421,470 614 440 336 925 195] 37 
Coahoma 73| 45,642 MOBS B98) «occ cs rece 8,067,569 440,221 9,513,448 8,087,450] 1,207} 1,040} 1,413] 2,921) 1,123} 37 
Copiah 36] *28,672 PMID. ccccusies 660,192 706,033 23187°613 3,017,220 232 290 444| 1,781 252) 33 
Covington..... 21) *14,869 Rok) a re 1,645,449 227,724 2,916,572 728,630 124 210 157| 1,054 89| 37 
De Soto....... 35 054 BOIOIEY ieiecs.o.0 0-00 3,200,246 912,409 4,133,569 1,466,480 202 90 230} 1,401 116) 21 
Forrest ere 39) 21,530 he oe), | eee 471,939 5713 4,694,026 8,387,020} 1,479} —-1,870} 1,376) += 2,621 1,162} 102 
Franklin... ... 19] *14,156 Nee O ii 584,371 186,285 2,144,661 386,140 123 100 146 821 81] 24 
George..... 8} —*5,564 ea 549,154 131,15] 709,127 558,780 46 40 88 617 20) 41 
Greene....... 19} 12,911 ey) 251,485 114,698 2,682,890 836,510 108 10 122 877 74| 25 
Grenada 26] *13,607 oA re 1,077,942 220,934 1,786,274 8,829,500 535 310 493} 1,012 260) 5] 
Hancock... ... 17| *10,380 ite ol rns ,260 63,535 1,876,7 2,632,170 422 340 269] 1,032 209) 32 
Harrison...... 55] 35,086 B5b7 156) ..< 5c cu imens 157,327 288,007 4,002,490 11,653,750] 1,929] 3,410| 2,016 3,397] 1,232] 83 
Hinds......... 95} *57,110 Cor... .. «5. exe: 3,076,902 724,281 7,913,402 21,955,600, 3:441| 4,050} 3.854] 4,520] 2.778) 81 

‘ 

Holmes... . 53] 36,767 467,466]. ........... 5,088,291 704,746 6,260,503 4,08 om 310 430 446] 2,084 198] 30 
Humphreys.... 31) 20,445 108697)... ccs ccas 3,228,024 253,855 5,086,576 708,750 170 400 408] 1,481 198] 24 
Issaquena.... 10} *7,618 BOMBII 220 wee 1,089,825 104,373 DP 288:609 |... 8:60 s:scqtrwlas 62 10 134 272 33| 14 
Itawamba..... 20] 16,280 Te.) ree 1,161,227 518,505 1,904,612 53,190 139 10 103) 1,105 2) 24 
Jackson....... 35) 21,337 7. <n 53,008 122,596 5,750,811 2,363,690 556] 1,070 561] 1,413 319] 44 
aed saauthanbed 25} 18,514 eS 1,559,663 440,561 2,982,829 212,440 155 10 292 982 55] 27 
efferson...... 20) *15,946 Got eae ,091,090 203,951 1,859;789 792,280 138 90 150 592 98) 2? 
Jefferson Davis. 18] *12,755 De] ene 1,813,482 240,453 2;065,363 606,910 108 10 127} 1,059 24) 25 
ones,........ 61} 34,635 6:856,962) . ... 5 .2.000 2,028,436 552,901 9,438,299 7,410,550} 1,512] 1,330 368} 3,035] 1,035] $7 
emper....... 28} *19,619 co oer 2,035,116 437,087 3,685,319 58,780 171 10 223| 1,058 63| 24 
Lafayette. 26| *19,243 oC) ae 1,520,865 462,572 2,131,440 2,286,270 156 200 283 899 101) 32 
Lamar....... 24) 13,507 75 by rane 558.223 185,826 4,505,936 1,432,610 109 320 237| 1,106 180} 44 
Lauderdale... 71) *45,897 SE 1,632,592 563,698 6,850,645 11,617,690} 3,056] 3,390} 2,365] + 3,498] =. 2,394] 75 
Lawrence. 17} *12,663 4 | eae 1,023,250 174,615 1,630,026 70,440 108 10 104 806 42) 32 
Leake.........| 22]  *16,973 GSBSO le cc nnec ices 1,465,216 463,330 1,997,196 771,160 139 20 191] 1,217 25} 32 
Lee 47; 30,025 Co ee 3,128,978 794,263 4,611,679 7,736,440 941 560 756 2512 328! 48 
Leflore....... 65} 37,801 Ae rn 7,443,170 631,119 9,561,935 075,660} 1,139} 1,660} 1,556] 2,859) 1,066] 52 
Lincoln... .... 36] *24,652 eS 15 ne 1,375,687 724,065 3,594,928 3,886,920 746 500 594] 1,704 351] 39 
Lowndes 41|  *27,632 BRIDGES «sss c.ccsnsceares 2,287,714 458,443 4,558,745 4,439,490] 1,090} ‘1,270 761| 1,812 575| 57 
Madison. .... 40] *29,292 528,496]............ 2,945,892 468,765 3,943,153 2:932,210 621 500 540] 1,492 339] 30 
Marion....... 30} 18,200 SARTRE! occa sores 1,424,910 40, 4,792,862 1,910,030 477 240 216} 1,204 178| 32 
Marshall. .... 35] *26,105 “5. 5 ee 2,325,560 574,451 2,975,928 2,956,740 217 240 239| 1,120 165} 24 
onroe...... 47)  *32,613 EU 1 rrr 3,336,187 677,421 5,099,336 1,042,690 601 670 489| 2,386 322} 39 
Montgomery... 20} *13,805 BGT 5O! «6s sce cic oo 1,387,316 356,994 2,251,066 1,734,090 472 280 249 886 251) 44 
Neoshoba..... 30} 20,052 MPF MSY cc cise acslow 1,929,385 493,084 3,649,950 2169,070 170 140 257| 1,567 75| 35 
Newton....... 31] *20,727 ae 1,792,587 557,701 3,766,266 2,619,690 171 220 411] 1,450 127] 43 
Noxubee 34) *23,710 oS) a eee 2,892,856 563,258 4,154,577 1,967,160 201 286 244] 1,314 193} 32 
Oktibbeha. 24] *16,872 344,494] ool. 1,402,867 614,235 2,361,596 2,190,470 601 240 426 968 127| 41 
Panola....... 40] *27,845 VeIOG 254 os ac sce 2,629,364 573,241 4,908,859 2,610,610 232 470 356| 1,660 271| 30 
Pearl River 27| —- 18,230 BSSOMOS oe cole 358,755 198,205 3,915,965 1,531,740 155 420| 1,362} 1,681 252) 51 
Pery........ 14 9,725 LT re 466,754 149,709 1,964,316 626,320 | 12 94 764 63| 33 
Pike.......... 46] 30,494 3,479,994]. ooo ,466, 373,334 5,319,388 4,550,630} 1,310] ‘1,070 916} 2,591 975| 54 
Pontotoc...... 27} = 20,116 75) ere 1,958,220 579,329 2,665,052 1,774,270 170 280 161] 1,107 54} 30 
Prentiss....... 25 17,986 3 SV eres 2,232,762 521,835 3,016,138 1,122,840 154 230 330] 1,008 93| 30 
Quitman..... 34] 24,543 DL | ree 3,652,539 210,210 3,978,940 1,246,370 202 230 267| 1,247 130} 21 
Rankin........ 25) *20,272 EES 779,681 272,238 1,845,474 839,380 170 110 220 971 70} 25 
Scott......... 25) *16,420 D007 S86)... cos. eo 3s 978,292 305,425 3,291,603 2,270,870 139 140 301] 1,567 126| 43 
Sharkey....... 22) = 15,115 [75 eee 2,794,725 233,007 3,153,308 9,090 124 80 246 934 142| 24 
Simpson 28} = 19,621 | ee 1,302,339 329,577 3,765,756 2,011,870 156 10| 282) ‘1,664 132) 33 
Smith......... 21) *16,178 MOWBAT |... coc 1,769,592 378,435 2:248,374 39,320 139 10 126} 1,060 26| 27 
Stone........ 11 6,972 | 177,087 96,52 1,523,411 589,230 62 120 123 700 i) 4 
Sunflower. .. . . 78) 49,400 CS ee 10,630,535 762,917| 12,562,493 3,821,570 418 560| 1,015} 3,303 539] 32 
Tallahatchie 58) 39,847 ss oo 5,777,107 460,121 8,226,909 1,610,410 565 420 598| 2,232 337| 27 
a races 26] *19,636 EES | ese 2,025,829 469,011 2,574,001 1,243,170 172 200 138 946 97| 22 
Tippah 23) 15,865 PNG TOS iss cccaesese 1,824,123 432,498 2,474,386 1,845,020 138 10 159 919 75) 37 
Tishomingo 21} 16,235 ee 1,146,444]. 306,466 :903,1 940,150 139 110} 138) 859 52| 32 
unica....... 33 21,371 Ee 7) nee 4,470,981 347,274 4,991,062 1,264,200 186 110 282] 1,198 222| 26 
Union. 29} 20,637 BAR AGS) os. doce 2,076,975 623,033 3,048,171 2,024,300 172 230 219] 1,328 165| 32 
Walthall... .. 2C} 14,284 250). |) aren 1,852,122 214,728 2,327,130 1,388,150 109 200 163 940 56} 27 
Warren...... 55] *33,362 ah 6 1,054,524 311,440 5,049,099 11,757,020]  2,137| 2,750} 1,678] 1,553} 1,919) 65 
Washington. 85| 54,428 3,644,649]... 000.0... 8,022,153 617,501 12,284,303 5,867,870] 1,609] 2,440] 1,762 2,526} —‘1,572| 41 
IR aie vin 21 15,896 DHS IPOSN aos css, xc.a sate 892,450 237,229 2,114,962 791,230 138 70 192 24 75) 3u 
Webster... 17|  *12,644 POOP ICN os. vetn ccus 1,047,127 303,753 1,551,106 1,134,530 107 10 138 789 42) 32 
Wilkinson 18] *15,319 CO) et 85u,780 216,282 1,087,815 766,360 124 100 102 605 68} 21 
Winston....... 26} 18,705 ik) 2 0] ri 1,207, 598 394,360 3,233,369 509,770 155 150 195 999 93) 32 
Yalobusha..... 25] *18,738 oS) | 962,665 428,610 2,355,896 2,065,800 701 4 277| 1,109 330| 39 
ROO. 6 5c 57| 39,574 DSS B78... «cicess 4,368,596 704,232 6,328,706 5,083,690 925] 1,220 683| 2,061 465| 3 
State Total..| 2,717] 1,848,652] $104,864,643]............ $177,006,377| $33,492,520] $315,363,540] $237,880,930] 39,763] 43,120] 42,010] 118,129] 27,820)...-: 


*1920 Population. 
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Marcu 31, 1928 SALES MANAGEMENT 37 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS sii 
i f 
Dart-| 1925 Do- | Pass- Py be 
ll | Popula- Value of Total of Families| mestic | enger | Ford | Num- |*°PU- 
oar cm oy Value Added Mined and Live Stock County Bank With Light- | Cars | Pass- | ber of _ 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income 100 
Manufacture | Products Factors phones | Cus- i. Cars — 
tomers ords etur 
WN oo sisicnsse 37| *21,404 $838,081} M$474,000} $1,825,876) $2,374,928 $5,512,885 $4,402,080 2,622 2,810} 2,011] 1,998 648 122 
a. eer te 28) *14,075 GR iieaccnccas 2,576,012 3,089,671 5:731.952 2,406,500 636 1,120 938} 1,849 135 
Atchison...... 30} + *13,008 ji 7 A 6) Sener 3,338,074 2,515,822 6,966,439 3,013,780 635 530 935} 2,192 290} 1 ; 
Audrain....... 43} *20,589 1,787,574 M69,000 3,732,936 »243,932 8,833,442 4,834,850 2,301 1,110} 1,689} 2,170 584 — 
MAING beso nece 36| *23,473 P< 52) eee 1,689,844] 1,881,898 4,386,081 3,265,540 2,008 750 870} 1,779 340} 6: 
ieee 33 16,951 191,051} M2,170,000} 2,632,071] 1,845,487 6,838,609 2,130,260 763 650 705| 1,892 265| 76 
ote Le tag ie ax 43) *23,933 168,531 M518,000 3,353,682 3,612,175 7,652,388 3,439,770 1,821 960} 1,065} 2,765 280 = 
Benton........ 22| + *12,989 CL) | St: 1,636,5 1,962,692 3,642,139 390, 636 380 482) 1,167 65 ¢ 
Bollinger...... 20| *13,909 1S ee Le 151} 1,266,149 2,863,158 575,480 637 220 226 760 32| 4 
BO caccnc oes 49} *29,672 817, 397 M21,668 2,592,430 2; 738, 520 6, 170, 015 7,138,930 4,087 2,860} 2,433) 2,551 782} 118 
hanan..... 215 94,058 yO S| En re 3,007,555} 2,636,178 34,807,156 50,898,160} 15,687} 17,720} 7,327| 8,078 7,235| 127 
— re 39 26,077 ) a 963, 025 Re 2,007,934 1,161,404 132, 2,521,770 »265 930 943) 1,710 484 > 
Caldwell...... 26} *13,849 98,546 M157,334 1,855,710 2,673,99 4,785,585 ,002,380 636 680 671} 1,954 225 “ 
Callaway...... 37| *23,007 452,224 M21,666} 2,164,177} 2,716,871 5,354,938 3,273,940 2,097 1,020} 1,263) 1,833 258 
Camden....... 15 *10, 474 13,834 Sper eee 746, 1,151,056 1,911,538 787,640 508 170 77 535 10} 35 
Cape Girard 56 31,093 pot) (i) | Si rare 2,720,451 2,204,682 9,142,567 6,764,780 4,008 1,310} 1,702 x 1,039} 89 
cepeenel Oe 7 ns tone! Saxo) ieee] asgaes) Mast] MAM) Mata] Baa] 2) 3 
ire 11} 8,601 iam mea ; ‘ : 1 
— eeeeeeee 42| *21,536 5) rere 3,841,894 3,781,145 7, 862, 884 4,282,850 1,017 950} 1,285} 2,919 320} 102 
CORT 6605503 22| *13,983 S71. | ie ee 1,283,626] 1,766,208 3°114,058 653,440 636 440 309} 1,12 40| 56 
Chariton...... 42) *21,769 172,801 M21,666| 4,533,229) 3,503,175 8,230,871 3,695,780 1,018 670 916} 2,781 250} 84 
Christian Pie cake 25} = *15,252 BPR bos cweveenss 1,867,238 1,995,569 3,996,614 1,429,980 762 340 404 ,266 = = 
Clark 24| + *11,874 | ee 2,363,342) 2,168,397 4,702,440 2,312,780 508 520 725} 1,598 10 = 
(5 SR errer 41 20,539 Z; 772.710 M157,333 2,134,376 2,528,727 7,593,146 5,494,2 2,757 1,250} 1,401 ,096 600 . 
CHNCOR 65.655 30) *14,461 ROME views cnn ets 2,854,339 2,392,154 5,383,361 4,694,880 ,032 780 857} 2,035 375} 12 
CO) ee 47 26,219 pO | eee 1,316,595 1,481,079 5,796,598 9,610,480 3,459 3,370} 2,046} 2,572 940} 106 
Ot 34; *19,308 "| aS eae 2,719,181} 2,310,015 5,447,218 3:764,380 1,933 1,390} 1,344) 1,664 340 + 
Crawford...... 18} *12,355 by "| 61,628 1,257,278 2,164,934 1,449,170 509 190 255 810 54 r+ 
eee 23) *14,173 | 1,882,540 1,667,605 3,614,503 1,615,510 636 460 358) 1,248 60 : 
Dallat.....<... 18} *12,033 . "789 k, 129; 384 1,488,512 2,649,685 882, 508 240 192 932 20; 43 
Daviess....... 28| *16,641 [| | re eprrener 2,015,599 2,870,158 4,988,783 1,385,640 763 680 694) 2,173 150 100 
De Kalb bore tts 22) =+*11,694 34,668 ER eR je 734, 751 2,505,383 4,274,802 2,020,090 506 380 770} 1,633 150 _ 
BBR c cco eves 18] *12,318 365,791 "16 67, 760 912,084 2045, 635 1,097,950 507 330 198 856 61 a3 
Douglas. . 22| + *15,436 170,414]... ... 1,194, 950 1,500,742 2,866,106 739, 320 762 270 135 620 10 : 
Dunklin. . 56 34,157 734,065|...... 7,229, 298 1,362,680 9, 326, 043 3,5: 37, 320 2,128 1,170} 1,049) 2,831 302}; 60 
Franklin...... 53) *28,427 jf | ere 2,609,010 3,128,608 7,596,460 8,854,720 1,995 1,590} 1,540) 3,314 pe - 
Gasconade..... 22} + *12,381 Rs oe See 1,121,591 1,392,804 2,880,563 3,744,330 508 440 754) 1,352 117 , a 
Gentry........ 27| + =*15,634 oo a eee 1,681,324| 2,689,767 4,552,856 2,596,160 763 2,360 636} 2,118 345 a 
Greene...... 123 71,453 P| ree 3,177,742 3,615.276 15,892,573 19, 416,100} 10,314; 10,540} 6,440) 7,569 3,990 1 , 
Grundy....... 29 18,010 521,469 MI17,334 1, 511 027 2; 086,874 4,136,704 2,865,140 5 2,650 947 196 565) 119 
Harrison...... 37| *19,719 65,692 M17,333) 2,927,000} 4,161,536 7,171,561 3,275,350 890 880 739| 2,975 145] 106 
ners a Saeuces 44; *25,116 886,188 M322,000 2,799,101 3,177,458 7,184,747 4,310,800 2,505 1,190} 1,233} 3,050 480 a 
HICKORY. «50:5: 12 *7,033 CO Si | ears 804,945} 1,220,007 2,055,303 682,110 380 120 120 637 4 
SS 30} *14,084 Ci | ee 3,776,867 2,010,668 6,414,818 3,456,970 637 600 928) 1,933 225 ” 
Howard....... 25) *13,997 252,008) . 2,308,809} 1 639, 324 4,200,141 2,102,020 636 630 649 706 171 
Howell........ 30 21,121 yi.) 77 | 1,338,853 1,534,113 3,124,388 2,346,180 1,773 750 358) 1,634 121} 62 
| 13 9,963 2) ee 392,485 429,993 1,233,200 957,490 505 190 268 758 = B 
Jackson....... 910} 415,615 fo ko «| a iets 2,592,189 3,723,266 82,71 1,181 328,595,070} 75,362} 83,900) 38,525} 36,120) 38,10 3 
Jasper........ 125} *75,941 YS re 2,567,336 2,150,527 15,183,282 19,103,310 i 13,000 850 A = . 
Jefferson... ... 49 *26, 555 hy” | er 1,382,748 | 5 258) 035 9,369,544 3,317,840 2,242 1,490} 1,593) 2,368 9 ‘ 
Johnson....... 45| *24,899 442,057 M36,668 3,346,898 4,317,934 8,143,557 4,192,200 2,745 1,000} 1,169) 3,433 320; 108 
ae 23) *10,783 ff). Se eee 2,388,983} 2,506,384 4,972,726 2,661,350 506 620 632} 1,678 82 = 
Laclede... .... 26} *16,857 51S 53) Sree 1,557,347 1,895,868 3,588,448 1,519,510 1,436 640 323} 1,270 100 = 
LaFayette... .. 56 3u, 420,261) M1,238,000 4,055,924 3,255,150 8,969,335 8,025,970 3,508 1,440} 1,967 3,322 860 + 
Lawrence..... 39} *24,211 i o .| 2,306,381} 2,396,420 5,287,525 3,828,230 1,648 1,010 991} 2,505 225 
Ce 28) *13,465 117 0") | Sr eee 2,581,295 402, 5,239,245 3,683,110 635 430 771} = 1,802 148} 108 
Lincoln... .... 28) *15,956 jc) | err 2,093,081 2,198,752 4,436,916 3,196,5 763 850 924} 1,584 = % 
re 42| *24,778 1,039,631 M104,000} 2,280,716} 3,057,962 6,482,309 4,262,810 3,254 1,150} 1,246} 3,006 859 
Livingston... . 33} *18,857 Lo 1) ae: 1,874,282 2,445,574 4,854,070 4,568,860 2,392 2,600} 1,108} 2,020 415) 1 
McDonald... . 22 15,340 i ee 1,106,213} 1,442,310 2,706,1 1,125,540 762 310 265} 1,011 50| 48 
Macon........ 47| *27,518 187,803 M559,000} 2,892,055} 3,829,123 7,467,981 4,967,700 2,189 1,170} 1,458) 3,070 441) 54 
| a ee ee Be i ee ee 
eee 14 7.5 11 | ee eee 980,18' ,209, ,200, xo: ie | Seer 8 
Marion........ 65} *30,226 VO | | rere 2,111,813 1,780,137 13,562,591 7,370,010 4,617 2,150} 2,845) 2,712 1,695 ~ 
Mercer........ 20) + *11,281 | | Se ee: 1.570,635| 2.167.487 3,765,328 4, 507 590 330} 1,414 100} 76 
Miller......... 23) *15,567 EE billie eu hcas 1,120,899} 1,457,829 2,952,292 1,659,390 1,288 470 470} 1,210 170} 51 
Missisippi . Si] 24) *12'860 Sos ak 3°151.727 93.913 4°395,054 2'133,540| 1,216 590] 384| 1/322 182| 73 
Moniteau.. 24| *13,532 7 | i 1,820,489} 1,795,360 3,885,343 2,262,530 636 510 634) = 1,453 . 2 
Monroe... .... 33} *16,414 (th Aa aaa 3,328,814 3,286,081 6. 703,750 3,078,330 764 960 938} 1,805 14 
onl 27  *¥5,233 387, __. SS | 632, 950 1,974,972 3,995,018 3,487,520 763 690 873) 1,504 182} 92 
Morgan Bette 19} *12,015 Ok 854 “win wal 1,133,725 1,470,622 2,687,407 1,343,360 509 330 495| 1,027 | 60 
New Madrid. . 48 8.404 1 567,974 Barak as 5,751,772 1,496,992 8,816,738 2,4u5,370 1,272 840 633) 2,051 180 = 
Newton Paves ate 37| *24,886 MNES aaa Pearse ont 1,910,941 1,795,576 4,177,780 3,575,790 1,933 1,250 826} 2,648 265 : 
odaway 58} *27,744 7 OTs) Oe ee 5,378,821 5,643,863 11,312,260 7,334,230 1,984 3,810) 1,663) 4,483 490 13 
regon........ 18} *12,889 Be | (ee 984,698 1,041,214 2 065 6381 659,450 635 340 144 837 115} 44 
ONGRB oo. co ss 22) *13,559 jh 10 ae event 1,460,742} 1,599,467 3,219,419 2,083,960 636 280 580; 1,022 54 2 
— | eee 15} *11,125 00! Ss 764,893 938,073 1,734,662 5,320 508 170 42 455 1} 2 
emiscot...... 50 30 642 JAC. .? 5 | re 206,008 938,984 8,334,815 3,147,210 1,897 730} 1,032} 2,116 303 = 
Sw Dereon 24| *14,434 2 SIS aaR eee 2,316,577} 1,690,824 4,272,026 1,288,840 636 330 455] 1,328 74| 5 
5 65 36, 888 yk) re 3,463,426 2,845,117 10,573,860 6. 797, 120 5,621 6,620} 2,759| 3,441 1,275} 111 
Phelps........ 22| + *14,941 CLAY) | ea ee 861,629| 1,333,427 2,256,227 2,466,140 763 450 596} 1,106 202} 70 
ae 38] *20,345| —1,701,682|. 2,847,954| 2456,121| 7,005,757 3,841,040] 1,682| - 1,050] 1,070] 1,955 416, 95 
_" 28) *13,996 175,010 M157,333 3,583,835 1,895,371 5,811,549 2,263,980 635 560 748) = 1,652 175} 78 
oes Beinn sacs 33} *20,351 pS 2,139,201 2,661,963 4,910,119 2,523,470 890 750 504; 1,740 75 62 
P. BONS 5 sesck 15} *10,490 LE Serre 60,200 900,843 1,708,357 1,440,210 507 300 249 814 58| 65 
Putnam Rte 23| 13,155 70,628 M26,000| =‘ 1,680,906} 2,332,403 4,109,937 2,011,660 635 560 493) 1,601 115} 92 
alls. 21 *10, 412 17,530 M36,666 2: 271,952 2,296,900 4,623,048 1,400,300 507 690 733} 1,070 106| 87 
*1920 Population. M—Mine Products. 
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COUNTY WEALTH FACTORS | STANDARD OF LIVING FACTORS | 
| Qual- 
Dart- 1925 Do- Pass- ity of 
County nell | Popula- Value of Total of Families | mestic | enger | Ford | Num- |Popu- 
Index tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of |lation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | ‘ve. 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
— ore 48 28,453} $ 2,649,188) M $446,000] $1,833,584] $2,127,344] $ 7,056,116 $ 5,678,060 3,401 1,920} 2,055] 2,868 1,385] 108 
Senn Secs 39} *20,508 136,012} 1,529,000]  3,309531] — 2,839;240 7,813,783 3,242,920 2,097 990 811} 2,965 415) 84 
Reynolds Baek 16 10,396 1,082; Seite 629,847 610,212 2,322,487 7,170 506 160 126 752 57| 39 
US eee 17} *12,061 2 938,027 825,416 2,015,437 821, 508 270 190 521 42! 41 
St. Charles. 46} *22,828 ee S| re 2,626,264) 2,116,550 7,964, 7,536,430 2,065 1,840} 1,718} 2,496 841} 98 
6 24| = *15,341 SS oe 1,582,417] 2,041,093 3,707,019 5204 763 450 427| 1,360 75) 63 
St, Francois.... 41} *31,403 2 2 | re 708,803} 1,010,213 2,138,807 5,160,180 2,935 1,920} 1,867] 4,158 848) 83 
Ste. Genevieve. 17 *9,809 Co 5 eae 1,129,573 910,513 2,707,112 1,615,310 5 430 384 653 143) 59 
St. Louis...... 175] 122,045 Lak” 3S rea 2,447,136) 1,799,812 20,957,513 21,960,050 8,754) 30,460) 9,359) 16,930} 10,274) 129 
St. Louis City 2,158} 821,543 oy ee, 5 4,703 39,764, 343,491,773 649,743,400} 76,941} 143,360} 52,213) 65,170] 98,920) 121 
OS 51] *28,826 oo ae 4,328,454) 3,039,485 8,418,055 5,705,310 551 e ,066| 3,322 900) 105 
Schuyler...... 16 *8,383 604 MI17,333| 1,015,524] 1,621,765 2,681,226 ,471,440 381 310 403) 1,1 78} 116 
Scotland...... 20} + *10,700 “Lf ier 1,588,948] 2,166,727 3,826,212 2,210,080 508 750 698} 1,418 79\ 111 
oa ee 39 23,995 LS =, 4,179,789] 1,062,381 6,311,812 2,573,960 1,978 1,130 918} 2,895 704| 86 
Shannon 16 11,865 LS ee 693,884 853,700 1,882,993 6,390 509 240 315 376 9} 35 
Shelby 27| = *13,617 ERE: 2,443,867} 2,618,598 5,142,508 2,781,850 636 710 878} 1,998 99} 119 
Stoddard 49 30,856 Sh) ar eee 954,046} 2,214,033 8,051,392 2,146,840 1,962 760 570| 2,696 179) 57 
ee 18 12,156 A eae 924,017} 1,269,330 2,489,996 931,470 509 190 144 797 60) 37 
Sullivan 31] *17,781 Mise nted 2,400,785} 3,069,309 5,512,652 2,303,930 888 630 578) 1,872 190] 86 
a Se 12 *8,178 12: Re eee 763,210 791,757 1,618,094 7,570 381 270 211 512 30) 49 
| es a 29| = *20,548 lo? 5) eee 1,567,358] 1,938,743 3,669,144 1,692,880 890 450 292} 1,284 30) 44 
Vernon 44| *26,069 676,303 M36,666} —2,95,935 ,141,285 6,805,189 4,121,780 2,554 1,820} 2,687} 1,308 450) 92 
Warren....... 16 *8,490 Pe eis wiseces cee 1,039,701; 1,119,159 2,220,054 2,967,140 382 210 564 923 74| 81 
| 
Washington 20 14,043 pn) | 812,994 895,657 2,282,369 1,153,400 636 190 257 735 50) 38 
ee 18} *13,012 1 ee 871,535 846,270 1,851,894 880,450 635 280 231 712 89) 48 
Webster....... 26) *16,609 tk <) eee 1,328,065} 2,129,491 3,633,819 1,993,490 763 450 337) 1,716 60! 60 
Worth... ....4. 14 *7,642 7) rae 1,330,847] 1,671,532 3,038,2 685, 380 250 448} 1,027 60} 110 
Wright 26| + *17,733 <a 1,257.772| 1,808,503 3,274,349 2,120,280 889 490 326} 1,302 60) 56 
State Total. .' 7,043' 3,534,589! $558,226,003 $8,154,000! $249, 142,5151$236,042,905! $1,051,565,423! $1,405,316,680: 342,866! 397,410) 210,186! 336,151! 192,078! ne 
Beaverhead.. 24 7,893 $ 203,572} M$363,704| $2,565,814) $2,378,773) $ 5,511,863 $ 4,554,080 537 550 759 487 582! 103 
Big Horn...... 15 8,55 / 1) Raa 1,796,129} = 1,017,53 2,899,379 ¥ 113 260 401 428 200} 73 
2 ee 21 12,140 45,672 M63,200 099,104) 1,374,583 3,582,649 1,619,290 157 500 312 602 203} 63 
Broadwater.... 7 *3,239 155,300 81, 737,526 98,020 1,472,455 629,000 44 196 239 240 103} 95 
Carbon,....005. 37 18,624 471,637| M3,742,000) 2,614,428) 1,031,705 7,859,770 3,121,770 549 1,970} 1,376 706 1,401) 87 
re 10 5,203 “) 5. | ees 66,0 1,225,210 2,024,360 295,060 70 30 121 289 45) 73 
Cascade....... 87 47,340 6,038,710] M2,214,839} 2,633,156} 1,809,317 12,696,022 14,272,520 3,288 5,960 749| 2,042 4,501} 103 
Chouteau 25 14,809 44,789 M63,180| 3,554,444) 1,144,887 4,807,300 957, 193 330 481 711 229) 54 
oS ee 25 15,971 1,377,060 M63,180 719,066 894,732 3,054,038 2,443,070 1,097 1,670 853 783 1,137} 98 
Daniels....... 11 mn Misia cweealee el wea ee eeu et 4,192,583 465,127 4,657,710 DIED | ch snie's fs ecealastc 310 670 12] nee 
Dawson....... 23 12,102 411,194 M63,180) 2,688,441 896,029 4,238,844 2,790,320 538 1,010 720 898 601} 100 
Deerlodge..... 33 16,645 5,226,530 M107,837 277,489 255,978 5,867,834 4,877,790 1,061 2,710} 1,303 701 2,606) 114 
Palion........ 12 5,956 ML ee ...| 1,871,546 543,121 2,476,077 766,310 79 230 169 358 82| 67 
Fergus........ 54 34,549 891,624 M17,275| 5,627,656) 1,838,013 8,374,568 3,155,980 1,430 1,870} 1,918] 1,536 1,384) 81 
Flathead. ..... 37 23,359 DEI AOL oso: a vsicne ss 1,414,848 24,592 ,605, 4,148,230 1,725 2,460} 1,788] 1,625 1,369} 110 
Gallatin....... 31 16,875 1,222,438 M63,180} 2,367,556 946,787 4,599,961 4,737,530|- 1,360 2,084] 1,713) 1,636 968} 137 
Garfield....... 12 7,030 TOO oc 5:<'s snrewe 1,033,030} 1,121,043 2,174,829 "340,85 96 20 101 226 48} 49 
Oe re 8 5,598 es = | ann 666,005 714,534 1,398,080 131,250 70 180 271 270 198] 59 
Golden Valley. 2 5) SORE Ceameneneme 561,808 392,251 a eee ee |e 109 171 284 Ci eee 
Granite....... 7 4,861 88,433 Mé2,861 402,001 345,448 898,743 398,600 61 450 154 166 233| 78 
ee 29 18,710 722,658 M63,180) 3,139,146 857,180 4,782,164 1,184,360 769 1,350 758 936 1,114} 75 
Jefferson... ... 9 *5,2U3 81,914) M1,021,526 350,739 480,758 1,934,937 262,910 70 316 343 217 187| 86 
Judith Basin... 9 wdc a weheeasios M350,791| 2,755, 927 976,918 4,083,636 LE re 270 438 483 7) | eee 
RRR cigs ay owes 4 MP ns seca ecu tacis als To rere 1,125,681 645,064 1,770,745 0 | rere 406 765 204]..... 
Lewis & Clark. 49| *18,660 5,859,240 M221,293 803,331| 1,237,371 8,121,235 14,157,710 2,529) 3,370} 2,275) 1,105 2,636) 167 
aberty........... 5 3,239 ES Ce 673,851 269,935 PUAN O D>. «:6:0istwin winlno wie 44 10 103 191 35 ° 
Jancoln.. 0... 17 10,152 2,600,852 M143,705 182,649 210,373 3,137,579 488,040 139 1,010 580 542 578 . 
McCone....... 12 6,216 Li ere 2,062,904 808, 888,239 410,640 87 10 134 354 23) 5 
Madison...... 15 7,645 352 M73,822| 1,551,081} 1,397,525 3,074,780 1,053,940 105 530 448 444 170 S 
Meagher...... 7 3,195 86,435 M11,597 532,126 53,045 1,583,203 690,430 35 150 211 190 155] 9 
Mineral....... 4 2,465 292,864 M6,383 55,417 51,982 , 177,300 26 240 201 150 183} 103 
Missoula. ..... 42 25,472 3,712,461 M39 636,911 483,935 4,833,704 6,547,850 2,459 3,960} 2,279) 1,695 2,101 iS 
Musselshell 24 664 327,319] M2,586,000 909,072 605,339 4,427,730 5, 193 1,190 725 753 833 39 
YS 23 11,669 1,131,140 209, 1,082,744) 1,113, 399 3; 537, 687 4,172,370 996 1,584) 1,214 841 1,196} 1 
Petroleum.....}...... ‘pf, SEE ETT! EP EE. Here Te Prema met args: aera tat rere ee Pere 202 BOD 6 icc ceosdocsss 
i) 20 12,479 144,370 M80,029} 1,630,895} 1,157,059 3,012,353 1,270,940 166 230 274 537 201 S 
Pondera....... 14 7,694 24,287 M63,180} 2,071,130 847,201 3,005,798 759,130 113 330 386 508 206 w 
Powder River... 8 4,394 1h ree 594,754 824,101 1,430,885 321,800 52 10 97 169 54 110 
Powell........ 17 ,477 163,600 M20,782 997,845} 1,053,971 3,036,198 2,949,300 533 740 505 443 627 10 
= ee 9 4,824 a 1,285,799 523,03 1,823,789 i; 072, 570 70 150 194 289 63 
RAWAL  ci:6 ice 17; *10,098 279,314 M1,821] 1,219,128} =—:1,151,362 2,651,625 1,451,290 139 860 668} 1,150 305 i” 
Richland. ..... 24 11,772 143,878 M113,000} 4,484,143 707,580 5,448,601 991,510 157 480 528 753 193 94 
Roosevelt... .. 27 13,867 LT eee 4,310,063 761,199 5,221,708 2,386,040 193 1,100 688 868 393 7 
osebud...... 16 9,753 366,883 M63,180} 1,373,143) 1,095,988 2,899,194 714,210 131 470 499 622 473 39 
Sanders....... 9 5,575 382,549 3; 385,038 "441, 823 1,212,416 79,140 70 190 301 434 174 
Sheridan...... 35 18,556 298,268 28, 6,166,303 770,803 7,263,374 1,733,650 254 91 566} 1,104 210 p 
Silver Bow 210] 62,276] * = 4,329,798} M51,575,310 112,187 296,011 56,313,306 35,424,450] 6,364] 11,940] 5,482] 1,822 agi 78 
Stillwater...... 16 9,301 2 ee 1,895,874 843,576 2,800,808 1,042,160 131 320 509 500 ue 67 
Sweet Grass 12 6, M64; 1,045,195 ,140, 2,250,305 1,317,880 79 300 325 203 12 79 
ee 15 7,867 LS en 2}179,892 887,194 3,253,385 1,032,900 105 180 324 506 137 
Toole......... 8 4,990 14,620 M64,353 652,954 524,922 1,256,849 720,820 70 250} 570) 578 = i 
Treasure...... 6 2,425 FORMU s 5550 asin s os 652,184 337,242 1,750,876 286,910 35 10| + 106 81 


*1920 Population. 


M—Mine Products. 


**Organized since 1920. 


No estimate available. 
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Marcu 31, 1928 SALES MANAGEMENT 39 
MONTANA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS Q 
ual- 
Dart-| 1925 “ Do | Pas) oa | N Po 
County ne opula- amilies} mestic | enger or um- pu- 
= ndex| tion | Value Added a bal Live Stock Eten Bank With | Light- | Cars | Pass- | ber of |!ation 
M y Fishery Crops Products Wealth Deposits Tele- ing | Other | enger | Income |+V¥¢. 
anufacture |p oducts Pacts phones | Cus- | Than | Cars ax | 100 
tomers | Fords Returns 
Walley c.c-aic 0's 28} 15,469 A Sener $3,881,203] $1,243,689 $5,240,141 $1,940,550 193 820 474 882 250} 73 
Wheatland.... 11 6,850 | Speer 606,064 821,449 1,738,269 711,680 . 96 455 350 394 353} 92 
Wibaux....... 8 4,076 14,047 M$63,180} 1,499,525 341,334 1,918,086 461, 870 53 140 136 321 46; 68 
Yellowstone... . 62| 36,080 SGOS, GEST. <3 cecccss: 4,259,150] 1,561,742 9,506,517 7,221,880} 2,737] 4,267) 2,355) 1,884) 2,993) 121 
State Total..] 1,302) 649,864' $46,177,982! $63,670,548] $95,932,717! $46,941,161] $252,722,408] $147,057,930! 31,661] 60,731] 39,563} 37,572| 42,7691... 
Adams........ SO} |= 25,596, -SE,S47, 0981. . «62... 2 $5,782,257| $1,867,579 $9,197,734 $7,854,550) 4,710) 4,050} 2,643) 2,727) 1,101) 144 
Antelope...... 37; 15,945 FOROS 6000 Saserarn sta 4,716,989) 3,791,545 8,673,220 3,681,660} 1,294 980} 1,063) 2,674 225] 121 
ree 4 1,587 YL | rere 416,836 "653,636 1,073,027 ,000 107 20 37 171 9} 89 
Banner........ 4) = *1,435 1S), ae 769,665 480,302 1,252,277 150,000 105 200 113 224 2) 116 
BIMIE. 5 oon nsie's 4 1,838 y  E ae 382,409 512,889 898,257 272,760 108 20 47 249 17) 111 
Beis» 0'0c8:o5 34) 14,714 0111 | SCE 3,624,546] 3,199,122 7,051,373 5,201,790} 1,187} 1,040 921} 2,629 335] 159 
Box Butte..... 20 696 | ae 00, 1,067,750 3,314,043 3,469,970} 1,863) 1,520 841} 1,105 634) 157 
Boyd.... , 18} *8,243 34,299}. . 2,281,749} 1,599,353 3,915,401 2,103,620 647 240 612} 1,166 93} 105 
Brown... 13 7,126 151,235 1,020,706} 1,112,718 2,284,659 1,397,470 539 310 346 749 126} 116 
Buffalo 53) 24,852 478,213 5,846,399] 3,376,392 9,701,004 8,921,860} 3,732} 2,820} + 2,309) 3,807 944) 165 
Burt... 30} *12,559 3,716,119} 2,618,411 6,440,976 4,378,990 971 610} 1,141; 2,021 565} 165 
Butler. 37|  *14,606 5,975,715} 2,247,552 8,346,111 5,739,650} 1,186 620} 1,140) 2,109 603) 138 
Cass. . 42| *18,029 4,987,814, 2,494,866 8,708,741 6,507,260 2,272 1,080} 1,615} 2,495 744| 146 
Cedar 44| 16,811 5,980,750} 4,438,936 10,550,531 125,660} 1,295 600} 1,356) 2,733 530] 124 
Chase 13 5,690 2,018,985 940,781 ,992,3 1,751,000 432 150 343 971 112) 144 
os 3} = 92,582 3,422,351] 4,818,598 8,288,302 2,354,050 970 320 624) 1,039 190} 92 
Cheyenne..... 22 10,590: 008,707} 1,109,465 4,314,271 2,692,520 1,385 880 819} 1,370 323} 135 
eee 35] *14,486 5,423,307] 2,112,049 7,742,600 5,416,370 1,186 240} 1,436 069 2 144 
a aa 32} 11,631 : 3,395,030} 2,323,779 6,743,472 ,002,2 1,651; 1,100} = 1,066} = 1,730 457) 159 
Coming. ...... 37| *13,769 | NESE 4,705,428] 3,986,077 8,844,375 5,365,460 1,079 1,300} 1,234) 2,247 589) 144 
CC Re 64 26,826 pf 1 1 | Seen rernee 7,878,917| 6,760,267 14,760,225 7,933,920 2,885 1,000} 1,772) 4,530 416} 133 
Dt eee 19 8,334 Uy | ene 377,404) 1,334,970 3,727,948 2,916,550 647 370 673} 1,287 239] 102 
PWR 6 o0 5 es 20 11,239 | eee 792,705} 1,382,750 2,838,317 2,928,050 1,888 980 920 951 590} 135 
Dawson....... 41 16,028 cL) | See 4,720,361} 3,542,728 8,628, 7,555,410 ,293 1,170} 1,515} 2,629 395} 181 
| eae 8 4,130 21 | Eres 89,004 344,750 1,364,025 1,310,380 323 I 381 536 39} 133 
Dixon. 31 12,006 ORR es ee oedis 4,010,274) 2,564,401 6,654,5 5,554,810 971 1,240 873) = 2,013 464) 159 
Dodge........ 48 23,793 SA | eee 4,617,802 994,970 7,035,948 052,060 4,057 5,200} 2,505) 3,578 1,697) 183 
Douglas....... 498 ; 72, 612, ieee 2,672,502} 2,881,607 78,166,138 117,231,560 ,864| 43,540] 18,830) 20,292) 29,304] 157 
Ue 14 304 ol , EES 2,313,659} 1,071,526 3,433,74 1,843,180 431 140 33 920 97} 129 
Fillmore....... 38} = *13,671 250) | Sere 7, 056,610} 2, 260, 216 9,567,3 5,426,570 1,078 530} 1,326) 2,236 232) 138 
Franklin... ... 23) *10,067 | eee 3,022,049} 1,542,355 4,714,263 3,563,420 756 430 652) 1,499 229] 141 
TOES... 21; —_*8,540 pC. | ere 3,127,935} 1,941,202 5,097,789 2,417,640 648 290 683} 1,280 136} 129 
re 28) *11,657 VC) rer 3,887,601} 2,180,529 6,141,769 4,339,780 864 590 942) 2,307 375} 187 
age. 64) *29,721 a | eee 7,179,770} 3,715,274 12,791,497 4,800} 5,398) 4,200} 3,146) 3,759) = 1,155} 141 
Garden........ 13 5,133 GIRO 6 ae oicace 1,583,375} 1,571,632 3,180,955 1,185,920 430 210 259 485 72) 113 
Garfield....... 7 3,541 17), | eer 627,880 697,098 1,341,993 796,250 216 30 193 557 49) 124 
Gosper........ 13 *4,669 A) | | SRR ere 2,697,342} 1,209,728 3,914,587 697,600 324 100 294 967 41] 110 
Grant 6 1,707 aan Praslanwenwaas 610,104) 1,111,863 1,724,715 698,600 108 20 120 156 83} 137 
Greeley....... 20 9,046 ol Ee ee 2,221,889] 1,936,218 4,226,592 3,007,150 754 310 454) 1,253 134; 118 
| Ss 56] 25,623 y.! 6s 0) || ee 4,746,399 ,646,2 10,018,206 10,670,000} 4,817] 3,260) 2,655} 3,328) ~—1,787| 143 
Hamilton 35} 13,237 Poem eke cscs 6,108,767| 2,675,291 8,923,264 4,264,500) 1,744 620} 1,386} 2,090 379] 146 
Harlan........ 21 *9,220 | Gece 3,262.037| 1,488,849 4,841,031 2,271,940 755 850 677} 1,559 190} 127 
ayes.. 10 3,503 AC See noe 2,161,977| 1,060,271 3,227,888 362,930 217 40 198 751 15} 90 
Hitchcock... . . 17 6,402 Lee 2,796,556} 1,197,945 10,210 2,485,810 539 250 415} 1,207 95] 162 
Holt... 40} = 18,059 LL | SE Ee 3,941,937} 4,151,611 8,171,171 §,303,080} 1,401 350 791] 2,443 215} 103 
Hooker 3 1, ‘, Se ere 199,836 293,215 495,631 277,190 107 10 118 174 25) 113 
Howard....... 25) *10,739 ci, | ae 3,261,428 2, 154,582 5,513,811 3,610,360 862 710 772| 1,692 181] 137 
Jefferson... ... 38} *16,140 pL) | ars 4,675,687 066 7,751,471 6,074,330 2,910 1,500} 1,860} 2,316 779) 144 
ohnson...... . 20 8,940 is). or 2,576,481 r 505,194 4,195,120 2,472,990 753 390 822) 1,493 215) 143 
Kearney....... 24 *8,583 SI sa fecxe ccs 4,521,162| 1,577,263 255,401 y 6ll, 180 648 340 845} = 1,325 181) 152 
Cl re 15 6,201 | eee 1,977,550) 1,367,368 3,364,619 1,861,820 538 250 478 993 100) 144 
Keyapaha.... . 9 3,673 55) EERE 940,018) 1,172,924 2;118,855 510,000 323 40 164 525 21) 116 
imball......, 11 5,945 LA | eres 1,156,322 648,611 1,852,821 1,301,600 431 220 285 553 40} 97 
OR aeoe 47 19,197 jc) Sar 6,002,482} 4,914,083 11,045,389 6,084,620 1,510 610} 1,279) 3,179 394) 124 
Lancaster... . . 232} 92;761 SETI vac cevcsnss 7,204,561} 4,207,151 23,734,057 91,965,240] 20,066} 12,580} 10,555| 10,704] 8,127) 160 
Lincoln... .... 49} 27,801 || | Semen 4,078,601} 3,155,055 8,128,457 5,092,190} 5,823} 2,210) 1,772) 2.994 1,086} 111 
ee 5 1,637 JL | ee 655,658 573,819 1,244,705 63,400 108 40 125 354 34} 171 
. ere 4 *1,946 BU oa sa6ad-en 453,189 526,877 983,1 200,000 215 20 71 305 7; 90 
McPherson + 1, SE 5 txan vans 512,464 551,098 1,066,621 i 109 30 24 201 13} 70 
adison....., 51) 24,442 | Ran 3,678,900] 3,191,526 7,839,576 10,844,350) 4,103) 3,040) 2,379] 3,068) 1,357) 159 
Merrick petues 28 10,979 53, eres 3,704,335} 2,483,688 6,326,894 4,386,700 863 910} 1,045) 1,641 321) 171 
Morrill... 26} 11,736 Ve || ee 3,282,827]  1,646,53 6,276,202 1,927,840 971 280 429} 1,389 234| 87 
ae 20] *8,712 Cee 2,240,838] 1,882,126 186,952 2,631,870 647 880 608} 1,544 186] 152 
Noob On catee 27| = *12,547 U2 a 3,701,161} 1,976,142 5,789,353 2,845,540 1,934 810} 1,178} 1,814 350} 135 
uckolls...... 29| 13,357 SOEs iss ca s.cxsne 3,941,524] 2,270,885 6,569,614 2,739,080) 1,825 630) 1,120) 2,041 408) 139 
on is eho sare 48} 19,589 7 | er ree 5,501,906] 2,658,659 11,000, 5,881,570} 2,967; 2,280) 1,571) 3,023 760| 139 
ee 22}. 9,578 11 {| ree 2,608,319} 1,927,239 4,642,935 563,340 755 426 96u} 1,326 155) 125 
Pin 14 4,758 CS ee 2,811,603 ,918 3,734,474 2,008,880 324 70 312 908 75| 157 
Pine 24; = *9,900 (i010) | aes 3,994,404] 1,535,684 5,689,273 2,747,100} 1,858 510 979} 1,781 321) 180 
ORES. 29) = 10,996 POE catiscesniens 3,623,311] 2,827,399 6,508,296 1526, 863 360 938) 1,949 262| 129 
46} 19,723 | ee eee 4,699,557! 3,669,121 8,837,975 8,359,870} 2,884 810} 1,565} 2,925 884| 119 
26) = 10,823 (i ee 3,726,095} 1,880,476 5,682,109 3,590,570 862} 1,750 996} 1,819 245| 170 
28) 11,647 MOGs sec eciee us 3,936,874] 1,419,830 5,920,850 386,590} 1,978 300} 1,152) 1,673 683) 181 
41} 19,828 Co | ee 4,369,012) 2,781,366 7,804,043 5,27€,510} 3,034) 1,150) 2,049) 2,403 711} 133 
8 3,745 PAE cand ysis 71,644 "981,574 1,859,247 688,310 323 40 155 553 35| 106 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart-| 1925 Do- Pass- ity of 

County nell | Popula- Value of Total of Families} mestic | enger | Ford Num- Popu- 
Index tion Value Added | Mined and Live Stock ounty Bank With | Light- | Cars | Pass- | ber of {lation 

y Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | ‘\ve. 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 

Saline......... 45) *16,514 CLUS |) eer $6,313,991] $2,486,176 ~*~ ee 016 $ 6,849,150 1,294 1,500} 1,859] 2,266 682] 156 
ee 18 9,423 Lo ae 1,933,45 1,326,4 458.712 ,145,580 755 860 643} = 1,552 204} 119 
Saunders...... 54] *20,589 LL arc 7,616,718] 3,438,656 iL 297,292 10,851,730 1,615 1,720} 2,037 ,409 757) 151 
Scotts Bluff... 59 27,707 iE eee 5,863,945) — 2,395,454 12'670,510 5,949,690 3.381 1,190} 1,686) 3,232 842) 105 
ee re 40| *15;867 | 52") erent 6,414,620] 2,534, 9'131,153 5,772,840 1,293 750} 1,688) 2,369 508} 132 
Sheridan...... 25 10,925 ot | ae 1,687,477} 2,418,264 5,334,541 3,069,470 863 200 530} 1,370 216} 113 
herman pate eees 22 9,215 Oo, . 1 ere 2,702,136 23196,011 :960,892 2,971,700 754 360 640 444 132} 125 
LS ae 10 *4,528 “S| re 1,110,554) 1,559,351 2,677,195 558,620 3,024 130 186 465 53] 67 
Stanton....... 20 7,877 LS a ee 2,883,799 2,347,383 5,294,058 021,500 539 490 637; 1,324 192} 121 
Thayer........ 35] *13,976 357, Lee ae 53 075, 670 2,381,895 7, 815,297 4, 923; 320 1,079 580) 1,087] 2,417 352) 144 
Thomas....... 3 2,103 RN irra Wain 217,298 263,360 485,896 265,690 215 20 72 181 34) 87 
Thurston...... 21 10,090 3 ere 2,898,228) 1,574,298 4,515,672 2,060,930 862 250 564} 1,207 245) 87 
Walley... 52.5. 23 10,016 | SS ee 2,472,713} 2,197,555 4,754,182 3,174,790 756 890 743| 1,346 255) 137 
Washington... 29) *12,180 J. es 602,459} 2,519,359 6,437,317 3,903,570 2,040 510! 1,004) 2,039 416) 138 
i. eS 28 *9,725 Rea: 4,091,644] 2,660,052 6,831,563 4, 198; 340 755 600 918} 1,947 428) 146 
Webster....... 24] = =*10,922 | er ae 2,965, +4 1,814 i 4,838,890 3,127, Hos 863 500 869} 1,563 207) 133 
Wheeler....... 6 2,664 15) ere "596,194 766,1 366,663 320, 217 30 89 389 12| 83 
Co, ee 32] *17,146 vik || ara’ ere 6,962,474] 2, 738, 4 10,028,818 5,543, 650 2,921 900} 1,904) 2,440 472) 151 
State Total. .| 3,173| 1,366,970! $119,652,329)............ $314,498,589!$193,624,109! $627,775,027' $550,041,330! 190,187! 13U,65u! 115,458! 184,703! 70,514!..... 
Churchill... ... 12 5,688 $ 67,826 M$6,776| $1,440,302} $ 985,891 $2,500,795 $ 929,050 228 640 602 657 279) 110 
eS 12 5,728 922,881} M1,261,536 146,038 129,783 2,460,23 1,000,000 232 650 787 718 572) 129 
Douglas....... 5 *1,825 43,271 M2,145 630,798 669,343 1,345,557 851,210 78 150 396 140 245) 139 
eee 22 *8,083 257,596 M804,052} 1,571,029} 2,228,721 4,861,398 4,531,420 320 850} 1,070 560 1,033) 141 
Fsmeralda..... 4 *2,410 87,283 M363,543 61,440 9 61, 674,800 98 300 189 151 200} 100 
Fureka........ 4 *1,350 162,000 M227,516 215,654 535,747 1,140,917 650,250 53 10 127 122 168} 113 
Humboldt..... 10 *3,743 40,179 M59,968 350,133; 1,231.333 1,682,613 3,162,230 151 400 394 333 414| 127 
Lander........ 5 *1,484 8,597 M712,804 216,98 441,934 1,380,318 25,580 56 310 257 212 247| 176 
Lincoln. ...... 6 *2,287 274,440 M954,826 141,304 305,733 1,676,303 383,080 89 10 168 161 147| 86 
ee 10 4,366 474, 919 M30,465 772, 434 894,417 2 172, 235 933 930 174 560 542 472 477) 122 
Mineral....... 3 *1,848 ,097 M117,798 96,468 300,453 UNIS ss 0 sce nin eeesieae 76 280 161 117 116} 94 
a 20 *6,504 176,978] 4,847,716 243,594 542,579 5,810,867 1,550,890 623 1,020 426 380 918} 122 
Ormsby....... 4 *2,453 142,471 M1,245 37,146 106,280 87,142 1,176,710 101 510 328 123 179} 152 
Pershing...... 8 2,803 148,291 M365,612 1,170,690 685,675 2,370,268 98,110 110 770 320 265 283) 143 
SS ee 7 *1,469 176,280} M2,192,021 16,056 13,741 2,398,098 470,090 56 530 294 52 335} 192 
Washoe....... 48 19,303 2,406,432 M295,901 911,925} 2,290,007 5,904,265 17,048,770 3,629 4,870} 4,241) 1,518 3,640) 195 
White Pine.... 39 9,781 1,173,720} M10,555,875 432,839 1,053,895 13,216,329 2,483,950 3 1,730 903 636 1,202} 121 
State Total. . 219 81,125 $6,628,261| $22,799,799| $8,455,833! $12,465,225) $59,349,118 $37,370,070 6,473| 13,5901 11,505! 6,617! 10,455)..... 
Belknap....... 51 *21,178 BD BART AGG) © <5 6.d3480 0% $ 609,925} $ 981,211 $ 9,738,732 $10,688,550 2,099 3,570} 2,095) 1,503 1,516} 151 
oe 24| = *15,017 tk ee 457,221 678,393 2,358,411 3,940,550 705 1,650} 1,607; 1,744 481} 129 
Cheshire...... 66 31,151 i | ee 791,520 1,273,949 11,860,161 11,086,390 3,395 ,400} 3,626} 2,590 2,181} 133 
Se ee 91 39,11 ke ee 1,145,237 1,982,686 19, 394,120 13,625,570 3,214 3,880) 3,355) 1,815 2,514) 97 
Grafton....... 85} *40,572 DIES sian eileen 1,646,429} 2,587,989 13,744,261 16,641,570 2,847 6,340} 5,157} 3,091 2,574| 152 
Hillsborough... 386| 140,859 T20AD 698) oc ose cice' 1,428,300} 3,125,924 76,603,922 92,490,330} 21,551] 17,300} 9,264) 8,250] 14,690) 116 
Merrimack.... 130} *51,770 Ok | 4) are 1,264,154} 2,708,207 19,407,523 29,993,540 337 060} 5,776} 3,618 4,043) 143 
Rockingham... 114 52,673 17,109,381 F$92,660 1,435,259 3,262,078 21,899,378 17,345,990 6,023 6,000; 5,551] 4,422 4,187} 130 
Strafford...... 103} *38,546 EAL a ee 669,126} 1,323,688 19,405,395 26,083,760 4,832 5,250| 3,096) 2,376 2,639} 113 
Sullivan....... 47 21,819 7, li) (tC) Fa eee ieee 748, 1s 1,062,231 8,912,104 7,349,510 2,655 2,970} 1,905 630 1,994] 132 
State Total..| 1,097} 452,704} $174,049,096 $92,660| $10,195,895! $18,986,356] $203,324,007 $239,245,760| 53,658! 57,420] 41,432] 31,039] 36,819)..... 
Atlantic....... 184 90,725} $ 6,317,621 F$489,086| $1,122,786) $1,432,189} $ 9,361,682) $ 74,513,210 9, 14,950} 11,368} 4,779 8,582) 130 
Bergen......... 499} 251,888 83,000,093 ,669 475) —-1,120,201 84,373,438 78,677,980] 24,140] 57,800) 27,042| 10,351) 21,699) 114 
Burlington..... 173 385 22,165,080 F89,884| 4,728,572} 1,577,899 28,561,435 25,195,490 5,238 400) 7,934) 6,9 ,230} 95 
Camden....... 553} 217,972) 123,283,488 F5,818 12,067 397,321} 124,598,694 86,019,360] 15,528} 31,000) 15,528} 8,629} 19,209) 95 
Cape May..... 42) *19,460 1:975°117 F796,889 355,811 510,450 3 267 599,660 1,755 3,860 1225) 2,500 ,256} 160 

Cumberland. . . 130 64,859 14,476,102} F2,621,448] 2,174,868) 4,216,601 23,489,019 18,009,050 5,062} 10,290) 6, 5,751 2,632| 116 - 
eae eR ie ks ti Pk 128,269 955,801} 313,313,329 487,823,740} 75,78u| 117,510) 69,141] 23,540] 75,358) 102 
Gloucester... .. 95 54,374 6,505,075 F10,696| 3,593,348] 1,761,662 11,870,781 14,787,840 2,71 ,360| 5,218} 5,274 ,721} 114 
Hudson....... 1,820} 681,230} 336,960,472 F2,000 58 15,621] 336,978,151 465, 310, 380] 46,437] 107,920] 34,303] 11,153} 60,975! 75 
Hunterdon... . 74| *32,885 6,809,641 F1,003} 2,611,658} 4,396,453 13,818,755 13, 156, 030 8 930 5753 993 1,552] 122 
Mercer....... 451 179,270 81,688,199 F7,822 1,922,982 1,735,781 85,354,784 101,275,960] 15,231] 24,500} 14,193} 8,127] 11,730 97 
Middlesex. ... 480} 189,475} 105,026,108 F6,885| 1,741,474] —-1,766,831 108,541,298 73,578,110} 12,501 i 14,371| 7,691] 11,893] 86 
Monmouth. ... 207| 110,697 9,634,321 F789;327|  3.937:998|  2:467,903 16,829,549 62,721,320 8,501} 26,500} 17,527} 11,176 7,511} 148 
Morris....... 179 87,221 be | eer 809,752 1,278,349 19,516,571 52,644,820 6,497} 13,700) 11,465 307 7,123| 124 
Ocean........ 43 22,628 808,202} F 1,096,002 131,577} 1,307,731 3,343,512 13, 715,450 978 3,180} 4,083] 3,706 1,439} 157 
Passaic 824) 283,688} 182,716,740]............ 112,717 622,087; 183,451,544 172,917,760] 21,751] 45,190] 22,673} 9,408] 19,248) 84 
eee 119 41,995 22,615,480 F59,904| 3,070,012} 3,001,714 28,747,110 19,209,370 1,742 4,780} 3,116) 3,318 1,353] 89 
Somerset..... 102 53,186 ba} 7) rr 1,234,817 1.960, 709 16,032,318 ,625,580 3,320 6,020} 4,817} 3,174 1,979] 86 
Sussex....... 57| *24,905 Jo rn 1,510,329 : 395,465 9,120,288 13,963,760 899 2,710} 3,111] 2,360 1,170} 116 
ae 498} *200,157 eke | ee 59,738 729, 319 83,602,234 130; 085,140} 22,293 2,460} 24,174} 9,315) 26,116 124 
Warren...... 117 46,114 22 385 200) os coc cas 2,136,241 2,783,404 27,264,905] : 16,518,330 2,810 6,700} 5,120} 2,669 3,272 114 
State Total..| 8.490] 3,474,065] $1,454,852,191} $5,982,433] $32,539,549 $38,433,491] $1,531,807,664| $1,952,348,34U} 284,178] .563,160| 308,171] 149,187] 293,048)...-- 
hs sas | as 
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Marcu 31, 1928 SALES MANAGEMENT 41 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS Qual 
ual- 
Dart-| 1925 Do- | Pass- ity of 
County nell | Popula- Value of Total of Families| mestic | enger | Ford | Num- |Popu- 
ndex tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of lation 
™. tiie ps 05 on Crops Products i Deposits Tele- = _ ae “ene = 
M roducts actors phones us- an ars ‘ax 
tomers | Fords Returns 
Bernalillo...... 48 33,395 pS} | ae $ 281,428) $ 487,649 $ 2,917,964 $8,323,230 2,982 4,570} 3,625) 2,749 2,920} 130 
CN MR, Krrrer Sei enaee Hee ek eas M$645,083 86, 931 752,579 (iT | SS SSE | fo Freee 118 157 Ae 
Chaves 61 36,975 433,316] M5,482,555 y 448, 866} 1,588,029 9,952,766 3,527,480 1,289 1,490} 1,553) 2,558 456; 48 
Ce are 36 24,433 2. 8 823, 538 859,768 3,465,164 4,077,260 813 1,570; 1,727} 1,358 1,861} 84 
Curry 22} + *11,236 oo ree 3,385,415 655,774 4,848,437 1,192,330 591 1,120 844) 1,796 582) 135 
pS eee 4 *3,196 VIE, | rrre 115,954 368,321 511,549 t 23 10 114 367 33} 75 
Dona Ana..... 29 18,617 160,975 M1,531 3,508,417 869,512 4,540,435 1,511,140 454 1,310} 1,138} 2,138 337| 67 
| eee 19 *9,116 iC | ee 3,265,945 748,735 4,175,538 795, 64 780 930} 2,018 324} 130 
WEE cctens 52 27,361 203,839} M10,412,584 82,642 954,231 11,753,296 1,130,170 576 710} 1,524; 1,471 1,059} 51 
Guadalupe..... 10 *8,015 ) + | eee 164,850 710,802 979,929 05, 55 240 115 45 86) 33 
[eo ee Cree Seite ewspe rowan est 665,783 512,189 1,177,972 GOIN 6 xs cacdabeus cowes 133 332 <1 | See 
Hidalgo....... 9 5,410 40,305 M933,394 115,996 455,540 Pee Metis dkceaseuces 38 280) 193 263 106} 52 
| aR 6 *3,545 1S | eee 239,810 919,516 hist | SS 26 80 65 510 18) 63 
ee eee 11 823 217,186 M248,563 135,459 19,044 1,320,252 177,420 55 110 371 557 170} 49 
| ace 19 17,005 223,349 M26,799 98,138 317,581 665,8 , 393 600 460 486 240) 35 
McKinley..... 26 14,167 619,925} M3,241,000 226,344 1,229,171 5,316,440 810,000 374 710} 1,071 628 886} 81 
MN scan aoa. 17 14,653 || ESS BERS TS 428,840 514,372 1,005,243 400 101 280 123 348 75| 17 
— Recerca 11 8,374 126,482 M11,160 278,312 710,031 1,125,985 260,390 58 760) 369 560 154; 68 
nc Araehsth 2 a.8 18} *10,444 57 | | ane 1,901,238 808,043 3,085,495 860,950 325 450 354; 1,009 423) 79 
Rio y a wees 27 21,209 1,081,613 M95,000 548, 034 778, 883 2,503,530 429, 390 150 50 392 321 154; 14 
Roosevelt... .. 12 *6,548 oT | Se eee 1,559,586 784,036 2,368,635 597,980 46 330 308} 1,166 71} 100 
San Juan...... 12 *8,333 17,440 M9,000 3,009 907,573 1,567,022 860,660 58 110 348 591 90} 68 
San Miguel 28| *22,867 Cif 1 | Sree 498,994 830,485 2,145,576 629,760 730 1,190 798 814 634) 48 
Sandoval...... 11 9,02 42,288 M237,250 319,153 307,481 2 Se are 64 20 198 216 70} 17 
Santa Fe...... 20 15,177 150,016 M261,447 184,106 312, 323 907,892 2,478,310 612 1,160} 1,179 637 610} 73 
Te Sees 6 5,231 5,662 M2,284 109,711 332,681 450,338 , 38 10 102 242 55; 30 
Socorro... ... 18 3,665 207,551 M636,469 219,437 806, 499 1,869,956 102,270 86 780 361 553 218} 39 
ae 15 13,205 184, ate Bal i eatratetean 346,165 322, 659 853,812 177,560 93 30 247 213 74| 16 
Toorance 12 *9,731 44.9 ware cea ay 218,902 576, 026 839,882 4,040 67 20 284 581 69} 39 
Union 26 19,667 55, "O35 eawnereanen 1, 448, 314 1,208,095 2,712,344 520, 780 139 500 378} 1,268 124} 46 
Valencia....... 19 14,065 GGG TSS oc cecvccwes 386,274 1,104,827 1,955,856 499,670 99 280 385 595 216; 28 
State Total. . 604! 412,486! $10,503,878) $22,244,119) $24,925,591] $22,452,455 $80,126,043 $31,263,970} 10,399} 19,550} 19,798) 26,961} 12,185 
Albany........} 568} 197,138} $49,215,114 F$9,001| $2,068,850) $2,343,967) $53,636,932} $263,899, = 25,913} 30,700} 19,054} 6,898) 22,970) 125 
Allegany...... 68 36,815 “1 5 | SE ese 3,445,936 4,062,486 11,198,745 568 3,970} 5,050) 3,401 1,284] 146 
FOOME......6 5. 297} 135,060 48,486,575 F1,163 2,083,630 3,759,965 54,331,333 53, 738, $10 14,017} 19,620) 16,759) 7,121} 16,134] 135 
Cattaragus. . 159 73,778 Vhs) | eee 3,789,339} 5,903,517 29,289,458 26,958,590} 6,188] 10, 991} 6,008 5,032} 135 
ee 153 5,344 17,918,566 F4,184| 5,197,520] 3; 636,480 26,756,750 34,057,860 995 5,050) 7, 4,720 3,703} 121 
Chautauqua... 295} 128,100 46,294,883 214,717 4,174,435 6 412 57,144,447 53,103,170} 10,307; 18,260) 14,433) 9,262 9,538) 138 
emung...... 153 72,292 y Lor 1,417,874 1,694,525 28,027,998 24,883,180 8,845} 17,000} 10,194) 3,140 5,967) 141 
Chenango..... 77 35,610 Ck 4, | 2,809,879 020,093 15,215,757 10,498,350 2,221 4,190} 5,262} 2,659 1,625} 146 
Clinton....... 84 46,145 Lay 0 | | rere 2,713,752 3,395,552 11,641,368 14,175,820 2,484 3,630} 4,612} 2,997 2,175| 89 
Columbia...... 100} 42,726 11,333,179 F12,116} 3,088,958 553,841 16,988,094 23, 123, 100 1,943 360} 4,956) 2,802) 760} 121 
Cortland...... 77 31,051 IC 7 | eee 2,039,739 3,302,225 14,163,651 17,637,880 3,840 4, 4,458) 2,475 1,894) 146 
Delaware...... 94) 43,452 906, 716 F1,163} 4,307,577] 10,415,332 18,630,788 13,103,520 1,612 4,220 389} 3,536 1,539} 121 
Ducchess...... 226 99,028 26, 717,874 F14,958) 2,962,328) 3,802,450 33,497,610 59,644,730 699 0, 11,327} 5,604 8,280} 110 
eee 1,877} 693,616 293, 313,160 F17,917| 5,895,615) 6,642,436 305,869,128 571,793,950} 82,781) 129,160} 71,857} 42,898) 73,985) 121 
oe ee 53} 32,042 4,539,910)............ 1,187,314] 1,278,348 7,005,572 7,244,650 970 : 642} 2,740 900} 127 
Franklin... ... 77 45,915 Cf | re 2,510,416} 3,264,332 10,679,344 9,547,610 3,514 ,600} 4,894) 2,892 2,050} 108 
ee 120 46,028 pb! | ere 056,841 1,405,137 27,682,03 18,598,790 967 7,520} 5,391} 2,890 3,210} 137 
Genesee....... 95 43,420 jk... ee 3,645,916) 2,807,584 18,428,559 14,820,440 2,938 4,820} 4,916) 4, 400} 139 
Greene bows cas 52 28,207 ,437, F5,577 1,933,493 2,254,758 ,631,825 10,193,900 1,u83 ,240} 3,761) 2,621 1,625} 124 
Hamilton...... 5 4,242 iT. 0 2) | Sr eee 80,313 120, 5 || Crees 106 140 436 370 155| 89 
Herkimer. . 172 66,708 S573) (| ee 2,452,767} 4,823,917 40,450,331 23,997,490 5,102} 13, 6,816} 4,072 3,991) 130 
Jefferson... ... 204 85,776 21,136,3u2 F76,361 5,360,219} 7,441,337 34,014,219 50, 240, 610 6,973} 13,300} 11,333) 5,638 5,556] 138 
Kings eee 4,578] 2,203,235} 534,053,541 F202,530 10,808 46,299) 534,313,178) 1,305, 894: 960} 245,161] 243,000) 107,512} 27,062} 184,785) 83 
LS ee 51 24,71 CN. | 2,314,079} 3,932,413 10,199,526 615,090 1,219 300} 2,670) 2,596 640} 105 
Livingston..... 80 39,264 poy: | | aera ee 3,385,444 3,03u,902 13,698,862 13 088, 710 1,756 4,870} 4,287] 4,342 1,888} 130 
Madison...... 93 4f),807 eS, | re 3,098,162} 4,545,305 17,129,741 18,415,450 2,707 i 4,713) 3,625 2,481) 139 
cin Oe 1,160} 392,174) 203,360,942)............ 6,457,158 3,478,770} 213,296,870 40,851,690} 39,524) 58,280 ,663| 24,093) 46,259) 129 
Montgomery... 166} 61,385 28,954,015 F2,092} 2,381,958]  2,938,53 34,276,595 36,489,240 789 9,050} 6,061} 3,106 6,490) 124 
Cong ie 319} 207,640 8,855,865 F 448,361 1,469,619 715,301 11,489,146 88, 536, 660} 24,769) 20,350) 34,760] 12,307} 13,625) 103 
ew York... eo 17,003) 2,817,197] 1,764,887,414 F290,786 6,050 11,616} 1,765,205,866} 10,655,101, 660 407, 255| 284,80u 140, 451} 26,088} 535,689] 83 
Niagara bieaches 359| 133,437 66,485,885 F15,690} 6,648,519} 3,050,821 76,200,915 72,836,850} 14,713) 18,000} 13,792} 9,896] 11,195) 121 
sos Eaacesarces 469| 196,486 68, 086; * | SSP age 4,315,995 7, 338,325 79,740,575 112,700,700} 16,561} 26,470) 19,250} 13,322} 14,290} 111 
Ontars ne tee 697| 267,009 105, 437, (0) a ee 5,595,622 4, 837. 266 115,870,300 197,949,470} 27,791] 45,00) 30,095} 17,640 yl 137 
Mtario......, 112 55,240 Cs. errr 4,323,672 2; 719,675 17,973,853 20,571,750 4,534 7,000} 6,592] 5,378 3,470} 146 
Tange... 294) 125,624 35,656,657 F11,220 2, 810, 717 6, 838, 504 45,317,098 78,143,130} 10,304) 16,270) 15, 230 7,353 : 121 
Orleans... .. 63 30,692 4,179,156 F1,046} 4,987,322 1,886,101 11,053,625 10,343,230 2,549 5,050} 3,438) 3,821 1,350} 144 
one Ye hikes 159 71,404 21,234,248 F14,644| 3,032,610) 4,533,717 28,815,219 29,755,450 5,598 960} 6,703) 5,177 3,573} 119 
pure meio aad 98 47,404 At.) S : | ie 3,757,043 7,102,209 15,888,384 18,927,7 3,283 5,890} 5,304) 4,502 2,629) 138 
—* eee 2U 12,500 470,988 F300 5,561 76,660 1, 713, 509 4,007,550 212 1,820} 1,803} 1,140 ,005} 118 
ueens 1,112} 714,647 141,225, ‘091 F9,735 101,880 213,075 141 549, 781 113, 895, 660} 80,103) 113 000 58, 075 19,150} 39,389) 83 
Remcer... 306} 118,429 50,861,401 F5,348| 2,376,432} 2,857,760 56,100,941 75,084,840) 11,805} 19,300} 11,140} 5,773} 10,130) 121 
Richmond. 267| 138,277| 50,236,207) —«*F 540,266 291044, 150,676 50,956,193 27,136,280] 16,770} 14,530] 95659} 3,671) 5,882| 83 
‘ockland....../ 106 56,479! 13,600,092 F5,065| 422.871| 849,219] 14,877,247 19,430,100]  4.022| 7,830} 6,475| 2'998| 4'245| 98 
Sr awrence, . 186 91,806 17,065,729 F9, 414| 6,098,202} 11,442,353 34,615,698 25,007,880 6,100 9,520} 9,595} 6,854 3,019) 106 
| ee 137 : jC) 0 Sr 1,965, 570 3,781 24,608,279 22, 539, 760 5,503 8,370} 6,126) 3,101 4,125) 125 
an.. 308} 116,708 LS | ae 99,235 861,823 64,660,955 61,527,110} 13,910} 28,900) 14,317] 5,435} 13,185) 137 
choharie... 45] 21.565 MEE... csce ne 2,697,058] 4,043,847 7,686,094 365,550 691}  2:600| 2:163| 21656 815| 124 
Schuyler. <2. 26| 13.456 ,609,280|............ 1:204915| 1,257,699} 5,071,804 2'214920} 520} _~—«'1,000| 1.693} 1,030} 398) 139 
ene, 51| 25:363) 49277579]... 22: 2,577,426] 1/513.934| _9\u18939 890,200} 1,737 2.770) -2'961| ‘1.952 813] 149 
Steuben... 2. 163 82,175 DE Re en eee 5,417,597 4, 838,097 28,864,568 22,669,990 6,387; 11,150! 11,431! 4,890 4,970| 129 
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M—Mine Products. 
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42 SALES MANAGEMENT Marcu 31, 1928 
NEW YORK—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Qual- 
Dart- 1925 Do- Pass- ity of 
County nell | Popula- Value of Total of Families| mestic | enger | Ford | Num- |Popu- 
Index tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of |lation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture | products Factors phones | Cus- | Than | Cars ‘ax 100 
tomers | Fords Returns 
Suffolk........ 256} 143,208 $8,160,847] F$3,379,779| $4,423,499] $2,854,321] $18,719,446 $75,543,410] 9,880) 20,860) 18,282) 11,740 5,795] 110 
Sullivan....... 67 192 1,144,40 F1,163) 1,463,442) 3,689,154 298,162 14,696,880 1,614 2,680} 5,312) 3,543 1,580] 100 
THWOGE. . 0565055 45 26,111 1,551,281 F1,163| 1,848,831] 2,605,328 6,006,603 6,432,990 1,915 3,150} 3,235) 1,759 005} 133 
Tomkins...... 85 39,559 eS eee 2,380,579] 2,199,637 13,211,110 19,540,160} 4,236 7,650| 5,781 ,165 2,812] 178 
MO oes keenly 169 83,052 13,605,783 F25,726| 2,585,045] 3,849,500 20,066,054 45,540,440) 6,082 4,080} 9,154) 5,172 605} 95 
Warren, ...... 71 34,070 POS Ce 624,119 810,942 8,962,038 18,927,140 3,582 4,750} 4,259] 1,787 2,49u| 141 
Washington... . 97 46,661 et Re 3,453,352] 4,454,525 17,373,406 15,425,090 2,989 2,730} 5,080] 2,938 2,570) 114 
Wayne........ 104 51,785 8,201,534 F8,368} 5,074,583} 3,435,032 16,719,518 18,999,1 3,334 6,610 289} 4,882 2,152) 135 
Westchester... 841} 425,798 74.489, ae F21,498 759,427| 1,805,891 77,076,377 261,296,740| 54.908 52, 2vu} 54,138] 16,186) 45,760) 1u3 
Wyoming...... 73 30,827 ee 3,978,609 25,406 14,603,313 13,035,340 2,393 3,368} 3,354 1,231] 138 
MMAR. c5c55008 5 34 17,668 oo ee 2'068,815| 1,434,754 5,289,970 5,813,680 1,501 2 170} 2,125} 2,310 593] 157 
State Total. .135,276'11,162,151'$4,072, 159,867 $5,351,35118171,544,5211$207, 128,376] $4,456,184, 1151 $15,200,811,370'1,256,772/1,411,760] 929,521] 415,342/1,209,930!..... 
Alamance..... 62 34,988 ER OUBOIS). 5 vic woe $2,163,016 $88,265} $11,919,296 $3,076,180 1,481 3,600} 1,736) 3,904 1,045| 78 
Alexander..... 17 12,564 Sk: 1,056,75 427,63 2,128,566 488,550 96 210 258} 1,092 70| 44 
Alleghany..... 9 *7,403 LSS ei rer 538,218 333,416 886,816 141,230 BN sas eiceoen 50 428 10) 37 
Anson......... 44 29,959 UA eee 3,451,305 654,438 5,613,113 2,786,500 573 520 679) 2,335 290} 41 
Cn ee 27 22,092 BOS OU Noses xv since aes 1,176,380 713,334 2,253,271 786,170 | 0] erreee 188 53 70) 22 
Se re 13 10,727 ek | re 427,3 ay 483 906,623 453,500 77 80 97 286 60} 27 
Beaufort...... 46 31,108 1,989,308 F$78,239 3,353,137 804 5,993,488 3,250,380 987 1,290} 1,013) 2,042 685) 56 
See 39 24,534 266 ; 4,687,867 67 068 6,226,536 159,870 i. | ene 414| 2,764 165| 39 
ee eee 26 20,755 962,014 F1,600| 1,087,989 389,182 2,440,785 700 5 ae 132 ,240 95| 27 
Brunswick..... 20 15,127 1,509,879 F217,588 513,708 201/143 2,442,318 220,000 Dec 4:0. ares 109 747 95) 24 
Buncombe..... 106 72,279 LSS 1,214,630} 1,347,590 7,437,839 18,687,770 4,927 7,860} 5,723} 5,514 4,725) 105 
Burke......... 34 24,366 os eee 971,874 473,643 3,804,485 1,903,060 491 790 853) 1,350 2 43 
Cabarrus...... 74 37,972 ook | ee 2,536,307 804,495 13,022,06: 5,037,690 1,961 1,650} 1,945) 3,323 715} 56 
Caldwell...... 33 20,743 ho eee 833,779 492,320 5,500,355 1,724,390 654 670} 1,182) 2,456 250) 63 
Camden....... 8 *5,382 30,5 F3,687 841,349 25, LOLI N s.555:00103cn0-5 0 “| eer 107 495 25) 44 
Carteret....... 23 16,294 924,337 F729,363 774,617 144,274 2,572,591 1,545,660 360 1,270 351 492 350) 46 
Caswell....... 21 16,270 eT 1,866,297 424,047 2,312,297 225,860 a 207| 1,366 35) 0 
Catawba...... 60 ,193 OL | ee 2,399,903 856,701 9,327,008 4,217,170 1,721 1,780} 1,683) 3,33u 705} 65 
Chatham...... 34 24,481 (LS re 2,119,010 842,768 4,269,470 1,007,470 174 570 395) 2,151 130) 41 
Cherokee...... 22 15,869 | emcee 880,635 446,481 2,239,966 ) 166, 590 114 530 262 412 105; 43 
Chowan....... 18} *10,649 * 190 F121,469|} = 1,889,659 255,823 2,923,141 1,362,690 308 530 464) 1,256 335| 65 
SS re 6 ,065 A 322,032 177, 209 504,072 81,050 ee 60 178 5} 30 
Cleveland Riese 64 36,980 4,196,639]............ 5,548,956) 1, 128 531 by 874, = 5,470,340 958 1,120} 1,576) 3,456 445) 57 
Columbus..... 43 31,316 | EE es »880,6 53 7,666 878,4 1,592,490 213 500 404) 1,973 395| 37 
ee 51 31,005 4,849,879 F86,170} 2,090,264 401,748 ; 428, O61 5,402,060 1,132 2,220} 1,035} 1,582 995| 56 
Cumberland... 56}. 37,851 3,127,460 F2,200} 2,802,594 599,965 6,532,219 4,780,610 1,325 1,600} 1,467) 3,512 1,145} 62 
Currituck..... ll *7,268 107,731 F97,503 1,144,389 208,616 1,558,239 165,880 | re 79 806 35) 48 
Leer 7 5,271 4,832 F510,881 14,855 15,366 545,934 209, er 56 186 35} 25 
Davidson...... 65 38,486 7,729,612 Seay oe 2,718,870 1,059,479 11,507,961 3,666,460 1,872 2,020} 1,581) 4,176 720! 56 
SN ee ; 24 13,684 i CS). ne 1,377,262 559,763 682,570 642,790 DO osc nance 434] 1,474 95) 48 
TORO: ccisc 45 32,931 818,033 F1,158 3,041,054 685,125 4,545,370 2,712,410 232 330 484) 2,766 310) 35 
Durham....... 156} 46,153 tS ee 1,188,877 492,627 45,292,984 19,134,540 2,934 5,730} 3,489) 3,343 2,640} 94 
Edgecomb.... . 73 41,385 S/O |) eee 6,373,853 669,747| ° 11,016,772 940 2,356 900} 1,910} 4,226 2,490) 78 
Forsyth....... 366 94,241 110, 946, | eee 2,589,396 951,071 114,486,620 42, 718, 830 3,653 8,390} 5,916) 8,171 4,235) 76 
Franklin...... 41 27,785 1,277,405 ats. coun eeee 3,888,664 569, 478 5,735,547 A: 643, 950 193 5,020 432) 2,703 195} 68 
Gaston........ 120 59,274 EU. < \) 1,969,189 859,384 23,842,206 12,755,850 1,547 3,480} 3,529} 5,519 1,530) 65 
ee 16 10,583 516,797 F5,342 1,499,124 329,169 2,350,432 947,2 | rr 161} 1,043 35) 38 
Graham....... 5 4,942 i ae 180,731 102,536 | ae eee ee 45 102 10} 24 
Granville...... 40 27,833 Ec th. Ciao eee 2,992,771 635,217 4,642,138 3,348,680 651 1,040 861} 1,980 375) 41 
Greene........ 27 17,985 POO al ed. cre corals 4,099,575 435,937 4,557,834 155, ik ete 297) 1,306 50} 28 
Guilford. . 190 89,909 ok Ck S | ea re 3,170,015} 1,415,197 33,703,073 33,064,190 7,297 6,550} 7,386) 10,922 5,780} 103 
Halifax........ 76 47,233 er 5,365,054 725,225 12,002,929 4,881,220 468 1,650 921 369 1,010) 49 
Harnett....... 50 31,791 Te, | 262,996 568,862 7,777,629 2,373,050 644 580 700} 3,242 290| 48 
Haywood...... 38 24,899 eS ee 975,709 665,952 5,858,636 1,859,140 409 980 854 972 395) 51 
Henderson..... 29 19,373 BEEF. Sos coun ele 970,769 579, 613 2,376,102 5,110,460 856 2,030} 1,018) 1,788 445) 84 
Hertford...... 27 16,779 856,169 F1,646) 2,871,651 344,906 4,074,372 1,842,000 117 190 261| 2,011 145] 46 
Se 19 12,653 caf ok) ere 2,047,764 308,007 2,713,446 459,890 96 220 320) 1,114 110) 38 
See 11 *8,386 38,470 F111,500 541,057 293,970 984,997 307,080 ee 72 370 25) 32 
Iredell. ......... 62 4u,01 CR 3,066,873 a4 198 9,188,895 3,880,960 1,716 2,400} 2,057} 4,335 770) 70 
Jackson....... 19 13,623 Ey res 584,181 3,733 2;179;251 682,140 97 190 375 448 95| 43 
Johnston...... 86 53,301 oS | nee 8,658,340} 1,251,391 14,446,181 ae bg 368 1,330} 1,392) 5,586 530} 48 
ere 14 10,586 186,233 F40 1,288,040 "246, 224 1,720,537 125,240 77 250 167 746 50| 37 
MOS isis 5 <class 21 14,546 ee 1,326,038 313, 056 2,535,569 1, 265, 000 572 1,150 615} 1,626 395 75 
ee eee 53 33,401 ii) SO) re ree 5,097,776 574, 117 7,766,868 4 369, 480 1,232 2,296} 1,106] 2,680 915 60 
| rs 30 18,276 0k SS << | a 1, ‘961, 341 603,138 4 828, 131 2; 147; 950 676 570 833) 2,410 115) 60 
McDowell..... 29 18,591 RA Kr ere 494,112 270,804 4,336,076 1,713,790 135 330 597 794 325 37 
OS ee 17 13,280 MELEE: srlawn sates 749,272 411,514 1,428,068 29,280 96 140 187 546 50| 32 
Madison...... 26| *2U,083 OE) eee 1,232,360 622,886 2,510,869 1,083,040 136 230 204 761 90} 25 
ee 34 22,546 756,564 F8,719 3,802,144 505,510 72 937 1,405,510 155 220 448} 1,897 255 38 
Mecklenburg 164 88,435 [oC |) 3,095,788] 1,593,027 19,194,226 37,587,690 7,330 8,620] 7,418] 9,584 6,782) 105 
Mitchell....... 15 11,707 LO A 467,173 276,234 1,100,917 798,880 (| eee 209 308 85 e 
Montgomery 22| *14,607 Pik 1 are ae ree 1,379,186 387,116 3,288,439 1,028,400 | eee 4351 1,396 190 I 
eT eee 37 23,870 eee 1,803,595 468,626 420,953 6,415,970 174 670 734) 2,572 470 es 
TS Ree 67 45,215 1, oS) eee 8,051,939 927,900 10,575,032 1,213,980 310 460 915) 4,298 230 34 
New Hanover.. 83 45,483 7.122, 544 F101,654 80,75 232,280 537,231 22, 716, 480 2,897 5,080} 2,642) 2,450 3,820 
Northampton. . 36 23,672 CAS | A ee ee 4,214,790 588,668 5,130,974 1,581,370 173 190 467| 2,636 180 . 
Onslow........ 19 15,029 418,190 F53,014 885,140 291,934 1,648,278 655,240 98 100 108 762 80 $4 
ee ee 30 19,498 CRIB MOO: isu dsinw ccs 1,409,861 617,773 4,246,100 1,872,720 136 510 683} 1,767 320 35 
Pamlico....... 13 *9,060 116,072 F119,503} 1,287,856 217,306 NPAT OU Ns 6-0 isa s.0hoinceis 58 110 200 584 85 2 
Pasquotank.... 32 18,224 2,148,315 F19,469! 1,576,160 445,860 4,189,804 5,757,170 1,293 1,200 743! 1,612 735 


*Included in New York County. 
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Marcu 31, 1928 SALES MANAGEMENT 43 
NORTH CAROLINA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Qual- 
Dart- 1925 ; Do- Pass- ity of 
> Total of Families} mestic | enger | Ford | Num- |{Popu- 
— Iniex “a Value Added aeeles Live Stock Coeney Bank With Light- | Cars | Pass- | ber of jlation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
*14,788 541,883}  F$21,523| $ 531,669] $ 316,764) $ 1,411,839 $ 414,680 97 30| 121; «+986 75| 28 
oe kee 17} 11183 5 Ts68 F20,094 1,392,009] 334,277 2,487,944 ; 76 360|  275| 1,102 140| 49 
ta “| 991 19°889 760,396|....... 0.0. 2°337457| 546.114} 3.643.967 1,391,100; 137] += 480f += 350 «1.872} 240) 43 
ORES 81| 50.797 pT Seer 8,489,089 910,796 12,033,447 5'396,020} 1,044 3,000} ‘1,728 4,654| 1,010] 54 
REE 13 9.508 ete 773,911 231,428 1,324,579 42,690 75 190} 197| 506 120] 48 
9 1,629 | ree 2,403,541] 1,044,042 7,211,277 2,626,090 584 760| 804} 3,983 335| 59 
ee 43 28907 irre 178,709 423,361 7,558,689 3,692,560} 1,148} 1,900} 1,108] 2,508] 1,095] 67 
iam... 81| 59.018 tr ee 5,167,163} 1,035,962 8,880,053 3,935,930 768| 1.280} 1,413} 4,802 770| 46 
Rockingham 90} 48,515]  15,091,255|............ 2:979,292 9,800} 18,830,347 4,032,490 836]  2°410| 1,602} 4.885) 1,010) 56 
Ue dese 73| 47.768 hs as Jeu. 3,341,660] 1,005,727] ‘11,242,436 2'693,890| 2,438 "520| 3,183} 5,682} 1,770} 78 
53} 33,149 | ee 2,438,207 705,278 7,531,190 4,675,190 232 710| 1,078} 3,084 360| 52 
oe 56| 39413 ee | aap 5,147,892 966,815 7.216.116 1,896,210 291 380| 510} 2.726 240| 32 
Scotland. ..... 26| 15.732 ME os ici vacn. 2,127,798 281,894 3:389,739 "309, 443 710| 644) 1,648 275| 59 
Stanly........ 48| 31.688 ry) eee 1.924.887 696,137 7.611.152 1.254190 629 750|  957| 2.449 410} 48 
Stokes... s.0.: 30| 20,814 | Spied 2938334 653,934 3,711,606 2093.940 Ra 496| 2,430 105} 43 
ee 5i| 34,027 2,755,653|............] 3,110,813 873,640 6,740,106 3,871,170 712| 1,210] 1,012} 3,028 505| 49 
ao hl Sa 19} 14,820 1,458,194|............ 338,482 253,844 2,050,520 1 147,330 98 es +0 307 413 155 41 
i 16} 10,498 1,448,138|............ 1 18 055, 310, 
—.. 6| *4.849 27.492 F34,120 621.947 176,485 | ce: ES Scinaah 60| 342 35| 30 
Union 53| 37,586 ieee 3,770,606| 1,316,734 6,459,258 2,966,350 923 790} 1,152] 4,398 490| 51 
3 708 ae 1,848,531 354,575 7,332,475 3,468, 1,013} 1,280} 877] ‘1,693 720) 54 
Wake eae 31 ar o10 ra ere 6,436,136] 1,389,238] 14,386,894 20,653,300 3,569} 7.120} 5,009 Su4i] 4,205] 89 
Warren....... 29| 22.344 SO sx antde sins 2:120,195 477.133 3,121,030 843,810 155 290} 632} 1,506 335| 44 
Washington 16| 11,636 790,039 F62,682| 1,136,013 262:350 2:251.084 431.160 78 500|  295| 887 155| 43 
Watauga...... 19} 13.989 Reap 666,929 458,753 1.859.739 965,470 97 140} 198] 702 60} 35 
Wayne 78| 48139 7. nae 6,881,571 914.220] 11,728,057 6,788,180} 1,428} 2,500} 1,594) 4,136] 1,055] 56 
Wilkes........ 44] 33.981 RE clonic ues 1,797,082| 1,005,298 009,866 1,554,990 232 570| 628] 1.780 205| 33 
aan | teos0| aseserl 2S ee ee ee ee ee te 
Yadkin........ 23| 16,939 eee i 779, ee Mo . 
9 
Yoncey....... 22| 16,804 914,842|............ 749,788 394,179 2:058,809 800 116 290 185} 275 60} 1 
State Total..! 4,633! 2,761,547| $432,737,757|  $2,414,499.$236,571,047| $58,170,262! $729,893,565|  $411,706,220! 79,330! 127,170) 105,038| 237,400} 68,137/..... 
NORTH DAKOTA 
A ele 14 5,494 29,818] M$102,000| $2,410,347| $570,987). $3,113,152 $1,821,740 259 150} 361) 663 75| 97 
ree i eee ch ee ee 
aoe: 32| 13,24 kat oes 733, ‘ 748, "389, ; 
Biron wena 6 2'919 2'831 MI11,900} 1.178.178 278,591 1,471,500 118,950 129 20 66| 176 20} 49 
Bottineau... .. 35| 13,957 RRR esone 8,258,591| 1,070,759 9,419,463 2,209,020 711 340}  858| 2,200 140} 110 
ola 11 4,527 30,931] | M53,000} 1,767,498 499,544 2,350,973 1,642,890 226 130} 295) 785 70| 135 
— 21 9,309 106,275} M684,000| 3,597,427 522,631 4,910,333 2,102,470}. 452 230/ 672] ‘1,291 165} 98 
Burleigh... .... 50| « 17,058 582,384 | M283,000} 3,562,897 857,571 5,285,852 22'092,610| ° 2,250} 2,300) 2,102) 1,704 870| 133 
a 101} 44,050 pita aa 12,538,144 2,053,548 17.474 315 22,528,150 6.141 4,550 5,287 6,067 3,850 160 
Cavalier.......| 40] 14,189 | einen 9,585,921] 1 119, * ’ 
Dickey........ 24| 10,213 | ENS 3,838,948 980,302 5,143,895 3,043,870 $17 900 931 1,591 195 78 
Divide. . 23 464 20,072 M80,000} 5,285, 5, ,980, 608, Y 
a. 21 9°418 31,737 MI11,900]} 4,215,845 820,933 $080,415 877,240 452 160} 405) 657 65| 60 
Eddy......... 14 6.117 I ive cseves 2, ee tae 3, Coe L378 00 291 570 454 0 215 1 
Emmons...... 30 11,575 yA | Sire 156,226 0 459, ’ 
Foster........ 15 5,840 | 3,225,098 495,408 3,798,902 1,747,960 290 360| 562} 890 120} 121 
Golden Valley. 10 4.332 33,845 M11,900} 1,952,211 340,659 2'338-61 1,002;220 194 190} 269} 542 60] 114 
Grand Forks. 67| 29.570 SI os occa os 9,187,980} 1,433,338| 12,226,942 12'542:030| 3,913] 3,260) 3,297] 3,409] —-2,033) 143 
Grant......... 21 9474 21,072 M13,000} 4,100,302} 1,050,634 5,185,00: 1,454,680 452 100} 450} 770 65} 63 
Griggs... ..... 18 6,920 Ri wtyviccrcen 3,917,973 701,168 4,668,131 2:141,730 355 90} 531] 857 85| 89 
Rai] BE Pea, gay scum) gaa) oe) ae 
eee. 17 7/588 <a ; 369, 95 
Kier alias 28) 11.454 UE fos oc0 neds 5,266,680} 1,143,337 6,473,742 3,868,680 582} 1,160] 1,052} 1,526 195} 110 
a... 18 7,882 i eEEGRS 3,551,965 799;605 4,365,887 1,771,580 388 90} 340} 765 60} 46 
McHenry... _ 35| 15,048 ane 7,403,749] 1,329,696 8,781,748 2'699,350 775| 1,280} 896] 2,466 200} 113 
eo sol 8728 | ea t4ons07| avticol «=P tsrossl «= “essigo| 0] cut sua Vasa] «aol 89 
cKenzie..... 20 8,724 Cy | | SRP eee 409, ' »LdI, ’ 
cLean 42| 16.171 67,617} M205,000} 9,413,025] 1,166,903| 10,852,545 4,401,500 808} 1,058} 1,084) 2,327 340| 98 
Mercer. . 20 9.255 16,230} | M517,000| 3,559,839 625,083 4,718,152 1,179,880 452 60} 579] 844 85| 51 
Morton... . || 41| 18,897 908,635 M87,000} 5,616,183} 1,157,398 7,769,216 6,955,310] 1,610 690} 1,867} 2,315 705| 100 
Mountrail..... 29| 12,740 24,121 M9,400} 5,709,095 963,804 6,706,420 2,714,690 646 90} 711] 1,786 130} 94 
Nelion.. cea 26| 10,133 WE id veani cues 5;516,108 899,599 6,475,227 3,069,660 517 670} 789) 1,504 150} 103 
Oliver 10 4202 12,009 M11,900| —_2:238;238 415,607 Be. sscainncees 194 40} 121 339 10| 49 
Pembina udeph 33| 14,315 66,790|............ 6,603,470 1,162,253 7,832,513 3,028,970 743 670 1,157 1,624 205 98 
ierce 20 642 eee Maeerate 156, Y 352, 644, ' 
Ramsey....... 41| 15,769 ee 8 8,309,869 866 9,846,893 5,720,130} 1,582 870| 2,034] 1,979 560| 127 
=| 3 a a save] “Okan msl) Sass Sa ae) 2a ie 
enville.. 19 7,330 ats 633.6 ; "244, ’ 
Richland.” 50| 20,822 labialis 9'323,669| 1,902. 11,652,496 6,212, 210| 1,610 980| 2106| 2,696 495] 110 
olette,.. || 17} 9,031 NN 42d aed 2:776,474 629,087 3,433,249 378,410 452 130} 421] 927 90} 72 
ae ee eee fishes] Lis) fae) 3a a] au a 
eridan...... 18 (6 Sy {| Sepa. ,031, 5, 744, 245, 
SRLS 7 3,363 Fes Ay 1,064,239 275,489 1,342,559 8,360 162 201 109} = 303 25| 49 
Slope...) 0 9 01 renee 1,685,877 375.419 2,331,674 377,430 194 10} 171] 423 155| 89 
Stark. 0177" 32| 14.178 675,411 M84,000} 4,684,464 669,092 6,112,967 5,633,320] 1,390} 1,050} 1,305] 1,499 430| 97 
Stel... 20 7,145 re 4,909,878 753,684 5,696,067 1,980,680 356 230 527} = 95 85| 90 
Stutsman, . 57| 24.585 eee... ... 0.0... 10,651,685} 1,749,584} 13,226,005 5,720,200} 2,554} 1,070} 2,274 3,034] 1,045} 110 
Towner... 23 8,054 ane aiesrare? 5,944,134 745,091 6,712,230 1.787.650 420 240| 542} 845 135} 83 
Traill.., 33| 12,295 MR ios egg 6,467,562 932,474 7,454,778 5,365,760 614 420} 1,200| 1,826 175| 110 
Walsh... 22.7" 49| 19,292 Pe ia ee 10,001,167} 1,143,385} 11,566,210 6,650, 1,629 550| 1.760] 2,508 320| 90 
Ward ORE. 63} 29,320 1,043,119} _M131,000| 9,489:751| 1.471.720 —-12°135°590 9,160,360] 3,504 2,440} 3.2941 3,737) 1,595] 137 
Wells RAs: 35|  12°936 1 ae 8,024,139] 1,037,415 9,216,241 3,627,410 646 650| 845) 2,061 270| 94 
illiams. . |. 37| 177704 324.2341 M121,000| 6,310,070} ‘1,082,522 7,837,826 '669,100| 1,710 720} 1,575| 2,452 490| 127 
State Total..! 1,538! 641,192| $13,363,775! _ $2,473,0001$284,549,783| $46,505,413! $347.161.971| $199,322,190| 48,325! 32.2101 53,323| 80,827| 18,033]... 


*1920 Population. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Qual- 
Dart- 1925 Do- Pass- ity of 
County nell | Popula- | ,, Value of Total of Families} mestic | enger | Ford | Num- |Popu- 
Index tion Value Added | Mined and x Live Stock County Bank With Light- | Cars | Pass- | ber of {lation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture Products Factors phones Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
Adams........ 34) %22:403| $  G00493!............. $2,296,171] $1,849,436) $ 4,746,100) $ 1,616,460 532 1,100 711} 2,426 164| 72 
Allen 144 74,819 Ck ae 2,670,328} 2,875,731 25,943,132 17,560,170} 11,310} 12,600} 8,218} 6,258 5,158] 138 
Ashland....... 55 25,564 "sae 2,401,115} 2,512,627 11,702,516 6,371,35 574 2,290} 3,259] 3,074 845] 146 
Ashtabula..... 131 68,943 16,222,898 F$172,143| 2,748,804) 5,208,928 24,352,77 13,520,430 8,490 7,750} 7,023) 6,801 5,506] 139 
Athens........ 79 51,922 i. 367, 476| M5,843,000|} 1,280,533 1,606,636 10,097,645 7,262,830 4,548 4,950} 3,511} 4,532 1,637} 90 
Auglaize....... 59| *29,527 PE rere 3,474,300} 2,863,725 10,724,400 7,767,020 3,684 3,210} 2,601) 3,250 837| 113 
Belmont....... 209} 102,449 13,678,872) M21,928,000! 2,555,021} 3,281,855 41,443,748 24,089,490 6,246 8,980| 7,220) 6,300 4,372! 8] 
Brown........ 38| *22,621 i!) ae 2,935,596] 2,429,825 5,917,597 , 188,400 532 1,280 885} 3,196 205} 87 
Butler........ 242 96,516 Bk | ee 3,495,373)  2,881,6 946,307 23,400,430] 12,820) 12,220) 8,804) 9,223 7,374| 124 
Carroll 29 6,044 i 748, 881 M664,000} 1,540,878} 1 672, 548 5,626,307 2,190,630 1,150 ,666| 1,678 375) 89 
Champaign. 46} *25,071 coo. are 3,331,415) 2,630,273 8,529,843 3,681,400 2,111 2,960} 2,330) 2,786 696) 124 
“| eae 192 88,826 So | 60,814) 2,416, be og 19,194,610 9,973) 16,700} 8,107] 7,714 5,191} 124 
es eee 46| *28,291 ESL ee 2; 496,460 2,749,758 066,315 3,262,530 665 ,200} 1,844) 3,450 622) 105 
Centon. ...::.. 41} *23,036 ES <.) eee 2) "870, 904; 2,383,901 e 611 464 4,949.2 2,329 2,950} 1,791] 3,202 583} 135 
Columbiana 190 86,821 34,249,771 M879,000| — 2°566,601 3, 504, 516 41, 199, 888 21, 032, 030 9,403] 12,980 8,612 6, 653 6,914! 133 
Coshocton. ... 57| *29,595 5,177,373 M446,000} 2,033,712) 2,659,984 10,317,069 6,703,740 2,198 3,490} 3,336) 2,578 831) 113 
Crawford...... 73 37,196 OS i 2,946,127 983,908 14,733,997 6,341,29 816 4,900} 4,507} 3,399 2,450) 138 
Cuyahoga.....| 3,032] 1,116,889 528, 330, 139 F 266,441 1,261,761 1,629,354] 531,487,695 852,449,300} 131,655] 232,000) 118,139] 68,573} 82,281] 119 
Darke. 74| *42,91 So. | rrr 6,486,726} 4,753,964 12,126,070 6,458, ,118 4,570 120} 5,198 852} 102 
Defiance..... 45 24,577] « 2; $00. 928 F9,000} — 2,860,307) 2; 525,486 8,289,721 3,964,970 1,809 7,070} 2,159} 2,905 566] 141 
“aed Lewete 48} *26,013 LSS nn a re 2,988,178} 3,503,188 8,642,544 4,368,830 3,063 2,460} 2,557) 3,152 668) 13U 
ne ae 87 4,616 10,885,489 F807,450} = 1,902,9 1,648,554 15,244,445 16,183,850 4,438 5,330} 4,451] 2,923 3,393) 113 
Fairfield. ; 75 41,211 fis Ay) errr 3,094,933 ,062,666 13,214,631 7,530,300 4,084 ,840| 4,27u) 5,064 1,719} 114 
Fayette...... 40} *21,518 Eo C2 eee 3,011,803} 1,994,684 6,301,519 5,424,080 2,503 2,310} 1,897) 2,696 680) 114 
Franklin. .... 623} 319,292 Ao |) re 3,315,040} 3,650,119 92,996,519 118, 018, 170| 37,994 53/930 35, 559| 30,160 25,122) 146 
Fulton... 0... 50| *23,445 UL) re 3,855,073] 3,719,675 9,615,868 6,945,620 1,817 2,050} 2,209) 3,285 474) 130 
Gallia......... 32} *23,311 874 1,459,296] 1,512,012 3,212,182 2,186,070 1,189 630 979} 2,139 217) 68 
Geauga...... 30 15,242 1,893,155} 3,495,755 5,668,162 3,201,110 267 2,000} 1,340) 1,861 227) 121 
Greene....... 54 32,063 3,655,499] 2,716,444 9,020,213 3,567,500 2,527 3,300} 2,769) 3,656 1,250} 124 
Guernsey..... 85 46,844 6,502,735 {5,591,000} 1,514,199} 2,113,220 15,721,154 7,178,220 4,733 3,010} 3,450} 3,582 2,260} 94 
Hamilton......| 1,388} 512,341 ek hr 2,239,612] 2,787,642} 279,149,193 317,233,620} 72,408) 87,020) 45,209) 32,606] 62,119) 124 
Hancock... .. 76 38,697 Py ren 466,997 ,590,422 12,352,737 12,065,52 4,210 4,770 »743| 4,460 1,539} 132 
Hardin........ 51 *29,167 Ke 144,699 2,719,239 8,367,218 5,548,650 A ,830) 2,844) 3,495 735) 122 
Harrison..... 40 19,934 338,3 M4,346,000} 1,250,678} 1,774,870 7,709,928 4,875,700 399 900} 1,741) 2,123 941) 116 
Henry....... 46] *23,362 545,033 F6, 4,833,523] 2,701,950 8,086,506 6,409,540 1,958 2,390) 2,323) 3,461 679) 125 
Highland..... 49| *27,610 DF AS, Se 2,704,804) 2,722,235 8,081,785 5,632,380 1,744 2,560} 1,749) 3,957 556} 113 
Hocking...... 36| *23,291 1,945,025} M1,355,000 953,234 853 3-997 5,107,256 2,413,230 1,986 1,780} 1,735] 2,268 773| 79 
Holmes...... 32| *16,965 604,365 M49,000} 2,615,137} 2, 867, 963 6,136,465 2,996,370 399 75U| 1,503) 1,724 659) 90 
Huron....... 65| *32,424 cote | ee 2,910,038] 2,796,095 10,045,941 . 467,450 5,506 3,680} 3,958) 3,445 2,363) 159 
Jackson...... 42} *27,342 3; 120, 503 M404,000 894,028 939255 5,357,786 258,310 1,901 2,500} 1,348} 2,522 709| 76 
Jefferson. .... 189 84,467 24,963,714) M9,412,000} 1,181,011 1,487,542 37,044,267 30,151,090 6,923 8.650} 7,229) 4,433 7,753| 100 
BOR 6 Saat 551 *29,580 Jel. | a ar 2,481,332} 3,651,886 10,356,468 5,107,560 5,408 2,830} 2,921} 4,012 955} 139 
ORO sicik a. 4-v she 61 31,918 9,363,550 F296,991 . 1,257,764 11,822,926 5,543,300 2,783 2,800} 4,779} 4,116 4,231) 157 
Lawrence...... 63 39,568 066,777 M218,000| 1,627,991 966,816 9,879,584 4,134,920 2,742 2,790} 2,758] 2,965 1,207) 75 
Licking...... 108 900 Ac |) rr 3,062,747) 4, 724,676 18,609,726 13, 780, 480 6,647 6,010} 6,574) 6,214 3,467) 133 
ERR 6 50.0 51 30,115 ES) re 2,787,819} 2,818,288 7,999,466 4,531,580 3,147 9,050} 2,987) 3,232 1,039} 159 
EGIRIN so 10550:s 288 98,868 71,563,475 F46,753| 2,399,218] 4,260,960 78,270,406 32, 492,660} 12°982 11,020} 10,527] 7,184) 13,813) 132 
OS eee 757| 322,738] 130,442,509 F114,262| 2,585,116} 1,600,480] 134,742,367 165, 162, 780} 37,908 900 061) 18,967} 31,487} 124 
Madison..... 39] *19,662 iS eee 3,963,989] 2.220.751 6,748,66 53513,530 1,638 1,720} 1,548] 2,512 418) 118 
Mahoning.... 551) 226.055 124,916,131 M149,000 ,640, 2; 925,150} 129,630,921 65,505,000 19,008} 30,800 19; 910} 13,484) 39,974) 119 
Marion....... 87 46,553 CO a ere 2,562,518} 2,408,403 16,439,780 7.613,780 6,765 E 5,469} 3,951 2,338] 135 
Medina...... 61 27,464 5,764,758 M112,000| 2,658,303) 3,593,948 12,129,009 8,916,960 3,226 4,450) 3,621) 3,206 1,299] 165 
Meigs........ 39 26,525 1,174,093 M457,000} 1,327,809} 1,678,911 4,637,813 2,651,060 1,380 2,190 , "550 2,105 748] 84 
Mercer....... 52] *26,872 eer 3,131,830) 3,082,740 9,323,549 6,508,600 1,156 1,330 944) 3,423 485} 90 
ae 103 50, 343 14,654,583]............ 4,238,210} 2,878,172 21: 770, 965 8,918,360 2,955 7,540 , "352 5,177 2,159} 139 
Monroe...... 31] *20,660 (| eS 1,441,106] 1,708,974 3,420,884 3,417,910 760} 1,153) 1,905 350) 72 
Montgomery... 519] 235460]  10RGR2 79). 5. occcc cox 4,516,180} 3,581,010} 112,539,369 57,955,370) 23,514] 45,706) 25,518) 20,190] 21,779} 138 
Morgan...... 25] *14,555 876,437 M348,500} ‘1,194,163 1,858,106 4,277,206 2,039,870 266 240 035} 1,439 245} 83 
Morrow...... 29) = -*15,570 SCL) eee eee 2,143,069} 2,670,185 P 367, 159 166, 020 267 470} 1,594) 1,988 161} 100 
Muskingum. ... 119 58,257 14,451,269 M828,000} 2,286,710) 2,961 086 7,065 19, 291,710 6,825 5,940} 6,903 5 735 4,216) 137 
Noble......... 28] *17,849 174,652 M348,500} 1,383,686} 1,801,388 3,708,226 2,851,190 399 620} 1,041) 1,522 130| 67 
Ottawa.. 46} *22.193 3,346,357 F287,358| 2,381,401 1,597,055 7,612,171 9,029,280 1,354 3,000 ,U48} 2,309 1,338} 144 
Paulding. . 32| *18,736 826,24 F6, 2,644,770} 1,850,482 5,327,499 2,864,5 400 1,280} 1,175} 2,338 345) 95 
Perry........ 61 36,495 2,296,308] M3,819,000} 1,310,839} 1,475,703 901,850 6,776,200 1,855 3,370) 2,730) 3,656 1,380) 87 
Pickaway..... 45} *25,788 Oe 5 / a ara er 4,021,887] 2,438,538 7,448,772 4,461 030 2,113 ,660} 2,415} 2,790 93} 98 
PARES a5 ais. s 8 ape 20| *14,151 La eee 1,304,471 920,645 2,341,601 1,087,890 267 500 453) 1,496 106| 57 
Portage...... 81 39,647 9,102,055 M112,000} 2,527,012) 3,697,117 15,438,184 097, 3,632 3,770} 3,911) 4,414 2,849) 139 
Preble. ...... 44) *23,238 “1 A, ee 4,671,498)  2,920,8 7,868,361 5,407,480 1,640 2,210} 2,393} 2,918 435} 127 
Putnam...... 51] *27,751 SOUS (|) re 4,386,376) 3,140,885 8,722,231 5,976,190 665 480) 2,276} 3,253 366) 94 
Richland. .... 133 59,431 sok. 2 0 |) nae 2,964,767 ‘a 121,910 28, 251,517 17, 105,200 9,507 7,200} 7,574] 5,636 3,589} 143 
Ric. ss 71 42,398 ce) 2K) eer 3,52U,884| 2,307,481 9,469,578 9,856,930 4, 2,587} 2,995] 4,423 1,628} 103 
Sandusky..... 85 38,206 10,326,270 F9, 3,867,011 2,668,237 16,871,183 12,596,570 4,436 4,240) 4,608} 3,798 1,572] 137 
Scioto... ...... 139 71,000 24,372,769 M348,500} 1,653,508} 1,413,906 27,788,683 12,555,980 8,282 5,90u| 6,041} 7,459 4,279| 97 
Seneca....... 93 43,603 10,278,744 Fl, 4,760,721 3,595,712 18,636,177 11,730,210 5,619 5,330} 5,461] 4,501 2,086} 139 
Shelby. ...... 52 26,636 Ly ESC) | ee 3,305,773} 2,635,700 11,078,011 3,258,840 2,747 740} 2,697) 2,776 629] 114 
Stark........: 541} 207,941 112,799,368} M1,190,000} 3,788,057} 4,776.168} 122,553,593 87,774,660] 22,598] 41,560] 24,321] 16,020) 18,149) 137 
Summit...... 930| *286,065| 271,099,774 M112,000} 1,706,812} 2,495,690] 275,414,276 93,033,340] 19,511] 47,200] 3u,982| 23,047] 31,858} 137 
Trumbull..... 235} 101,570 hk | eee 2,147,497) 4,137,934 54,253,819 25,284,400 9,226} 16,290} 11,767} 9,861 5,831} 125 
Tuscarawas.... 136 67,285 17,373,437] M2,476,000 2, 296,299! 2,639,663 24,785,399 19,436,420 ,0U4 6,990 729 ,644 3,638} 116 
Union........ 38) *20,918 5 ir 3,121,084] 3,026,642 6,825,571 3,392,610 1,520 1,570} 2,237] 2,008 263} 98 
Van Wert.... 46| *28,210 BD ES Lee 3,063,697! 2,488,877 6,866,376 4,490,370 2,747 2,180} 2,963} 2,995 886} 105 
Vinton....... 17] *12075 399,095 M181,U00 678,282 746,425 "U04,802 760,130 266 260 573 958 121| 57 
Warren...... 52 26,404 Ue <, _———ee 3,148,221 2,764,67 11,210,358 3,209,110 1,880 2,500) Z2AG2) 3,127 710 116 
Washington.... 79| *43,049 5,515,043 M348,500| 2,264,821 2,501,442 10,629,806 14,369,600 3,813 2,360} 4,629} 3,158 1,756| 111 
Wayne....... 84 43,207 5,779,048 M46,000} 5,094,230} 5,236,154 16,155,432 8,669,940 5,230 4,700} 4,942] 5,493 2.798) 154 
Williams..... 49| *24,627) Rio 5) ear 3,028,578} 3,323,760 8,005,170 8,490,020 2,706 2,950} 2,536} 3,92 682! Ho 
‘SS Tee 93} *44,892) 6,480,845 F1,000} 6,871,513] 3,881,386 17,234,744 13,590,910 2,422 4,200} 5,262) 5,285 1,576} 12 
Wyandot..... 38] *19,481) Ck.) asa a 3,008,201} 2,783,425 6,834,595 4,174,460 1,566 1,930} 2,191] 2,240 543) 127 
State Total. .' 14,311! 6,249,685 $2,271,518,601| $64,035,063/$240.972,102/$235,314,005| $2,811,839,771| $2,437,241,970 651,759] 910,423] 629,768] 525,115 462,702 ee 
*1920 Population. M—Mine Products. F—Fishery Products. 
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Marcu 31, 1928 SALES MANAGEMENT 45 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart-| 1925 Do- Pass- ity of 

County nell | Popula- Value of Tota! of Families| mestic | enger| Ford | Num- |Popu- 

ndex tion Value Added | Mined and Live Stock County Bank With Light- | Cars Pass- | ber of {lation 
M By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income |‘+V©. 
anufacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 

NOMID +6503 0/98 20 15,497 Ce Ct Eee $ 860,982) $ 472,959 $1,513,106 $ 973,840 364 200 179 672 125} 33 
(A Seer 36| *16,253 7 0) Sr ere 6.484,554| 1,824,084 564,764 2,640,780 365 1,160} 1,060} 2,823 222] 114 
Atoka 32 24,857 WARNS es canine eos 2,254,540 54,743 3,157,893 980,830 573 440 217 806 77| 24 
Beaver... 0.0 31 14,286 22. | HE eee 5,478,264] 1,863,079 7,383,736 1,778,740 312 370 415} 1,651 67| 76 
Beckham...... 36| *18,989 152, Saree pete 5, 789, 994; 1, 270, 227 pA 212,624 2,731,180 1,303 1,250} 1,401) 3,517 473) 114 
INO cio 65 350% 30] *15,875 | ee 4,343,235] 1,116,324 5,860,987 2,103,140 365 1,270 847| 2,573 222} 111 
Bryan 69 46,845 7 | RT ie 7,289,877) 1,530,767 9,098,784 4.253.050 2,112 2,310} 1,179} 3,034 357| 54 
RS ies coca 67| *34,207 RIEIMNE, 6 ici coetce 11,199,769 2:431,223 13,811,137 5,011,310 276 1,660 ,776| 6,422 453) 103 
Canadian...... 43| *22,288 eo. 0)? | ee lee 4,704,501} 1,611,261 8,213,774 3,770,530 2,030 2,150} 1,509} 3,326 1,156} 110 
eee 74 48,681 Pe visivsecscass 3,809,825 968,271 7,656,295 9,635,770 ,602 3,560} 3,664) 5,746 2,520} 89 
Cherokee... ... 28 21,624 6/501) See 1,810,548 743,211 2,591,151 980,170 521 271 619 135} 28 
Choctaw...... 50 37,970 i! <r, SARs 3,299,063 691,267 5,134,080 1,366,950 1,760 1,610 763} 1,370 366| 38 
Cimarron...... 7 oe. ERO. SE EN 1,129,493 662,733 1,792,226 80, 1 ES 105 492 lu} 87 
Cleveland..... 32 19,699 pL | eee 3,245,665} 1,073,927 4,474,130 3,149,330 1,631 2,990} 1,050; 2,418 385) 113 
OF ae 26 19,871 19,215} M$136,000) 1, "959,214 566,388 2,680,817 506, 1 734 600 423 721 125} 32 
Comanche..... 46 27,262 1?) | eae 5,040,055} 1,705,880 7,739,056 3,532,580 2,040 1,980} 1,643) 3,771 674| 98 
CONOR. i605-- 32 30 17,076 Co |) aera 4,432,948 990,492 5,483,856 1,482, 829 1,290 659| 2,137 217| 70 
IR. occas: cans 33 20,154 1,288,262 M76,750 2,368,928 1,149,939 4,883,879 3,164,870 1,283 950 589; 1,497 250} 60 
ers 110 83,019 Eo 2 || ere 4,208,903} 1,090,630 8,532,868 9,525,820 4,527 5,050} 5,997} 9,823 3,566} 81 
Cu eee 36] *18,736 L/S 4,584,720] 1,682,000 6,787,949 3,424,970 966 i 977| 3,030 384| 114 
Delaware...... 20 15,228 [i> | See 1,473,122 843,775 2,392,863 157,310 365 270 148 581 29| 27 
Do eee 21] + *12,434 i (Ct | aren 2,481,481 1,221,807 3,721,872 1,451,140 312 110 362} 1,670 67| 90 
1 a 21; = *11,673 BINS sek isch as ,593,029| 1,291,937 3,965,595 93,440 260 390 559) 1,472 115} 84 
Garfield....... 77 40,021 DSR Ee. ccccusees 6,391,436] 2,376,424 11,352,536 14,443,990 4,532 4,810} 4,122) 6,496 1,974} 138 
ee 55 35,787 FRE. ow sce cewes 5,700,51 1,274,301 7, 320,312 4,491,170 ,466 27 954| 3,622 490} 73 
CHOP. <2. <0<. 66 36,001 pK S).) Sree 8,118,886} 1,968,496 11,480,220 6,914,460 2,537 3,260} 1,893) 5,011 982) 94 
ae 36| *16,072 Co aa 6,056,520} 2,250,986 8,462,199 3,129,000 365 720} 1,054} 2,906 298) 111 
Cl eer 33| *15,836 71; |: | ir aa re tee 6,172,789 958,945 7,341,543 2,461,740 898 910 909} 2,821 193} 98 
Harmon....... 27; = *11,261 ROR clecornvascicnas 6,560,336 749,702 7,378,864 1,040,250 260 320 692} 1,806 96} 81 
Harper........ 17 *7,623 C7 | AAR eRe 3,133,665} 1,094,410 4,275,418 559,760 156 290 231} 1,254 39| 103 
Haskell. ...... 29 19,693 91,941 M364,U00 3,005,515 723,875 4,185,331 1,278,530 469 500 327; 1,128 87| 38 
Hughes....... 42 27,179 jf ks | one 3,836,877 928,317 4,907,170 5.242.370 1,532 1,010} 1,606; 3,750 384| 76 
WREMIOB << oss 56} *22,141 ES vise cones 13,216,088 1,177,011 14,842,566 4,272,270 1,405 ,600} 1,607} 4,169 424| 114 
Jefferson...... 31 17,796 7.) 5 1 | Re 4,314,816 957,546 5,556,999 2,551,510 755 1,150 611} 2,429 183} 79 
Johnston. ..... 31 2,045 174. | | re 2,938,953 723,462 3,685,212 1,319,390 521 760 326} 1,531 79| 43 
|) Sete 79 39,386 KA at? | er 5,409,375} 2,260,954 11,478,111 16,611,640 4,928 5.530| 6,071) 9,209 2,901} 175 
Kingfisher mae 32] *15,671 pt, |.) Sore 5,149,994] 1,607,454 7,030,256 2,105,390 364 950 798} 2,340 173} 98 
ee 51] *23,094 1. 5) a ee 9,910,120} 1,791,380 11,899,653 4,463,980 1,339 3,020} 1,546) 4,576 323) 124 
Latimer. ......... 21 15,308 143,578 M945,000} 1,010,159 353,124 2,451,861 793,180 365 520 205 621 115} 28 
Le Flore...... 69 50,489 933,601 M652,000} 4,921,627} 1, 208; 436 7,715,664 2,938,590 1,482 1,730} 1,084] 2,660 453) 39 
Tancolny..<-2 00+ 55| *33,406 5 6.) |, are 5,866,775) 1,754,414 7,953,389 5,709,000 781 1,250} 1,305} 5,172 328] 78 
i ree 47| *27,550 PCC) | ree 4,095,764| 1,386,797 6,583,172 6,613,310 2,194 1,460} 1,717| 3,521 722| 98 
PANO So wiiaceciaee 22 13,676 Lf 40), eae ane aeeere 2,895,347 527,574 3,441,351 1,132,830 312 440 444) 1,058 71| 57 
McClain...... 34 21,403 1 0 ees 4,307,925} 1,032,369 5,442,860 2,173,740 879 830 495} 1,712 174, 52 
McCurtain 64 47,663 y 3) / ke aera 4,040,559 922,689 7,190,628 2,347,690 1,433 1,120 662} 2,241 222] 27 
McIntosh..... 44 29,485 y | ee 696,518} 1,015,173 6,000,347 2,692,770 677 1,070 555} 1,607 202} 38 
ajor. 22| *12,426 5454 1 1,295,582 4,567,390 895,820 312 420 512} 1,787 125} 84 
Marshall...... 24 16,402 90,508 477,152 3,281,110 1,320,250 769 760 371} = 1,103 86| 51 
MBVOO sos acc 24 18,661 Lo) | eee 2,390,899 983,672 3,431,773 1,135,540 417 590 297; ~=1,310 87| 46 
Murray....... 19 13,324 TGR Es oo ic ccceee- 1,734,184 469,015 2,367,308 1,382,250 749 1,180 395) 1,309 136} 67 
Muskogee... .. 103 66,788 3,783,810 M76,750} 5,922,100} 1,302,519 11,085,179 a 159,180 6,901 5,510) 4,873) 5,061 3,469} 94 
ee 26| *13,560 y.7 | 3+” | Een ce 2,747,566} 1,426,981 4,395,931 3:167,100 1,193 ,000} 1,359} 3,203 645) 141 
Nowata....... 23 16,848 [bs | SR eee 1,441,875 751,821 ,375,909 1/204" 1,157 680 725| 1,604 337| 62 
Okfuskee...... 49 27,915 7517/2) Seer 6,093,011 1,720,959 7,987,142 4,777,380 625 1,210} 1,460} 3,300 381; 70 
Oklahoma..... 251; 133,912 (Oly 0. | eee 3,766,290} 1,894,282 20,317,846 76,671,840; 19,223} 22,100) 13,706 18.354| 10,879] 165 
Okmulgee... .. 107 74,309 4,181,941} M2,514,000) 3,125,322} 1,030,250 10,851,513 11,148,520 5,621 7,140} 4,847) 6,813 2,888] 78 
SOG. b.cia sors 72 45,845 57 5% 7 | See aa 3,391,368} 1,965,639 6,094,849 13,743,680 2,222 4,030} 5,893) 7,537 3,322) 111 
Ottawa........ 70 55,494 Bele o cavnceen 1,754,184 850,417 3,325,956 7,860,920 2,747 6,650} 3,257) 5,610 860} 70 
Pawnee....... 33 20,142 Lo | eee 2,515,788} 1,057,483 4,090,026 4,467,710 959 1,540} 1,605} 3,637 722) 105 
Payne 56 33,830 FOCUUUEL «6 o's bn'sscee 3,072,579} 1,455,710 7,588,296 6,667,150 3,245 3,840} 2,987) 4,699 1,270) 116 
Pittsburg... ... 82 55,357 1,040,534) 3,061,000; 4,189,980) 1,301,069 9,592,583 7,929,150 2,958 4,540} 2,166 3,460 1,329} 60 
Pontotoc. ..... 52 34,697 pO re 3,802,209 1,144,288 6,853, 3,665,3 2,207 2,340} 1,401} 2,406 481} 59 
Pottawatomie. . 73 47,404 730) 6 ree 5,406,140} 1,387,407 9,204,284 6,924,230 3,308 3,550} 2,034) 4,602 1,146} 76 
Pushmataha. .. 28 21,703 iL? 7 7 | eee 1,746,708 560,488 2,506,223 1,472,740 469 500 259 909 106} 30 
Roger Mills... . 18} *10,638 CaM wr etlex wes 2'076,102| 1,086,966 3,168,399 695,150 208 170 251) 1,360 29| 76 
ee 26 18,281 153,160 M76,750} —1,659,751 820,915 2,710,576 2,590,020 1,063 1,170 868} 2,030 318} 78 
Seminole... ... 37 25,986 73 2 || Ean ene 3,475, 821,918 4.320,251 2,577,430 573 800; 1,387) 3,481 250| 65 
equoyah...... 37 27,793 10.42 ere 2,877,G66 837,917 3,820,132 1,776,100 625 990 328; 1,149 115} 28 
tephens...... 45 26,073 (S| SERINE, ee 5,342,725] 1,376,189 6,812,759 5,536,130 1,806 2,440) 1,746) 4,657 828) 119 
ree 31| *13,975 SRO ege nv ic-u vaste 5,458,234] 1,673,371 7,191,255 2,254,990 312 900 818; 1,756 154} 108 
Tillman. ...... 59 24,574 1d | eer 13,382,139} 1,262,975 14,793,906 5,227,630 1,563 1,280} 1,484) 4,086 395| 87 
Cee 293} 150,210 23,625, 930 M611,000} 2,231,348} 1,474,282 27,942,560 87,136,560} 18,965} 20,668} 17,318} 18,296; 13,490) 143 
Wagoner. ..... 33} *21,371 "374,440 M76,750| 3,447,096 ,182 4,789,468 1,564,260 852 1,100 534 406 174; 48 
Wanisgton... 51 32,392 3, ME oss o.c heet 739,836 606,166 4,774,209 9,391,190 2,815 4,000} 3,491) 3,393 2,310) 114 
Washita. . 50| *22,237 IE oikscsvnaaus 10,463,597| 1,877,232 12,426,990 3,006,950 521 780} 1,170} 4,120 205} 94 
Oo ee 33] *15,939 C1 9) | RRR ee een 4,590,318] 1,936,504 7,001,084 3,028,840 1,428 1,150} 1,078} 2,437 365| 113 
Woodward... 25| *14,663 71. | ee 2,760,146} 1,454,807 4,343,507 2,025,770 1,154 960 802} 1,993 280} 98 

State Total 3,771| 2,267,295| $92,134,806) $8,590,000'$330,120,697) $93,795,921| $524,641 ,424| $454,385,530' 144.199! 172,158| 134,339) 258,679} 70,090|..... 
Beker ee ae 35] *17,929 Kee M$441,770| $2,030,767) $1,962,090) §$ 6, 560,939} $ 4,603,000 1,578 1,770} 2,046} 1,127 1,105} 122 
— 26 15,489 i 5 7-4 1 0) Serenata 131,100} 1,053,505 3,520,924 3,679,160 2,030 if 2,174} 1,588 618} 154 
ackamas..... 71 42,099 5,844,682 F91,334| 2,432,579) 2,828,904 11,197,499 7,089,970 2 4,250} 4,649) 4,748 1,938} 125 
C atsop....... 6l 26,953 10, 300,176] F 1,401,447 222,625 720,936 12,645,184 8,511,760 2,429 4,020} 3,027] 1,265 740) 121 
olumbia...... 34 15,875 4.239.225 F 454,775 521,763 965,028 6,221,791 2,881,540 492 1,520} 2,024) 1,539 996| 129 


*1920 Population. 


M—Mine Products. 


F—Fishery Products. 


46 SALES MANAGEMENT Marcu 31, 1928 
OREGON —Continued 
. COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart-}| _ 1925 Do- Pass- ity of 

County nell | Popula- Value of Total of Families} mestic | enger | Ford | Num- Popu- 

Index tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of |!ation 

By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | ‘Ve. 
Manufacture | products Factors phones | Cus- | Than | Cars “Pex 100 

tomers | Fords Returns 
ee 49 24,691 $6,971,727| M-F$111,214| $ 773,181) $1,465,883 $ 9,322,005 $ 6,318,670 2,337 2,980} 3,917] 2,935 2,049) 160 
re 8 ,25 86,497 M65 503, 689 757,202 1,347,453 755,280 125 290 359 399 128} 110 
OT SEL 7 3,581 676,697} M-F168,575 161, "713 498,123 1,505,108 342,680 103 100 419 347 134] 113 
Deschutes. .... 24 11,950 Lk ee cre 559. 486 618,229 :997,U90 2: 935, 380 1,068 1,950} 2,362} 1,955 1,093) 186 
Douglas....... 37 22; 272 1,682,798) M-F158,861 1,332,980 Fe 754, 933 4,929,572 5; 430, 270 1,573 ,400} 2,678) 2,445 1,139} 138 
Gilliam 9 4,106 ere 1,003,914 838,601 1,868,930 907,380 124 320 407 344 223) 111 
OS ee 12 *5,496 817,301 MI178,621 670,545 1,152,066 2,818,533 843,780 155 430 529 474 175) 110 
Harney......- 10 *3,992 SL eee 561,368} 1,769,653 2,385,930 1,013,360 124 370 353 405 143) 116 
Hood River 23 8,484 840,594 F6,006] 5,266,118 261,551 6,374,269 197,950 1,163 1,570} 1,509 884 413] 183 
Jackson....... 37} *20,405 798,488| M-F15,481] 2,015,229] 1,507,995 4,337,193 7,674,770| 3,033} 5,180] 4,487] 3,031} —-1,227) 220 
{eoerten pe cashies 6 3,990 5 SS ee 379,753 498,101 891,919 401,390 123 260 203 274 73) 78 
osephine...... 12 *7,655 319,853} M-F36,751 476,174 414,213 1,246,991 2,131,310 866 1,200} 1,346] 1,278 326) 181 
Klamath...... 33 13,031 ee | 1,223,183 1,141,509 7,351,022 5,004,950 1,352 1,870} 3,189} 1,956 1,217| 192 
See 9 75,991 Sc!) eee 433,368 1,268,847 1,718,434 1,807,320 124 390 360 402 179} 133 
Lane 67 37, 515 5,104,310} M-F38,454} 2,080,130 2; 571, "476 9; 794, 370 10, 377, 170 3,932 5,470} 6,174) 5,760 1,922) 183 
LANCOMN,:..0:.....-. 10 6,366 182,821 F232,472 262,996 518,643 1,196,932 944,270 207 882 705 322) 144 
. RR ee 45 25,619 1,701,982 M26 2,803,680 2,773,286 ip AN 5,160,750 2,163 2,830} 3,029) 2,648 763| 135 
Malheur = 25 12,211 76 M8,299} = 2,087,1 3,049,163 5,245,385 1,974,790 362 1,000 680} 1,075 258) 86 
Marion....... 90 51,384 5,856,130 M885 4,346,126 2,869,339 “ Hee 480 14, 659, 710 5,232 9,240} 7,040) 6,039 2,201} 167 
Morrow....... 14 6,330 ep: a ereerrrne L, 342, 288 1,674,048 ,808 3,490 2 540 485 497 205; 100 
Multnomah 645} 304,017 92,606,539 F506,358 816,473} 1,592,191 95,521,561 149,692,030} 51,537} 70,290} 42,727) 25,635} 41,390) 190 
“ eee 26 14,583 Se Se ee 1,682,028} 1,319,996 4,431,924 179,580 1,197 1,410} 1,732) 1,633 467) 125 
Sherman...... 10 *3,826 i ree 1,916,862 5 2,431,438 863,320 104 420 530 1 224} 139 
Tillamook. .... 21 10,251 2. 108, 139 F257,596 310,091 1,542,051 4,217,867 2,218,860 310 1,540} 1,523] 1,339 615} 162 
Umatilla...... 63 29,139 USS8,.90TN «0s sss0000-0 8, 476, 713 2,811,119 12,821,399 8,189,300 2,100 2,533| 3,437) 2,685 1,851) 122 
Union. 33 16,887 ES a ae 2,295,806] 1,111,151 6,134,476 3,968,630 1,661 2,570} 1,908) 1,581 1,233) 154 
Wallowa...... 20 10,578 EE 154, SS ee 1,341,520} 1,248,010 3,744,458 1,458,150 311 1,000 887 841 280) 102 
WROD 5 53058 > 27| + =*13,648 i, "726, 622 F73,682 1,903,251 1,267,134 4,970,689 3,815,350 1,611 1,810} 1,979} 1,259 760! 154 
Washington.... 50 29,126 '646,035|............ 2,798,017 9,716 8,453,768 4,365,660 880 1,720| 2,739) 2,987 1,014} 110 
Wheeler....... 6 964 56,543 M144 345,629 "831 "459 1,233,775 540, 170 78 90 203 90 50) 83 
oo a 38 21,800 RG74,98G) «occ caaccs 2,216,433 1,787,181 5,678,560 4,903,010 2,496 2,510} 2,331] 2,774 604) 141 
State Total..! 1,693! 850,484' $166,679,485 $4,183,043| $57,874,738] $51,913,621] $280,650,887 $280,984,160! 95,426] 137,943] 114,324] 85,108} 69,075 
Adams........ 68 ee ee Oe $3,958,203} $3,206,826} $ 10,384,778] $ 12,876,510 891 2,690] 3,730} 3,183 678) 95 
Allegheny..... 3,673) 1,280,613 607,978,459|M$33,090,000 2,307,99 3359970 646,736,427| 1,098,681,800| 146,429} 163,780} 99,878} 42,408] 171,063) 105 
Armstrong..... 153 927 13,027,754) M7,446,000 2,721,626 2,136,480 25,331,860 138, 6,16 :960| 7,401) 5,837 4,800} 89 
Beaver........ 332| 130,467 81,846,058 MS503,000 1,560,801 1,881,999 85,791,858 29,480,630} 11,018} 15,900) 10,355) 5,706) 10,950) 95 
Bedford....... 61} *38,277 2,858,267 M772,000 2; 695,329 a 580, 425 :906,021 ,599,900 648 1,990} 4,027) 4,764 662} 84 
ee 489} 210,843 84,446,593 M25,000| 7,480,306} 6,859,048 98,810,947 80,398,200} 15,218} 21,410] 18,302} 11,464) 16,029) 97 
ee 246} 139,368 36,770,050 M174,000} 1,682,867) 1,695,428 40,322,345 26,377,760| 14,222] 16,940] 14,775} 5,757| 12,620) 114 
Bradford...... 108} *53,166 ,641,541 M12,000 4,492,878 6,798,623 20,945,042 12,903,550 ,404 5,230} 5,210} 3,657 ,228| 119 
Bucks........- 199 85,843 34, 215,774 F8,297 : 423,016] 7,239,909 46,886,996 19,876,800 4,182 8,910} 8,918) 7,370 3,577| 102 
eS eee 155 79, 865 16, 729, 248| 2,877,000 3,286, 358] 3,118,475 26, 011, 081 23,096,410 5,822 5; 7,743 ,660 4,200} 102 
Cambria...... 459} 215,803 42,979,711] M42,050,000} 2,203,674 1,553,359 88,786,744 65,201,890] 14,713] 24,200) 15,737} 6,961) 13,000} 78 
Cameron...... 16 *6,297 CSE eee 100,152 82,679 3,635,328 2,129,260 549 5 496 203 270} 89 
Carbon ne. 162 68,071 22,703,685) M14,043;000 862,346 659,999 38,269,030 17,237,190 3,043 1,380} 4,457} 1,798 5,679) 62 
ee ae 78 44,801 3,688,833) M1,936,000 3,036, 368 2,274,738 10,935,939 11,833,630 2,251 3,970| 4,736} 3,235 2,371} 106 
CRESRET 5 <5: 240 118, 465 28; 412, TN ss £0 cacenke 7,500,112 9,036,294 44,948,876 31,409,100 648 ; 11,561} 8,343 6,439) 105 
Clavion........ 69} *36,170 2,461,582} M2,655,000 2,359,971 1,776,075 9,252,628 14,239,350 879 820} 3,762} 3,911 2,100} 106 
Clearfield...... 188} 108,600 12,526,900] M11, "984, 000 1,928,991 1,382,727 27,822,618 24,167,860 5,279] 18,000} 7,638} 5,073 4,300} 89 
Clinton. ...... 72 34,694 11,647,604 M59 8, 000 1,190,756 781,819 14,218,179 9,067,570 2,082 3,940} 3,221 1,494 2,139] 97 
Columbia...... 111 *48,349 16, 251,568} M3,043, "000 3,246,122 1,951,368 24,492,058 13,947,740 837 6,450} 5,030} 3,297 1,796} 106 
Crawford...... 121} *60,667 10, | LY | re ee ee 4,396,882) 5,778,331 20,616,970 19,515,260 4,417 7,410 811} 5,350 5,000} 138 
Cumberland... 109 h 8,379,449 M24,000) 4,620,253)  3,640,4 16,664,122 14,664,470 2,802 6,450) 6,834] 4,079 2,713) 110 
Dauphin...... 386| 162,726 72,326,965| 5,826,000 3,392,245 2,617,72 84,162,930 55,455,690] 16,037] 28,500} 15,250) 7,283] 12,078} 121 
— ie 665} 204,343) 197,170,366 F2, 4,161 1,287,894) 199,394,493 61,512,170] 13,627| 21,400) 14,074] 9,497] 16,817] 86 
esi hak ies 89) *34,981 18,971,754) M2,842,000 546,840 497,08' 22,857,683 8,793,260 2,633 2,670 [Stat aoe 2,635} 95 
Ete i A atstonetiors 382| *153,536 73, 117, 558 F597, 597| 4,069,048) 4, 740, 308 82,524,511 63,664,360 17, 774| 23 070 17,961} 12,643 10, 350| 137 
Fayette....... 438} 199,805 28,006,236) M57,081,000} 2,004,006] 1,962,326 89,093,568 138, 9,929] 13,030} 14,665} 11,100] 13,725) 75 
Forest, ....... 16 *7,477 hk 222,417 168,167 3,377,557 1,433,930 129 200 539 561 200) 70 
Franklin...... 135 63,689 CO rere 5,856,846 4,230,951 22,447,963 26,106,430 3,338 9,650} 5,509) 3,745 1,956] 100 
ae 15 *9,617 ia 3 ee ,008 91,841 2,063,205 201, 130 290 647 781 25) 73 
Greene........ 68 31,893 918,650] M7, 680,000} 1,673,415} 2,331,294 12, 603, 359 10,742,590 1,862 1,250} 3,425} 3,956 2,090} 103 
Huntingdon... . 73 40,722 6,543,384) M1,940,000} 1,938,481] 1,654,349 12,076,214 8,016,400 1,672 3,250) 3, 2,885 1,068) 84 
Indiana....... 172 89,237 6,058.647| M15,923,000 3,154,827 Z, 400, 779 27,537,253 27,630,620 3,663 8,550} 6,971 869 4,650) 87 
Jefferson. ..... 113} *62,104 7,194,246] M6, 559,000} 2,247,680} 1,638,434 17,639,360 15,361,350 3,772 5,220} 4,933) 3,581 3,970} 90 
a eee 27| *14,464 bok ree 1,812,061 hl; "483, 630 4,349,034 3; 834, "900 260 880} 1,238) 1,520 246| 89 
ackawanna... 765| 301,459 37, 321,263|M113,025,000} 1, 250, 572 1,787,697 153,384,532 156, 151. 250) 24,390} 43,170} 17,450] 10,401) 26,765) 9% 
Lancaster..... 412) 177,631 BE GST BIG « ss hau ioc 19,359,723] 13,131,403 81,128,704 71,781,290] 15,317] 21,700] 20,525} 12,406] 10,720} 114 
Lawrence...... 268 94,333 68,789,768 M788,000 1,816,73 2,289,370 73,683,870 26,300,430 963} 13,590} 9,467) 6,466 ,240| 116 
Lebanon...... 134 65,182 C30 ED ee 3,454,367 3,320,872 25; ry 054 18,014,930 3,963 7,400} 6,713) 3,494 3,149) 97 
Lehigh........ 361 164,683 65. Lo eee 4,020,182 2,232,777 71,401,205 53,247, 10,295} 19,850} 13,862} 5,318] 10,219 84 
Luzerne....... 1,089 418, 074 49, 746, ,040|/M198,381,000 2;281, 237 1,955,641 252, 50, 918 165,840,700] 27,618 6,800 25, 971 12) 749| 28,804| 83 
Lycoming..... 185 84,394 TE tS) ee 3,632,874| 2,766,891 33,812,562 33,214,220 8,324| 15,640) 10,101} 3,730 7,266) 130 
McKean... .. 110] 49,5371 18006,372|....... 2.22: 76,619} 894,238] 191577229] _—-21°887'490| 5,399] 5:45u| 6,732] 3,213] 4,800) 135 
Mercer - 240} 102,902 43,226,831 M910,000} 3,247,940) 3,653,994 51,038,765 34,882,630 9,577| 12,160} 9,378) 7,177 7,050} 106 
Mifflin. ....... 73 33,507 kee een 1,701,807} 1,407,303 16,538,905 6,865,220 1,482 4,010} 3,429} 1,803 1,344) 95 
Monroe....... 46 25, ce Er 986,113} 1 058, 238 5,428,636 9,970,720 1,725 ya 3,303 275 849) 118 
Montgomery 460) 216,226 US 3,786,191 5,981,365 78,598,125 86,164,800] 17,536] 21,500} 24,805] 13,530) 21,059 108 
Montour...... 27| + *14,080 2; 066, ae 1,287,837 879,424 4,233,663 ,6U4,210 825 1,370} 1,022 612 327| 65 
Northampton. . 452} 168,142 99, 694, 0 ere 3,722,347 3,140,519 106,557,382 70,784,220) 16,157 000} 15,647) 6,670} 12,164 102 
N’thumberland | 281| 128,117] 19,607°594]'M33,418,000| 3°506189| 2'147'805| _58,679'588 35,427,120] 8,553} 14,850| 10,811} 5,013] 8,977| 86 
it SPREE ER 39} *22,875 1 484. eee ee. 2,326,641 1,719,894 5,530,648 5,293,020 89 2,040! 1,4151 1,984 394| 83 
*1920 Population. M—Mine Products. F—Fishery Products. 
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PROVIDENCE 


New England’s Second Largest Market 


Providence is the second largest market in 
New England. It is the trading center of 
Rhode Island and nearby cities of bordering 
states. Population of Rhode Island, 679,260; 
Providence, 267,918; 10-mile radius, 527,000; 
15-mile radius, 770,000. 


Rhode Island is strictly a manufacturing 
state. The leading industries are worsted 
and woolen goods, cotton, silk, jewelry and 
silverware, foundry and machine products, 
automobile tires and rubber goods. Esti- 
mate value manufactured products $621,919,- 
637.00 per annum. Total employed 183,177. 


The total resources of Rhode Island banks 
for the year ending June 30, 1927 were $571,- 


440,938.00. Savings accounts in Rhode 
Island banks for the year ending June 30, 
1927, amounted to $310,765,442.88, an aver- 
age savings deposit of $457.50 per capita in 
the state. 


97.57% of the state’s population is urban and 
2.5% rural. The state depends upon outside 
sources for 90% of its total food supply. 
Four out of every five homes in Rhode 
Island use electricity. 


Payrolls in the city of Providence alone 
amount to more than $2,750,000.00 weekly. 


This compact market is efficiently reached 
by Rhode Island’s Great Newspapers. 


Ge PROVIDENCE JOURNAL 


d 


Ge EVENING BULLETIN 


These newspapers have built their circula- 
tion on merit alone. They have never given 
a premium to a single subscriber. 


Their combined circulation is greater than 
that of the other eight English language 
dailies in Rhode Island combined. 


During 1927 The Providence Journal and 
The Evening Bulletin carried 24,185,615 
lines of paid advertising. This is 74.41% of 
the total advertising carried in Providence 
newspapers during that period. They lead 
in every classification of advertising. 


CIRCULATION 114,020 NET PAID 


ProvipENcE JouRNAL Company 


PROVIDENCE, R. I. 


REPRESENTATIVES 


Charles H. Eddy Co. 


Boston New York Chicago 


R. J. Bidwell Company 


San Francisco Los Angeles Seattle 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart- 1925 Do- Pass- ity of 

County nell | Popula- Value of Total of Families} mestic | enger | Ford | Num- |Popu- 

Index| tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of |lation 

M By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 

anufacture | Products Factors phones | Cus- | Than | Cars ‘ax | 100 

tomers | Fords Returns 

ets... 5,515] 1,979,364] $872,066,104 F $34,252) $ 245,050) $ 289,575) $872,634,981) $1,790,249,110) 171,132] 276,622] 108,259). 41,696) 164,840) 93 
Feces ohne 1 *6,818 Ni | arr eeee 244,091 488,427 1,017, 619 »443, 117 160 76 560 184] 118 
alata ates 4 21,089 \ 1,438,73 1,501,081 7,948,614 3,579,470 1,155 1,170} 1,571} 1,747 597] 92 
Schuylkiti eae 558] 223,339 21,189,450/M103,242,000} 3,062,832} 2,087,653} 129,581,935 75,950,700} 10,547 6,800} 14,684) 7,422) 13,051) 73 
Snyder........ 32 17.314 Be) 5 ee 2; 211, 790 1 538,932 322,937 3,673,130 260 1,320 563} 1,73 177] 81 
Somerset...... 166 90,265 1,742,332} M18,118,000} 4,081,457} 3,260,694 27,202,483 21,311,670 3,743 7,000} 7,313) 7,042 3,550} 79 
Sullivan....... 16 *9,520 709,85 M871,000 47,253 599, 2,727,754 1,407,520 130 820 768 663 352) 83 
Susquehanna.. 72| *34,763 3,456,059} M2,655,000 006,098} 5,282,305 399,462 606,890 1,190 3,760} 2,638) 2,344 2,098} 110 
AMOR shicsans 77| ~=*37,118 6,968,362 M961,000} 3,185,376} 3,965,668 15,080,406 9,220,210 1,788 2,690} 3,536} 3,096 1,071) 105 
Union $1). 95; 850 [SOL | aire 3,922:552).. 1; 596, 513 109,003 824,800 1,019 590} 1,495) 1,689 442) 100 
Venango...... 136 60,785 JUS 227) 1,301,490} 1,346,280 21,704,998 32,204,920} 6,383 6,390} 5,831] 5,028 5,200| 122 
Warren....... 102 40,277 DB 9D SOS) «sec aiases> 1,332,992| 2,038,764 17,571,304 26, 725, 830 3,475 7,150} 4,130} 2,781 2,260} 135 
Washington 462) 214,661 42,185,249] M39,050,000} 3,612,492 891,063 89,738,804 33120 12,931 9,100} 13,650} 12,179} 18975] 87 
i 65} *27,435 4,323,699] M2,654,000} 1,898,875) 4,532,598 13,409,172 4 ey "410 ,181 040} 2,518) 2,622 745] 103 
Westmoreland 688} 297,510] 102,081,518] M38.967,000| 4,679,574! 4,303,910} 149, 972,002 90,373,470] 20,402| 26,820 19, 808) 15,276) 24,025] 93 
Wyoming...... 27; +*14,101 MCSA TON ry i 0455 este ee 1,170,533} 1,761,660 4,210,948 4,360,020 260 1,380) 1,454) 1.745 309} 133 
RS 364| 149,119 59°417.735 M24,000) 9,665,771} 8,279,765 77,387,271 60,278,260 3,699] 14,760] 17,477| 10,189 7,957| 102 
State Total... 22,992 9,316,040 $3.223.421,127! $772,729,218'$196,586,374'$189, 831,737! $4,382,568,456! $4,910,969,100 731,249!1,121,882! 730,161! 419,779! 739,384)... 
Bristol. ....... 58 25,642) $15,419,705} F$301,464 $105,649) $- 313,279| -$16;140,297).....6c0% ccsewws 2,116} 4,370) 1,374 892 2,118} 83 
SS eae 92 47,431 - 862,852 F56,549 213,619 755,321 e 888,341] $ 4,809,620 2,156} 11,920) 3,591) 3,122 4,492) 110 
Newport...... 83 41,565 4,149,062 F1,804,528 530,491} 1,670,686 154,767 25,075, 4,280 6,130} 3, "414| 2,348 4,356} 116 
Providence... .| 1,553] 534,842| 298,077,838 F911,587 923,530) 2,671,373 302, 584,328 412,879;850| 58,033 ss 810| 40,168 24,090} 52,202) 94 
Washington.... 62 9,780 7,414,877 F222,450 430,729} 1,009,422 9077,478 13,663,760 ‘ 4,800] 2:973| 2,465 3,108] 137 
State Total. .| 1,848) 679,260! $343,924,334 $3,296,578 $2,204,218] $6,420,081! $355,845,211 $456,428,290! 68,4771 86,0301 51,520! 32,9171 66,276]..... 
Abbeville...... 39 280331 § 1318 AGE)... oc. cise, $2,780,016 ; $ 4,695,146 $ 1,232,310 666 1,100 498} 1,615 418) 33 
Aiken. ..i0swe 74 47,684 5. JS 5) a 4,976,563 675,425 10,976,660 4,382,460 564 1,350 907| 2,376 349| 27 
Allendale...... 21 16,215 Tis): 3 enone 1,757,983 148,277 2,022,016 438,780 68 450 156 916 69} 27 
Anderson...... 128 80,191 10,702,192|............ 8,757,785| 1,343,931 a 908 6,633,320 1,619 3,680] 1,991) 7,628 1,075} 49 
Bamberg...... 30 22,334 911 730 eee RARE 1,897,708 32, 041,882 1,235,280 97 820 374| 1,026 235; 30 
Barnwell. ..... 31 23,251 301) eee 2,846,274 243,395 3,406,722 878, 100 230 328) 1,366 135] 27 
Beaufort...... 29 22,431 342,166 F$81, 936 i af 477 212,360 2,461,929 1,650,530 7.) eae 271 857 275) 22 
Berkeley...... 26] *22,558 VL | es 5°676 212,679 1,510,935 353,73 ee 109 712 78) 14 
eee 25 19,375 Ab. | errs 1, 77 057 183,318 2,122,779 1,186,3 83 260 303 694 80] 21 
Charleston 201; 116,048 15,870,650 F78,852 2; 801, 613 448,250 19, 199, 365 46, 748, 320 4,567 7,000} 4,038] 3,827 5,354) 56 
Cherokee...... 45 28,358 0) i) ee 2,888,701 628,107 6,829,537 2,842,640 946 830 900} 1,972 287| 43 
ee ee 55 35,635 PES Ch / re 2,926,142 464,254 7,939,543 3,273,550 152 1,280 860} 2,207 440) 41 
Chesterfield... . 49 35,180 bo ee 3,956,945 597,688 5,576,130 2,737,520 345 610 578 ,672 230) 37 
Clarendon..... 45 36,403 Ti) < */ eee 2,389,541 432,699 3,651,887 1,139,560 153 430 263) 1,258 150} 19 
Colleton....... 40 30, 437 1,846,520 F 10,246 1,852,760 315,525 4,025,051 1 638, 320 129 340 227; + 1,010 124) 19 
Darlington.... 61 40,882 A 3,955,264 571,172 7,471,364 4,949,670 959 1,720} 1,050) 2,441 590; 41 
BPMN 6.056 «400: 37 26,786 Uo re 3,373,217 286,697 4,278,979 1,850,340 113 600 438) 1,733 252| 37 
Dorchester... . 26 20,346 eC) | ar 1,100,368 210,171 2,414,452 1,146,220 313 470 312) 1,220 240} 33 
Edgefield...... 32 24,712 ES en 2,345,362 424,831 3,187,385 1,128,730 106 420 383} 1,159 125] 24 
Fairfield....... 37) *27,159 Sh) - 1,93 34, 588 343,639 4,090,233 1,994,720 114 250 342 ,376 173) 24 
Florence....... 82 58,754 OE SL () ee rs 4,304,187 696,492 7,615,909 7,930,370 1,335 1,850} 1,481) 3,751 1,385) 46 
Georgetown... 27| +=*21,716 1,305,093 F68,110 548,725 154,81 2,076,74 1,325,230 362 690 353 816 474] 35 
Greenville. .... 191 99,895 ACS Oo) eee 6,807,316] 1,265,071 25,934,218 39,203,530 3,355] 12,900) 5,361} 9,607 3,060} 78 
Greenwood.... 58 36,969 BOSTON s s.s'ss cakes 2,304,189 27,203 6,080,250 966 1,840} 1,018} 2,989 560) 48 
Hampton...... 27 19,696 cc) |) een eae 1,581,844 235; "421 2'989,610 1,002,690 83 280 176} 1,296 160} 27. 
Horry......... 46 34,955 1,635,050 F45,657| 2,759,499 372,452 4,812,658 1,821,110 151 320 $19}. 45475 180} 24 
Jaeper.... 6... 13 9,940 DU) en 582,888 89,112 1,564,543 298,790 : eee 39 419 44, 16 
Kershaw...... 43 30,703 Ved CE | eee 2,848,309 509,917 4,571,630 3,140,530 494 1,080 748} 2,118 320| 43 
J.ancaster..... 46 29,749 eke) (3 ne 2,221,792 523,678 7,071,546 2,185,180 500 520 391) 1,276 154) 24 
Laurens....... 66 43,133 3 926, i ee rae 4,817,104 667,625 9,411,556 3,939,370 888 1,100} 1,023) 2,718 480} 35 
DUR Soke o's 5.5 38 27,681 =| ree 3,133,885 302,749 3,784,854 2,364,470 121 370 383} 1,145 100/ 21 
Lexington..... 52 37,734 TRUAAPG) canes e « 2,996,818 640,093 5,511,039 2,931,100 378 720 918) 3,877 280) 43 
McCormick.... 21 16,984 A eines 1,122,333 306,666 1,790,997 581,870 (ee 141 665 57| 17 
NATION... ...<. 37 25,491 Bo. | ee 2,173,954 224.082 3,907,319 3,332,380 350 1,030 506} 1,598 310) 48 
Marlboro...... 50 34,309 ie Ce | 4,234,151 288,303 6,267,274 2,982,600 540 1,500 804 042 440} 39 
Newberry..... 56 36,u98 US) re 2,939,396 564,663 7,471,144 5,317,940 802 900} 1,199} 2,273 394| 41 
Oconee........ 47 31,691 eC 3,122,235] - 658,341 6,180,780 3,082,240 136 780 635| 2,273 215| 44 
Orangeburg... . 95 70,012 Sct 5 eee $ 207,354 794,716 8,465,506 7,552,340 1,121 1,260} 1,688] 3,748 536| 30 
PICKEDS... . 5... 47 29,975 3,628,483]....... 3,128" 154 644,323 »400,960 2,649,010 385 1,000 699} 3,006 220| 49 
Richland. ..... 164 91,140 Ke) 1 "688, 219 402,621 15,253,299 42, 138, 880 4,441 8,550} 4,706} 5,470 3,810} 70 
Saluda........ 30 22,738 [Se 2,030,230 525,988 2,722,605 1,817,560 97 200 217| 1,062 43) 21 
sgl Poa 175} 100,382 OS OS) re 9,291,341] 1,450,476 30,245,910 14,524,870 2,665 4,130) 4,551) 8,452 1,960) 57 
Sumter.. ss 63 45,62 RT eee 3,228,313 7,306 5,164,465 6,806,640 1,316 1,510) 1,238} 2,150 760| 37 
Union. 53 30,632 eee 1,991,768 430,612 9,341,818 3,211,210 597 1,630 598] 1,622 360| 39 
Williamsburg... 47 39,058 "370, | See 2,940,749 487,052 3,798,310 26,790 167 530 230) 1,217 200) 17 
WS oo sas 84 52,133 ECU) ee 4,212,030 877,213 11,949,292 8,313,190 1,448 2,130} 1,787| 3,976 1,040} 51 
State Total. .! 2,689! 1,781,212! $159,318,320 $284,791'$140,296,823! $22,622,516! $322,522,450!  $262,700,990! 34,287! 68,660! 45,5371 109,102! 28,177!...-- 
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F—Fishery Products. 


._— KReONYIDMe COMO’ O RwNrmaw 


Marcu 31, 1928 SALES MANAGEMENT 49 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS Q 
ual- 
Dart-| 1925 Do- Pass- ity of 
County nell | Popula- Value of Total of Families} mestic | enger | Ford | Num- Popu- 
Index| tion | Value Added | Mined and Live Stock | County Bank With | Light- | Cars | Pass- | ber of [lation 
y Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income Ave 
Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
Aemetrone: «<.<}. «+008 313 $ ji een ee $ 6,236) $ 8,012 A es ee) SO Ame | ee Rei s| He eee] Gamer oes 
eC OO 16 7,534 CCl | Se aeea meereeese 1,934,908 776,677 2,777,187 $2,775,000 476 430 699; 1,236 175} 111 
Beadle. ses. 45 22; 268 pi i 0) eee ree 6,085,213 853, 9,023,102 4,802,350 1,427 2,750) 2,253 965 1,072} 139 
Bennett....... 5 1.4) | ee A 632,075 298,519 ORM iia ee anne tas 174 12 72 272 1} 43 
Bon Homme 25 115885 1) "| ae ee A 617, 275} 1,511,856 5, 244, 776 2,438,220 735 470} 1,338} 1,694 202} 124 
Brookings..... 35 17,320 [| 4,559,277 2,235,125 6,947,007 3,540,880 2,330 850) 1,844) 2,470 349) 121 
BrOwhh. ois 60 0 72 30,533 yi 2) S| re 8,783,376 1,989,428 13,430,223 14,790,790 5,213 4,520} 3,499) 3,958 2,832) 165 
Ole: axe 16 8,110 71. | ee 1,359,396 969,901 2,458,017 2,780,010 519 340 748) =1,182 244) 114 
Buffalo 8 2,241 5 | RRS Se ee? 555,137 2,366,689 2,923,061 19,8 (3 See 89 273 6| 48 
Batte:<<ccccos 13 6,438 | SER e eae 738,974 1,192,061 091,599 2,555,450 433 310 636 754 196} 118 
Campbell...... 15 5,532 |: ee 2,939,944 753,258 3,708,782 1,800,230 346 60 357 894 55) 84 
Charles Mix... 39 18,254 |i 2 || eee ae 5,527,385 2,416,179 8,081,032 4,947,900 1,212 820 ,460} 2,492 594) 100 
(7) ae rer 29 a (| eee 408,145 506,703 6,983,722 3,261,740 692 440} 1,114) 1,793 182} 127 
2 re 25 10,569 Ck 7 | rere 3,762,274 1,226,331 5,076,917) * 4,108,930 1,515 370} 1,279) 1,640 288) 135 
Codington..... 37 17,760 j 085; Vo ee 3,814,079} 1,098,647 5,998,560 533,120 3,183 1,070 306} 1,976 990} 130 
ln ot: er 17 8,656 Ps oe es ccdees 2,771,136 820,109 3,620,687 1,153,270 562 24 429 713 112} 75 
Cumet.o..ncs 7 4,354 po | Se 283,353 372,411 920,362 77, 259 120 401 450 77| 133 
Davison ration 29 16,015 PL \ | aaa erate 1,993,760 1,172,075 3,996,360 5,185,650 3,061 2,330) 1,985} 1,857 926} 157 
| ES were 34 15,175 ) | 0. G) eee 5,375,225 1,728,218 7,214,059 4,753,130 952 560} 1,352) 2,284 252) 108 
Devel ENE Uey 21 4 RUMEA DS Sawa nee’ 3,106,914 1,232,332 4,366,272 KF 242 810 562 240 742) = 1,378 98} 122 
oS he CE: 5, || Ee ee J 361, 59, 
D 9 5,682 11,345 936,036 414,383 1,361,764 759,970 346 50 193 561 103} 102 
Douglass ....3% 18 7,186 y ) ; ee pare! 2,653,571 , 208, 849 3,910,877 2,916,420 476 240 786} 1,180 186) 114 
Edmunds...... 21 8,743 1 C3 | aaa 3,426,340 998, 930 4,526,765 3,303,630 562 260 704; 1,204 112} 94 
Fall River..... 11 6,903 C1 OC | Sere 279,012 543, 591 1,438,946 974,470 432 250); 769 583 311} 146 
) S| | Saleen 19 6,969 Vio | See 3,378,321 952, 393 4 355, 593 2 812,450 433 180 617; 1,242 121} 149 
OS re 24 11,114 oS, AOR 3,642,302 991,536 4,947,211 2,695,380 692 1,050} 1,182) 1,488 232) 124 
Gregory....... 26 13,091 jc! 9) eer 3,732,987 1,610,843 5,466,842 »545,900 822 980 976} 1,821 206} 116 
Haakon....... 8 4,545 SNE os pécxe ree 745,134 11,547 1,583,561 742,380 303 230 302 77| 121 
Hamlin... ... 19 8,232 Lo LS) Seer: 3,160,148 906,594 4,119,585 2,642,240 519 450 786} 1,314 125} 129 
FIRM s o3s05:005.0 27 9,960 cs | 1 | Daan Paar 5,223 088 1,598,638 6. 882, 037 2; "667, 650 606 310 888} 1,523 128} 103 
Hanson....... 15 6,354 1) eee 2,340,750 951,172 3,339,379 1,804,940 389 200 684 890 116} 83 
Harding 8 3,508 i Seared 839,094 1,119,658 1,971,822 712,980 216 12 140 449 28} 89 
Hughes....... 14 860 yi? | ee 1,002,785 452,383 1,704,562 3,319,240 1,025 530 686 926 319} 154 
Hutchinson 33 13,769 CC | ea ,001, 1,976,686 7,044,749 4,603,770 908 390} 1,537) 1,960 240) 95 
ee 9 ,000 {  ? | Sere 1,353,820 576,635 1,938,707 1,181,850 259 190 323 669 76) 116 
ackson.....6. +. } Ce " ‘ ‘ 339, 
Jack 4 2,539 11,506 320,247 636,659 339,980 173 12 183 396 33| 127 
Jerauld. . 13 6,268 (3!) | eee 1,836,184 756,853 2,668,054 875,780 389 320 679 995 81} 119 
Jones... ; 7 3,662 Co | ee 1,514 515,241 1,215,459 586,990 216 110 249 427 64; 108 
Kingsbury. 30 13,068 1c) eee 5,074,079 1,722,31) 6,935,431 3,156,430 865 1,120} 1,225} 2,204 227) 135 
Lake.. 25 12,616 7) | ere 3,333,813 1,470,493 5,033,207 2,629,560 2,102 690} 1,491) 1,768 360) 138 
Lawrence...... 35 14,665 441,812) M$6,148,957 461,414 317,783 7,369,966 5,617,800} —:1,715 3,870} 1,420 803 1,237) 154 
Bancoln......... 30 14,218 OT, ee 3,779,515 1,613,217 5,544,421 4,705,230 1,640 700} 1,850} 1,942 402| 114 
Lyman 15 7,432 49, Coo) Ses ae 1,568, 1,039,914 2,658,063 1,902,410 476 50 501; 1,121 66| 94 
McCook....... 21 10,392 79; | eee 3,173,097 1,513,579 4,766,277 1,505, 649 360 943} 1,612 154} 102 
McPherson 22 8,173 61, 7 | Senate ry 574,327 1,094,637 5,730,468 2,452,530 519 170 531) 1,301 91} 72 
Marshall. ..... 21 9,740 i007 ,| ee 3,108,585 1,113,570 4,338,681 2,577,200 606 500 717) 1,319 125} 110 
ae 17 9,486 10 7 | 1,250,220 1,327,719 2,771,364 1,548,110 562 350 675 964 111} 97 
Mellette 8 oO); iii ees 03,603 524,055 1,336,268 08,000 346 60 139 446 27| 56 
Miner. . 18 8,329 80, | | ee 3,030,999 1,255,018 4,366,358 938,240 519 280} 1,010; 1,105 106} 108 
Minnehaha. . 88 47. 493 6,231, 77 | a ee 5,147,044 2,736,575 14,115 062 12, 518, 110 8,370 8,480} 6,251} 4,766 4,129) 170 
Moody Gees 21 9,974 17 Co: | ear? 3,101,040 1,358,822 4,588,490 2,077,700 649 760} 1,228) 1,257 180} 122 
Pennington. vad 25 14,624 1 PiU | eer 79,899 956,893 2,945,856 4,990,630 2,175 1,510} 1,585} 1,126 581) 135 
Perkins....... 14 7,055 Ls aaa a 1,465,122 1,319,682 2,849,956 701,180 Cs See 333 884 91; 98 
Cae 14 5,052 Lo) | ee 2,318,678 722,246 3,099,851 2,334,230 346 140 521 862 83) 119 
Roberts....... 38 16,255 98° 1.1) | Sa oecee 6,849,727 1,841,595 8,790,083 4,633,630 1,124 590} 1,296} 2,267 175} 94 
Sanborn... 16 7,704 Lt) | ae daee 2,427,477 1,231,367 3,716, 1,244,830 476 350 665; 1,108 126} 114 
Shannon...... 3 2,211 1.229 Deedee bed 103,230 196,006 NEES 06's ioe cece 130 12 53 109 15| 44 
1) re 45 16,054 219, 11) | ARN 9,808,634 1,721,877 11, 749, 9) 5,826,840 1,909 1,630; 1,928} 2,387 447| 143 
Stanley....... 4 2,627 4 ener 296,310 388,958 "70 2, 028 209,000 174 150 199 369) 55} 130 
ee 10 3,611 14, C1 OES 1,900,988 577,574 2,493,187 1,081,250 216 70 312 571 93) 110 
ROAG ccs ecw 6 4,758 PO es ccdccenees 7 277,989 GE SOeTS ss hcatunzanes 303 12 42 118 25) 30 
LC) ane 28 14,032 RAN hci wee nn ee 4,208,702 1,751,832 6,055,790 1,546,650 908 480 895) 1,987 225} 105 
Turner areaoy a oe 33 14,876 1 77-1) | ae! 4,832,562 2,048,344 7,078,117 4,416,690 995 460} 1,554) 2,574 352) 114 
Union PreK p OER 28 11,951 | ee 3,917,288 1,421,077 5,443,825 4,891,490 779 730; 1,408) 1,716 290} 124 
Walworth..... 18 043 Ct | | re 2,476,639 672,971 3,585,654 2,783,760 875 530 715} 1,085 435) 124 
Wastabaugh. . 4 2,826 OY) | re 265,904 134,636 CL) er ee i? 2, 12 44 2} J 
ashington. . 3 2,965 NETS a Deen oa 60,989 73,077 ic. vi S| ae Ly, SS 8 29 3 6 
Yankton...... 32 16,037 CS | re 3,673,704 1,478,417 5,561,904 5,270,520 2,047 1,500} 1,650} 2,040 499) 118 
Ziebach....... 6 4,010 TM a iss wy aah 5,177 517,128 1,124,535 304,720 259 60 152 376 20} 52 
State Total 1,451! 681,260) $19,914,012 $6,148,9571$188,496,840' $76,638,195' $291,198,0041 $187,316,130! 65,060' 47,194' 65,5971 88,9291 21,921'..... 
Anderson ee: 26 18,628 $631,420) M$1,187,000 $758,915 $465,889 $3,043,224 $953,260 233 760 270 775 156} 28 
Seay eee 33} *21,737 779,515 Dre aee ce caus 2,024,263 1,744,142 4,547,920 2,335,320 924 930 500} 1,369 159} 44 
a Redan 16| *12,046 71) | See ae 1,103,533 i 1,716,124 206,090 146 50 140 577 40} 25 
— eee 10 7,721 106,907 M149,300 531,245 337,192 124,644 396,830 88 110 81 202 31} 24 
IOUNE. . 45, 49 33,32 c(i i) | eerie 1,433,046 1,042,647 6,501,034 2,687,360 1,068 580 902} 1,797 296} 35 
preity ae ocetad 30 19,964 PLL Sree 1,013,329 681,605 3,650,709 2,945,160 1,246 1,510 729| 1,360 2741 57 
—— 42 28,762 iF 527, 978) M2,297,000 ,000 565,800 5,187,778 2,364,73 945 900 518 974 378| 17 
pe Braet 14) *10,241 Us. SS ae 911,420 767,525 1,745,881 592,580 117 40 59 293 11} 19 
on Drea 36 24,581 302, 0) Sere 2,880,244 1,126,857 4,309,742 2,423,440 293 620 340) 1,642 218) 38 
| 29 ,42 1 096, 01) Se eee 97,389 98, 2,765,275 1,392,580 684 610 240 626 99| 24 
Cheatham. tees 14| *10,039 S| eee 1,423,933 370,107 1,888,945 677,600 116 40 185 542 34| 33 
Cj oo gh Bake 15 9,995 Cl ee 1, 423, 370 433,979 1,892,174 1,058,070 115 140 78 593 46} 32 
aiborne..... 32| *23,286 125,858} M1,931,000 L 231, 589 1,015,356 4,303,803 66,380 292 180 332 637 256| 24 
*1920 Population. M—Mine Products. 
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50 SALES MANAGEMENT Marcu 31, 1928 
TENNESSEE—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Qual- 

Dart-| 1925 Do- Pass- ity of 

County nell | Popula- dded Value of Total of Families] mestic | enger | Ford | Num- |Popu- 

ndex tion Value Adde Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of {lation 

7 Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 
Manufacture | products Factors phones | Cus- | Than | Cars Tax | 100 

tomers | Fords Returns 

6 eee 12 9,298 rere $ 724,408 $ 456,430 $1,186,155 $ 122,570 114 40 13 213 a fi 
Gerke... 2... 31 21,563 a SA ene 1,492,451 898,152 4,084,778 1,279,190 589 560 306 992 119} 32 
ae 26 18,318 ES 5 a 1,357,663 807,311 3,087,399 1,548,000 622 920 263 697 203} 38 
Crockett...... 28 18,208 (A) S| es 3,115,628 879,047 4,071,038 1,625,050 233 210 187} 1,244 80} 32 
Cumberland... 14 10,529 217,914; M$149,300 573,060 416,325 1,356,599 468,930 11 40 138 323 60! 24 
Davidson...... 339| 178,203 35, ls eeseegen 2,425,088] 2,608,471 40,902,631 78,480,910} 19,884] 26,200] 12,081) 12,195] 11,387) 105 
Decatur....... 15 10,256 BGM sc i.c iiss aie 1,440,488 34,2 2,021,831 ,071 117 1 5 46 16] 24 
DeKalb....... 21) =*15,370 OS 1 a ae one 1,282,934} 1,048,155 2,366,601 1,024,810 176 140 95 490 32} 19 
Dickson....... 28] *19,342 "| ree 1,908,979 711,771 3,341,754 2,252,710 235 480 337) 1,131 173} 38 
SNE sss 0-05 sae 50 31,265 eo eee 4,674,124 1,101,249 7,524,183 3,721,670 1,130 880 878 347 381) 43 
Fayette....... 43 32,202 A) ee 3,217,806 1,321,605 4,576,541 1,216,520 381 330 205 811 140) 14 
Fentress....... 17 12,128 853,337 M527,000| , 414,203 "285, 333 2,079,873 419,360 146 40 153 275 70} 19 
Franklin...... 29 20,724 Lo. | a eae 1,566,390 955,247 3,200,017 1,877,550 236 850 503) 1,063 316) 46 
Ce eee 69 44,384 Se) rr eee 6,192,892} 2,188,102 9,745,079 338,590 1,095 1,550 703} 3,074 366) 41 
ere 43) *30,948 PSSM cs ov sisa vat 3,054,630 1,681,479 4,889,250 2,663,190 926 480 624) 1,405 170} 32 
Grainger...... 18} *13,369 BUST GN 5. 9:0%01s wc aers 1,165,447 786,302 1,989,127 556,310 147 50 99 491 25} 22 
Greene........ 52 33,809 |) re 4:497,661| 2,302,200 7,528,079 3: 376, 230 1,210 1,020 640) 2,977 228] 46 
Grundy....... 14 10,562 248,171 M608,000 257,916 218,859 1,332,946 777,370 217 620 148 284 104) 32 
Hamblen...... 23 15,851 SLi 5 ar 1,126,453 775,773 2,836,042 1,984,990 991 1,260 -682| 1,265 287) 68 
Hamilton..... 262| 128,121 39,561,855 M290,000} = 1,277,167 902,390 42,031,412 49,694,270} 11,240 8,600} 9,018} 6,747} 10,829] 111 
Hancock. ..... 13} *10,454 5 Re eee 19,169 543,401 1,162,824 162,350 117 40 21 168 11 
Hardeman..... 30} *22,278 DINOS GS ooo sieccnenas's 2 024; 269 795, 578 2:930,704 Zz 132, 630 264 170 172 973 117; 25 
CS 24; *17,291 oS 1,921,066 749,183 2,866,981 662,720 205 60 140 597 41; 19 
Hawkins...... 31 *22,918 AOS) err 1,765,146 1,403,456 3,349,230 1,841,930 265 490 300} 1,262 H72| 37 
Haywood...... 38) *25,386 2) (ere 3,579,056 1,080,292 5,056,075 ,444,960 764 500 336} 1,348 277| 27 
Henderson..... 27 19,231 i eee 2,576,581 803,398 3,430,011 1,309,750 234 290 188 762 74| 24 
ey 43 28124 yt 52 | re eae 3,138,112] 1,074,804 5,926,437 2,835,710 1,161 1,200 796| 1,764 467| 46 
Hickman...... 21} + *16,216 “2S eee a 1,332,586 744,176 2,295,134 621,670 204 200 191 668 67} 25 
Houston....... 8 *6,212 (SA) ere 592,257 213,170 972,548 202,030 87 360 33 252 7| 33 
Humphries.... 20; + *13,482 i ES eee 1,758,596 671,959 2,755,461 735,080 174 330 143 764 70; 32 
BOCKOOR  6:0:5.0''s 20; =*14,955 LE oe 1, "320, 967 3,304 2,203,039 587,730 i ae 38 558 19) 14 
Jefferson. ..... 26| *17,677 SESE OOO s osalevsves'e oats 2:014,695| 1,039,768 3,579,731 1,140,790 205 380 330 894 81} 39 
Johnson....... 16] *12,230 LS ey nee 690,651 502,841 1,284,907 681,860 146 250 115 429 27| +30 
A See 215); 123,541 bE) re 2,179,344 1,808,394 26,431,521 38,813,330 8,363} 16,100} 7,744) 8,444 9,006; 92 
eee 16 284 LS ear 2,605,614 246,227 2,949,254 794,040 116 230 290 751 68) 49 
Lauderdale. ... 34 21,714 Lo) ae. 3,480,538 882,925 4,457,378 2,846,880 263 760 322) 1,500 241; 38 
Lawrence...... 36 27,003 Lo 6 irae 2; 624, 092 981,515 3,963,219 1,437,170 351 390 308} 1,567 134} 35 
Lewis......... 8 *5,707 es | ee 293,551 174,674 707,209 332,980 58 10 86 339 16] 25 
TAMOOID 4.4.6.6. 37| *25,786 2S ae ere 2,636,058 1,616,662 4,643,09 2,145,380 990 670 498) 1,402 204) 39 
LORGON:, «6.5. 29 17,782 LULU, 913,891 597,827 4,584,792 1,560,250 506 1,120 622 ,005 206} 49 
McMinn...... 40 27,449 Af: Ye 1,446,113 901,162 5,082,622 2,669,460 1,074 1,070 858] 1,288 653) 49 
McNairy...... 26 19,478 OC Sea 1,919,421 817, 793 2,786,990 ile 399) 050 234 60 110 643 38) 21 
Macon. ..5.... 19 15,126 LS ere ,166,5 719,321 1,954,556 86, 176 50 69 797 20| 17 
Madison...... 74 46,354 i 1) | re 3,375,381] 1,169,696 9,926,308 7,641,030 2,812 3,400} 2,130) 2,976 1,866} 62 
Marion........ 29| + *17,402 3,426,995 M512,000 989,178 70,650 5,398,823 1,242,390 317 560 323 859 306| 39 
Marshall...... 27 17,659 ) 1,730,553 5,704 3,801,763 1,303,530 767 640 356) 1,176 128) 41 
Maury........ 50} *35,403 ET ee eon ee 2,610,767 1, "861, 388 5,630,912 3,677,870 1,531 1,910 866} 1,741 678| 51 
Meigs......... 9 *6,077 | UC So nerreeeEss 705,073 333,317 1,082,397 180,080 59 10 36 246 3} 21 
Monroe....... 34 22,820 BO AO ee 1,356,407 797,984 4,651,948 1,338,070 263 560 349 807 160} 30 
Montgomery 48) *32,265 Te ee 3,978,256 1,045,682 6,371,185 139,370 1,153 1,680 877) 1,505 575| 44 
Moore........ 6 *4,491 / 2 ee 388,291 339,063 734,772 23,740 57 10 15 220 7| 22 
Morgan....... 19 14,319 833,472 MS582,000 411,384 305,877 2,132,733 445,000 176 50 218 391 162| 24 
Obion......... 46} *28,393 | ere 4,693,963} 1,553,344 7,089,567 3,173,510 1,117 1,550 707} 2,104 267) 57 
Overton....... 24 18,614 513,448 M246,000 54,241 786,213 2,499,902 773,950 235 250 178 393 73) 17 
nt: Oe 11 *7,765 ee 1,061,566 412,030 1,671,176 202,480 88 40 52 292 19} 24 
Pickett 7 5,271 oS aire 370,121 264,137 641,676 129,020 58 10 25 77 4; 13 
ae 21 14,315 tei | eer 625,588 276,588 2,642,786 987,110 176 340 386 747 296| 43 
Putnam, ...... 31 23,480 815,090 M149,500 1,208,863 953,524 3,126,977 1,463,940 293 850 306 744 184} 30 
RR 5a et ots 19} *13,812 369,450 M149,300 923,011 494,685 1,936,446 1,337,400 175 570 221 653 201) 41 
Roane........ 39 25,622 2,817,114 M360,000} 1,125,466 592.631 4,895,211 3,240,350 985 1,460 752) 1,355 672) 46 
Robertson. .... 41 25,709 AR CD re 5,713,359 998,858 7,186,136 1,314,830 997 1,060 955) 2,475 308) 54 
Rutherford. ... 51 *33,059 CS 2 | Ree ne Ek 910, 367 2,338,922 7,062,480 3,337,690 1,398 1,260 935) 2,548 370) 46 
Scott. hice 18 13,673 906,230 M275,000 370,926 333,907 1,886,063 761,710 174 50 262 272 133} 24 
Sequatchie. . one 5 *3,632 110,872 M149,300 279,751 221,082 761,005 160,000 30 50 51 127 10} 28 
Sevier.......... 30 22,434 Ey. Sees 1,700,830} 1,062,429 3,203,091 1,254,120 263 230 321 664 36| 24 
Shelby........ 470} 241,218 2 | rae 3,717,985 2,826,792 58,551,371 111,432,470] 27,937] 35,550] 14,642] 22,671] 18,216} 100 
Smith......... 26 *17, 134 f EU 2,007,568 1,212,283 3,791,253 »543,740 2 45 218 9 54| 32 
Stewart....... 21); *14,664 RL eee 1,827,212 642,446 2,547,393 873,160 177 50 65 526 21; 28 
Sullivan....... 65 40,868 EE OS a eee 1,862,753 1,461,421 7,466,143 8,929,780 936 2,740) 1,811} 3,568 1,494| 68 
Sumner........ 41 28,889 LS er 2,807,313 1,659,086 4,701,456 2,255,610 976 800 566} 2,130 230| 41 
Tipton... . +. 43) 30,709 ee 3,134,491] 1,082,225 4,748,824 2,854,770 846 740| 221) = 1,096 216| 22 
Trousdale..... 9 ‘ 5 | | ere. 701,337 22,960 1,216,668 417,610 59 190 106 564 23} 41 
Oe eee 15 11,773 oS ne 211,742 156,418 1,115,480 793,360 466 900 430 494 474| 56 
CO ks sc pis 15 11,729 J): a 832,179 686,468 1,584,670 48,560 146 40 81 403 3) 14 
Van Buren.... 3 *2,624 Co ae 164,336 155,460 323,505 99,960 28 10 26 73 1} 21 
Warren.....<:..-< 25 17,742 oe | a ee 1,296,070 909,663 2,478,334 2,689,350 671 570 306 894 124) 38 
Washington 57 36,931 DA osc sckaesces 2,272,782} 1,338,572 6,837,495 ,657,190 1,314 2,330] 1,635) 2,467 1,400) 72 
Wayne........ 18 13,339 ss a 893,908 488,108 1,910,242 405,020 147 180 99 511 35| 27 
Weakley...... 47| *31,053 | 5 eran 4,713,250] 1,660,917 6,692,845 2,359,690 990 1,150 563| 2,076 229| 41 
MOORS ciate oko 21 15,859 409,096 M149,300 901,385 706,912 2,166,693 59,5 178 330 370 610 236| 32 
Williamson.... 35| *23,409 | 2,690,670 1,902,083 4,892,844 2,501,590 1,047 670 651) 1,597 270) 43 
WOR. 6.50 40 26,720 | 2.494.442) 2), "462, 017 5,456,479 2:103,420 1,505 1,100 452) 1,950 197) 41 
State Total..} 3,847] 2,439,818] $219,524,264|  $9,711,000/$171,878,708| $87,903,389] $489,017,361| $429,228,510) 112,962] 160,030] 77,770|142,999| 68,681|...-- 
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Dart-}| 1925 Do- Pass- ity of 

County nell | Popula- dd Value of Total of Families} mestic | enger | Ford | Num- Popu- 

ndex tion Value Added | Mined and c Live Stock County Bank With | Light- | Cars | Pass- | ber of |!ation 
M By Fishery rope Products Wealth Deposits Tele- ing Other | enger | Income | ‘4V¢- 
anufacture | Products Factors phones | Cus- | Than | Cars Tax | 100 

tomers | Fords Returns 
Anderson...... 50 36,962 $2,117, = M$83,696| $1,334,335 $827,896 $4,363,466 $3,916,020 1,646 1,760 898} 2,600 904; 54 
Andrews.....- 1 *350 KY || i 411 333,291 405,93 49,380 6 10 23 51 78} 138 
Angelina...... 40 24,884 4,812, ASE, ee. 841,312 427,57 6,081,571 2,668,750 1,215 1,160 932) 2,244 518} 60 
Arkansas...... 3 bp 2 190; EP ee 12,028 56,343 258,465 173,000 32 400 112 285 28) 97 
pe ee 12 *5,254 483,893 Sas atirpaee aed 1,417,082 529; 417 2 430, 392 1,405,760 82 180 525} 1,498 214| 127 
Armstrong..... 7 2,892 LS 1,150,518 484,198 1,640,035 294,460 46 190 183 434 68} 114 
Atascosa...... 24 14,231 iS) Sere 2,511,121 571,142 4,392,938 1,110,300 249 820 364; 1,580 142} 62 
| eee 33 19,541 yo ree 3,860,346 1,023,938 5,150,227 3,169,840 322 490 846} 2,428 336) 63 
PN ia sictiares 3 634 Lo | cere 803,875 212,299 1,074,565 35, 10 10 114 295 11} 254 
Bandera 18 13,247 1, 220; RA en 423 ‘019 702,680 2,345,748 278,500 248 10 96 484 8| 17 
Bastrop....... 41 27,387 383,182 M83,692| 4,207,966 796,306 5,471,146 2,438,380 741 1,250 811) 2,312 556) 57 
MMIORS cs once 17 *7,027 iS . O | ee 2,903,384 512,892 4,050,863 1,623,840 83 470 503) 1,265 112} 105 
er 20 12,163 1. 2) | cr 2,318,675 619,453 ,082, 1,391,620 619 700 555| 1,476 201; 81 
ER cc cw hee 82} *46,412 ie) ee 11,302,819 1,442,007 14,215.130 7,253,840 2,687 4,620} 3,019} 6,108 1,387} 100 
Seer 360 248, 788 14. 431,332 M83,692 43,889 yi 781,800 23,340,713 64,851,500} 23,180) 37,200) 21,516) 22,386 ,099} 98 
MRNCO. . sivs.s cs 8 *4,063 FU as os Sts vas 895,833 441,236 1,711,271 321,010 65 10 87 608 40} 68 
Borden 3 *965 Co) eae eager 802,143 290,733 Si 2. | eee || 2 Ae 60 173 21} 89 
Bosque 31} *18,032 pC. | rere 4,241,232 952,777 5,453,705 1,843,240 321 1,450 669} 2,482 235) 81 
Bowie 79 42,10 7814 1” | reer 099,459 868,487 7,839,560 21,091,180 2,846 3,090} 1,960} 3,263 1,160} 70 
Brazoria....... 34 24, 757 yo | re 1, 841, 843 1,202,299 3,340,339 2;296, 530 485 870 933) 2,140 731} 56 
Braz06;.¢ 55.65: 34 23,707 (74 | See ae 2,742,060 607,804 3,896,315 2,851,420 1,148 1,450} 1,275} 1,908 373| 59 
Brewster...... 7 *4,822 KC | ere 40,739 754,720 829,360 718,470 82 220 262 523 128) 73 
Briscoe 10 3,395 KY 0) | SR eee 2,335,887 420,585 3,069,151 * 545,660 54 10 186 608 6} 108 
[| ere 8 *4,560 71 GO) Se 566,741 384,186 1,370,903 565,390 81 390 274 345 62) 59 
BWR»: ecacereces 35} *21,682 bo Cp) |... Renee 3,624,498 1,171,089 5,132,773 »446,890 2,016 1,850} 1,334) 3,503 560} 105 
Burleson...... 29} =*16,855 aL 7 | A erarerarr? 3,486,061 447,332 5,485,838 1,145,400 249 910 733| 1,389 286} 60 
aoe 17 *9,499 7 | eee 2,451,970 901,797 3,378,379 571,210 164 550 194; 1,686 121} 81 
Caldwell...... 44 25,683 Vo ht: Sn Spree 6,640,402 558,783 7,292,767 3,323,420 1,091 670} 1,721); 2,736 776| 62 
Calhoun 8 5,303 i 164) 77,700 211,434 1,103,269 536,480 83 420 235 461 55| 62 
Callahan...... 24) *11,844 E 090; AE: 3 cae edexies 2,914,064 608,056 4,612,952 2,793,100 166 770 753) 2,145 266) 94 
Cameron...... 59| *36,662 7 i 5 2d 7) | ee 4,908,117 761,145 5,944,491 9,962,480 2,803 4,270} 2,513} 4,709 909} 94 
amp 16 11,982 p) oh | ee 950,265 224°465 1,388,726 1,195,890 635 20 215 694 104; 32 
se 10 3,617 SAN es ores en 1,861,913 435,408 2,630,447 718,840 58 10 396 826 132} 143 
Se aeee 43 31,430 63 LC eee 3,005,058 644,338 3,997,552 3,189,770 491 380 279| 1,647 124} 33 
CRRIO. 6.605: 6 ,004 je) eee | 8 536, 823 397.911 2,119,302 175, 32 10 118 262 5| 87 
Chambers..... 7 *4,162 ct 1 | ee a 859,122 223,528 1,119,273 172,850 67 10 66 468 83} 49 
Cherokee...... 58 42,502 | "| ae eee 2,899,036 1,005,877 5,585,539 ,880,660 1,359 1,590 860} 2,909 465| 48 
Childress... ... 28 11,722 iy 4. | es 5,550,972 540,547 7,171,115 2,450,120 809 1,210 833} 1,886 534| 121 
WIS. os encores 34); *16,864 M0 | eee 5,269,904 932,139 6,780,228 3,074,260 676 610 607} 2,195 264) 73 
WOGMION, c5.0 03 chee ans 68 | Se nee 67,080 34,318 PRES 04 xc accanene 1 10 14 rf. Ce 131 
Coke. 9 *4,557 eee 1,108,254 420,482 1,948,436 596,070 73 10 155 857 86} 79 
Coleman...... 37) + *18,805 LS aeahens 6,427,477 1,069,530 7,547,345 3,193,110 967 1,010 886} 3,209 315| 97 
Mes a gece ee 94 49,942 Ly, . See 13,734,946 1,701,881 17,013,435 10,066,640 1,852 5,040} 2,393} 6,959 1,095} 97 
Collingsworth. . 28 11,380 | 6,566,389 787,483 7,430,566 1,771,840 165 500 585} 1,900 178| 95 
Colorado...... 33 19, 080 CA | ere 3,907,781 889,458 5,348,063 3,594,620 322 1,140 901; 2,404 383) 72 
OC re 16 9,045 oe + >, Se eee 1,162,943 433,014 2,493,186 1,625,670 934 840} 1,049) 1,736 356) 124 
Comanche 38| *25,748 pi Seer 3,654,526 973,492 4,811,516 2,211,510 1,263 1,570 673| 2,726 215) 62 
Concho... .<. 13 *5,847 Li || Eee 2,098,744 557,567 3,194,820 509,670 83 10 195} 1,067 68} 70 
Cooke. . 46| *25,667 tel | ee 6, 494. 541 1,143,876 8,630,448 2,633,380 1,585 2,270} 1,556} 2,904 490} 86 
Cory: ell. 38 *20; 601 jc | a ere 6, 266, 251 1,043, 682 7, "454, 296 1, 978, 680 323 700 817} 3,020 231) 78 
00 20 8,321 (1) | SER eee oe 4,078,399 344,907 5,189,670 1,216,440 162 280 376) 1,080 68} 79 
1 SRE Ser ae *37 PAR crcccan ees 46 95,626 ol, a j | P| SRS SOR eer 73 
Crockett. ..... 7 1,616 (j7\\-) eer 4,466} 2,346,211 2,427,796 800,000 26 100 139 308 63} 98 
COMBY. «oa... 0:2 22 8,530 SO aE ae 5,338,059 415,103 5,762,560 1,620,080 162 190 608; 1,601 156} 118 
Culberson... .. 2 912 17, Co | SER te Re 1,113 a7 M8 405,984 5,650 |.) Seer 38 129 15} 86 
Dallam....<... 9 4,82 cL!) | etree 793,123 497.959 1,647,564 1,224,770 549 860 381 61 296| 178 
Dare 499} 252,930 KC) (| Se ane 10,396,664 2,752,713 47,062,437 151 640, 820} 35,698] 45,250) 25,995) 33,450) 31,476) 151 
Dawson....... 20 43 MME Eo. 0-4/5 we 5,977,618 462,748 6,446,219 1,4 50, 000 83 510 979} 2,105 206! 212 
De Witt... 52 30,502 GUN E 8ir6 cs eicins 7,366,080 1,224,415 9,211,234 2 786, 280 1,007 2,170} 1,691} 3,982 487| 67 
8 *3,747 ORGAN acs oseonees | 253, 870 550,628 1,814,868 "999° 530 59 350 374 536 126} 139 
26 16,636 j) L.A rere 3,382,034 376,860 3,873,493 1,855,210 731 600 484) 1,641 275| 60 
65 37,677 | Sn oe 8,779,454 1,582,212 11,258,734 4,708,890 1,863 2,650} 1,557} 4,899 595| 86 
19 7,454 NS 8) Saar 3,901,596 442,252 5,030,361 483, 84 260 485) 1,136 96} 98 
8 6,337 25) | Ss 183,525 137,705 333,162 612,230 83 350 130 748 68) 51 
17 9,593 WAG obiielaceen 2,566,968 417,423 3,000,161 1, 784, 970 163 500 657} 1,260 268) 106 
12 *8,251 Poet: | See renee 1,028,349 275,461 2,063,727 35,560 257 770 95 749 152} 46 
94 78,381 tis) | Sarre 2,317,176 740,089 4,145,997 7,272,080 2,819 9,110} 2,916} 6,179 1,820} 65 
2 %7 | SRE ree 46,840 224,425 341,261 152,160 | 7. eee 47 12 19] 113 
9 *2,283 pi. || ee Seer 31,839 2,762,706 ,004,809 277,140 | eee 101 4 10} 92 
190} 132,729 ie es | i ene 4,541,517 647,048 15,962,890 27,527,930 8,828} 18,550} 6,581} 6,687 8,797| 79 
108 56,873 pS. | eee 16,064,963 1,374,147 19,629,307 10,569,320 3,017 5,530} 3,102} 6,608 291; 81 
4] *28,385 313,613 M126,600 3,699,485 1,140,843 5,280,541 2,381,490 1,337 1,670 794| 3,029 365} 62 
64 36,538 J IRS aS 10,180,346 1,098,318 11,562,284 4,293,090 1,295 1,820} 1,333} 3,998 651} 60 
Fannin... 83 50,104 MEE: 6.20as ox ea 10,455,278 1,449,628 12,895,058 7,311,100 2,154 3050} 1,692) 4,830 560| 67 
Fayette... 51 0,060 jit See ere ern 6,435,517 1,626,137 8,215,660 4, 291, "230 492 1,060} 1,433) 4,358 476| 73 
Fisher. . 24) *11,009 ok re 4,242,624 599,089 5,855,642 1,072,440 165 380 668} 1,857 214) 95 
ord : 28 12,658 | Serr 6,016,149 727,985 6,762,221 1,535,210 166 520 668} 1,788 169| 97 
Foard Seaton a a 13 *4.747 ihc, re 2,952,616 437,345 3,827,160 665,250 82 270 407 934 88} 119 
ort Bend 47 25,628 ck ks. ere 5,889,470 878,944 9,128,753 2.776,310 413 660 945| 2,727 463) 49 
ranklin....., 13 *9,304 yn 1,206,251 282,970 1,509,849 602, 164 560 130 696 43) 39 
Freestone ere 39 24,799 8 Se 2,793,444 506,151 5,583,583 3,106,720 948 1,060} 1,246) 3,182 323| 67 
a4 RA eitereieid < 16 9,523 i ee 1,762,976 401,198 3,041,242 725,010 165 490 217 978 80) 54 
a Raion ead 3 *1,018 is. ere 462,006 318,944 874,708 323,920 16 80 81 413 23) 219 
salveston. .... 99 58,063 Lo 0 | 88,175 645,401 6,081,178 28,190,400 7,869} 11,830) 3,643) 5,470 6,388} 122 
sara 12 5.531 SOMO eicicake pw ake 1,913,609 264. 656 2,687,670 880,700 83 3 325} 1,037 88} 119 
Gillespie... 18 10,337 RINNE S 5 carat asda 2,355,068 1,333,864 3,744,010 94,680 304 520 604; 1,896 190} 89 
asscock, .. 2 *55 Li 5) rere 155,357 330,832 UL Ao AC ee Wvsckauns 27 108 10} 100 
*1920 Population. M—Mine Products. 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Dart- Deo- Pass- 

County nell 1925 : Value of Total of Families} mestic | enger | Ford | Num- 

Index | Popula- Value Added | Mined and " Live Stock County Bank With Light- ars Pass- | ber of 

tion y Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income 

Manufacture | Products Factors phones | Cus- | Than | Cars Tax 

tomers | Fords Returns 
cc ee 18 *9 348 LESS eae ree $ 3,102,386] $ 498,399) $ 3,618,250} $ 1,049,160 164 420 460} 1,196 90 
Gonzales...... 47 28,654 1 AC) re 6,506,045} 1,066,468 7,889,345 2,274,410 885 1,000} 1,041} 3,371 395 
’ 12 5,374 eee 2,271,183 477,962 2,756,955 974,300 83 260 260 903 134 
133 78,791 SO | 11,016,905 1,728,800 19,681,509 15,203,510 4,978 9,390} 4,265] 7,010 2,815 
26 18,253 OS) rere 1,073,370 232,845 ,401,530 ,974,730 1,349 1,170 506 5725 461 
i 34 24,174 Uh CL re 2,870,169 567,280 3,707,598 2,358,690 797 1,240 474| 1,946 310 
Guadalupe..... 52 29,309 25.3.) | eee 8,100,764 961,226 9,320,691 3,698,500 1,252 Seg] 1,533] 3,271 474 
Be wksecas 29 11,540 BP coronas 6,207,780 776,685 7,074,874 3,143,910 1,030 ,130 ,560| 2,312 310 
ee 35 12,754 7,491,005 688,844 9,354,492 3,041,260 724 860 951} 2,073 253 
Hamilton...... 25 14,676 3,502,840 828,792 4,452,090 1,518,600 249 790 560} 2,231 146 
Hansford...... 5 1,591 996,121 283,997 1,426,649 269,110 7 eee 130 298 12 
Hardeman..... 29 13,208 5,282,913 592,519 6,704,974 2,141,890 713 1,350 773| 2,280 368 
Hardin...<.... 26 17,701 151,385 91,551 3,146,581 1,621,140 552 1,170 671) 1,701 487 
Barris........4. 398) *186,667 S80. | 2,159,564! 2,030,325 37,368,297 136,096,720] 28,551) 38,000} 20,977] 31,098) 26,622 
Harrison...... 65 47,146 Dok C ee 2,350,304 702,234 5,919,687 6,146,420 2,428 3,460} 1,673) 3,009 1,120 
Hartley .........-... 3 *1,109 lt) ere 474,043 498,216 1,074,398 85,240 18 10 63 173 21 
Haskell. ...... 35] *14,193 lk i eee 7,138,953 838,537 9,284,665 2,267,690 250 920 969} 2,834 208 
i. rn 24 16,146 1 eee 2,765,099 551,514 3,464,393 1,297,280 968 1,060 978| 1,784 351 
Hemphill...... 8 4,908 re ee 482,714 372,258 1,306,999 812,890 81 470 267 558 178 
Henderson..... 44 32,969 240,492 M$83,692} 3,200,258 694,735 4,219,177 2,938,050 969 910 419} 2,174 182 
Hidalgo....... 61} *38,110 2) ) a errs 6,440,219 815,688 7,496,129 7,677,560 1,008 4,210} 2,602] 5,517 710 
rae 82] *43,332 UU) rcs 13,329,682 ed 393 15,744,897 7,271,240 1,478 3,240) 2,204) 5,791 901 
Hockley 2 137 LAS |) eee "762,749 157,559 932; 926 i | Alls Perce tere 147 259 5 
co. 15 *8,759 cs | eee 1,361,148 364,232 2,532,084 966,310 164 320 224 998 35 
Hopkins....... 51 36,914 252,203 M83,692} 4,123,485 952,510 5,411,890 3,610,010 1,175 1,340 769| 2,730 290 
Houston wed 41 *26,801 278,131 M83,692 3,921,458 705,717 4,988,998 2,427,130 850 770 615| 1,726 196 
Howard....... 17 *6,962 i errr 2,838,220 394,838 3,874,258 2,361,380 706 870 650} 1,701 438 
Hudspeth..... 3 *962 | a eae 864,675 226,967 1,180,242 145,880 Lt ar 77 197 36 
PRGA 6.585.448: 85 51,616 1,632,040)........5... 8,471,576] 1,395,498 11,499,114 10,466,180 3,413 5,000} 3,153} 5,599 1,515 
Hutchinson.... 2 “721 | rs 473,679 321,075 MEE 65655 sce ak cca 11 Ei eone 43 124 6 
i eee 4 1,794 (i ere 142,900 638,494 946,621 402,350 7) ee 83 339 20 
ar 16 *9,863 fi eee 1,667,355 605,278 2,330,360 1,235,770 165 300 245} 1,305 105 
Jackson....... 20 13,946 BSI iste 0500-55-00 1,859,184 659,334 2,561,797 1,044,910 247 220 339 956 71 
Jasper........ 30 16,456 Kr 312,834 179,702 5,941,738 1,371,960 251 490 350} 1,590 190 
Jeff Davis..... 3 *1,445 1 eres 53955 653,792 840,931 117,970 23 30 92 128 44 
Jefferson. ..... 138 92,913 4 997,958 663,033 10,218,278 24,459,340 8,835} 12,600} 7,986) 9,797 8,651 
Jim Hogg..... 4 *1,914 ke) ere 355,596 185,044 716,9 306,200 31 10 125 380 38 
Jim Wells. .... 13 "65871  #§ G0G663)...... 066.5%. 1,328,359 388,021 2,323,043 2,133,600 82 400 336) 1,085 141 
Johnson....... 63 38,887 Vite | a 6,853,292 1,095,174 10,196,719 3,656,080 2,250 3,490} 1,821) 4,727 1,295 
Cee 42} *22,323 OO | 6,665,646 842,920 7,710,758 4,662,940 1,101 1,540} 1,497] 3,681 546 
Karnes........ 43 21,375 oS, 6,787,408 673,755 9'429'300 2,273,380 331 620 827| 2,700 309 
Kaufman 72 44,648 2s erases 8,498,047 981,202 10,060,995 7,235,360 2,029 2,990} 1,380) 4,302 854 
Kendall....... 9 4,928 ) ee pe 837,112 581,888 1,444,825 792,550 81 480 295 ,001 123 
Kenedy....... 1 *1,033 OF oe JA caunrocceies 27,726 14,868 MRS... tabscnginceenee \/ | ee 23 43 130 
Kent. 7 3,720 <b 2 3 +) re 1,052,617 198,159 1,593,388 350,000 | ee: 170 511 22 
SS eee 10 *5,842 Se 678,981 1,349,710 061,750 489,510 82 560 361| 1,187 254 
Kimble........ 8 3,763 fy rer 306,153} 1,621,291 1,936,157 559,540 60 10 156 655 67 
eee 2 *655 ce 1) ar 510,701 195,050 SU) | ee erie PO cscnas 33 130 1 
Kinney........ 6 3,939 | a or re 146,110 786,439 940,697 411,000 rr 76 404 82 
Kleberg....... 13 *7,837 AT rn 661,691 385,180 1,869,219 1,460,000 544 1,130 698} 1,308 345 
DORs os.caen 25 *9,240 0) ire 5,354,589 537,444 6,743,037 2,068,000 165 700 773| 1,957 204 
La Salle....... 8 4,862 be eee 20,067 365,829 1,301,661 292,51 82 10 130 585 83 
amar........ 97 60,951 BASING bio cccecncwes 9,561,626] 1,109,490 13,104,033 10,032,810 2,872 4,200} 1,972] 5,113 1,280 
OT re 6 1,533 [EC Sere 1,453,198 226,118 1,820,505 658,880 12) eee 355 969 26 
Lampasas..... 15 *8,800 Ob a ee 1,675,607 752,896 2,487,977 1,069, 164 790 408} 1,600 125 
Lavaca 52 30,405 (C+ | ere 5,631,680} 1,328,968 064,171 5,805,360 1,300 1,610} 1,834] 3,866 835 
BE edad sae 21 14,512 135,434 M83,692| 1,750,219 35,327 2,504,672 972, 246 400 476} 1,321 139 
Leon 27 19,249 8,027 M83,692| 2,676,691 503,431 3,271,841 1,621,720 329 170 403} 1,142 80 
Liberty....... 25 16,874 Vek Sire 1,340,513 328,195 3,004,883 2,071,290 247 910 901} 2,209 468 
Limestone..... 63| *33,283 jh: ee 8,902,548} 1,204,630 10,646,555 8,787,330 1,178 1,580} 2,561) 4,972 1,159 
Lipscomb 10 4,278 OU ere 1,558,447 39,218 2,491,669 1,095,140 68 150 150 661 44 
Live Oak...... 10 4,584 BIO ARG |... 5. 6:9:.6:508 0 1,427,645 434,768 2,284,599 5,000 73 80 122 748 43 
ET eee 8 *5,360 JC i rr 59,041 535,838 1,104,132 529,410 83 390 168 967 93 
ee eee Cee *82 Li See ere 9,226 45,119 S| ns knee amet es Omee:. | MNaOraae spear 
Lubbock...... 34 15,326 2 A) nae 5,792,156 899,433 6,903,891 4,753,380 1,524 1,320} 2,514) 4,444 548 
ee 19 6,473 Ss) 4,314,214 334,460 5,244,837 1,903,340 83 310 532} 1,598 84 
McCulloch... . 23) *11,020 6 3,941,236 897,082 4,920,565 1,663,870 165 520 737| 2,106 176 
McLennan.. . 157 88,399 <a 14,531,344| 1,933,279 22915,343 22,901,200 7,910} 11,700) 7,174 300 4,344 
McMullen 2 *952 SASL eee 163,685 149,963 Ud re ee || Seer 38 190 3 
Madison 18 12,882 Cs 1,9U0, 137 384,198 2,295,998 927,670 246 310 207 920 33 
Marion 14 11,118 CS eee 561,702 171,180 1,077,967 1,204,450 432 590 225 634 73 
Mariin 4 *1,146 LON | ae tee 1,165,373 198,788 1,469,708 407,130 Ml css secs 130 487 40 
Mason........ 9 *4,824 0k) ree "788,965 735,490 1,533,238 708,730 81 100 258 939 46 
Matagorda.... 35 18,283 Tk. < © | Reser 5,227,982 738,751 7,079,377 2,483,500 638 1,230 705| 1,888 421 
Maverick...... 13 8,700 50,017 M126,600 45,606 132,988 355,211 3,792,950 491 1,320 293 403 250 
Medina....... 21| *11,679 Sh) 5) a een 3,308,709 868,307 4,240,179 1,189,600 635 850 580} 1,591 174 
Menard....... cf 3,420 i Oe eer 68,366 631,912 1,415,260 558,740 54 190 197 617 54 
Midland be 5 *2,449 2) | er nee 488,113 354,515 90,586 1,015,420 39 420 258 627 136 
Milam........ 64 38,852 372,440 M83,692| 8,964,826} 1,149,987 10,570,945 3,934,100 1,150 2,020} 1,325) 4,301 603 
Mills. . 16 *9 019 Si arate 2,036,088 45,701 791, 983,040 164 260 366| 1,420 78 
Mitchell....... 19 *7,527 Jk 37 a eee 4,044,091 593,715 4,669,261 2,610,720 163 510 884] 2,021 306 
Montague... .. 38] *22,200 Lo 4,582,591 917,956 5,800,569 3,700, 930 1,300 743| 2,686 248 
Montgomery 25 18,270 Ky) 20 ar 853,152 356,893 2,732,942 1,044,450 328 480 523) 1,405 219 
Moore........ 2 577 2) 1 ee 421,320 322,736 697,198 99,7 9 10 37 137 16 
LS ee 15 10,289 2 a rere 1,129,783 242,133 1,428,654 1,205; F30 164 520 180 682 52 
Motley........ 11 5,076 a ee 2,371,406 236,845 2,612,308 "908°850 ‘ree 428 990 42 
Nacagdoches... 41 29,051 1,426,136 M83,692| 1,920,238 655,571 4,085,636 3,273,150 1,420 870 763| 2,226 344 
Navarro....... 98 52,637 AE 6S ree 11,251,198! — 1,408°109 16,002,504 13,521,030 2,839 4,9501 3,441] 7,432 1,820 


*1920 Populacion. 


M—Mine Products. 


**Organized since 1920; no estimates available. 
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TEXAS—Continued 

COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS ua 

ual- 

Dart-| _ 1925 Do- | Pass- ity of 

County nell | Popula- Value Ad Value of Total of Families} mestic | enger | Ford Num- |Popu- 

ndex| tion . "3 ded | Mined and Live Stock ‘ounty Bank ith | Light- | Cars | Pass- | ber of |lation 

M rf Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | “Vé- 
anuiacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 

Newton....... 19 12,956 £2, 374, ee SAP epee yee $ 217,091 $ 156,362 $2,747,677 $ 307,950 247 20 182 757 118) 27 
NAc siiis:0 cies 22| = *10,868 7-3 1) 7 | RR pa 2,795,473 630,233 3,638,818 3,695,850 936 1,230} 1,152} 2,120 418) 146 
Nueces......5 73 45,883 FC | 8,189,511 668,569 9,172,669 9,039,720 2,141 2,570} 2,478} 3,962 1,137} 63 
Ochiltree...... 7 p91 6? | re 1,577,255 418,168 2,248,145 900 re 189 538 48) 110 
Oldham....... 3 *709 0 2 | Oe rer 540,351 541,744 1,147,394 212,730 |} | eee 93 142 6| 167 
Orange......-- 45 18,691 Oe | er 202,369 221,601 8,893,937 8,500,430 1,121 1,430} 1,324) 1,840 714) 72 
Palo Pinto 34 25,653 926,307} M $126,600 1,240,941 595,832 2,889,680 2,787,390 1,211 3,120} 1,031} 2,687 595} 79 
PanOlais-css ose 30 2,509 i 7 (|| aie 2,118,713 517,148 2,873,642 1,707,030 330 180 219) 1,468 96} 30 
WMROE sos 0030s 36| *23,382 Li? 0) | err 2,954,757 1,056,946 4,566,144 3,171,510 1,388 1,160 841} 2,845 355| 72 
Parmer......-- 5 1,781 164, 1), Set 959,056 213, ,016 1,336,102 340,78 7 eee 145 428 21| 124 
POM ac nad 9 4,869 | | ae 651,943 1,177,081 1,855,400 344,570 81 290 267 506 100} 68 
MUM eee es 27| + *16,784 yo. Se rere Se 1,371,390 292,901 4,229,500 1,295,670 248 250 286) 1,495 262} 46 
ee 35 19,136 1 oT | rae 582,393 744,841 2,457,035 10,667,790 3,445 3,940} 3,230) 3,217 2,338) 186 
Presidio....... 20 16,157 109,473 M482,895 362,186 659,157 1,613,711 620,450 468 680 414 418 173) 25 
oT ere 13 8,842 814, | eee ete 966,539 230,622 2,011,509 538,270 163 10 164 687 26| 39 
Randalls «</<s.<3 10 3,879 co) 5 | epee 1,646,478 576,261 2,580,095 647,010 62 400 265 660 96} 119 
0 ree 2 *377 cc ?| eee 2,161 380,646 417,529 402,010 | eee 230 470 28} 190 
RieGiscatek 5 3 *1,461 RISE oS vewncuccns 101,927 712,502 948,987 132,360 5, 44 244 18| 73 
Red IVER. 6c 58 39,943 Ki.) CT eae 6,108,925 936,915 7,397,622 3,224,060 1,245 880 956) 2,638 294) 41 
ae 7 4,492 17) S78 | Sie nates $15,825 223,498 859,696 837, 730 72 360 236 599 117) 89 
Refugio....... 9 4,749 01 2 | re 1,410,631 162,222 1,826,036 625,880 | See 186 750 76} 62 
Roberts......... 5 1,761 07 AL rr 778,065 347,275 1,287,528 i 28 150 84 249 82] 116 
Robertson..... 42 28,203 rok) 7 | ere 4,615,175 740,893 5,822,385 1,912,030 750 1,770 2,233 347) 49 
Rockwall...... 16 8,883 S| ree 2,826,953 223,189 3,098,685 1,291,120 164 670 278) 1,612 215) 86 
Runnels....... 40| *17,074 1% 5) | eee eer 8,255,100 1,135,140 9,553,555 4,129,83u 924 1,240} 1,490) 3, 465) 121 
MBB cnknes.s 45 34,373 (02 (|| re 3,223,110 812,371 4,305,251 2,094,980 578 490 553) 2,020 152} 39 
Sabine.........+% 20 14,405 Js 7) eer 428,611 210,396 2,633,739 27,400 246 30 191 994 98) 30 
San Augustine. 19 15,138 (CC) | ae 771,968 214,944 1,463,783 726,820 248 30 213 901 124) 25 
San Jacinto.... 14 10,049 CL) 5) ana ae 798,553 177,570 1,901,636 258,520 165 20 112 380 28} 16 
San Patricio... 25 13,696 CC 2) TARR aee pee 3,774,636 $28,560 4,401,805 2,086,240 245 670 656) 1,984 461) 78 
San Saba...... 18) *10,045 cL 1 re err 2,241,077 1,133,412 3,416,504 977.060 165 370 373} 1,295 77| 73 
Schleicher. .... 6 *1,851 BAURRRGL os wo cu cases 603,079 141 53458 2,189,014 316,000 BS ee 121 400 38] 92 
CL ee 19 *9,003 CO re 3,835,398 521,025 4,364,512 1,485,270 163 490} 1,351] 1,296 159} 132 
Shackelford... . 12 5,389 oat! | ee ,044, 468,637 2,009,568 2,064,880 83 480 321; 1,162 222) 113 
NEEIDY 5. cece 41 28 053 2,583, 681 M83,692 1,969,158 643, 678 5,280,209 ,092,860 495 470 676} 2,101 206; 41 
Sherman...... 5 1,528 by 2) See 904,5 286,579 1,331,903 366,040 fee 71 317 15} 98 
ere 67 49,613 je” | EI nea 3,439,375 910,343 5,999,070 5,609,590 2,426 3,170} 1,903) 3,418 1,224) 72 
Smoervell..... 6 *3,563 50.” SS Spee 560,031 112,640 ,000,823 232,170 L > | eee? 37 455 12| 48 
Pee 13} *11,089 PEE 36 6 cdecéen 556,938 163,630 729,827 511,420 166 20 92 494 57| 14 
Stephens...... 32 19,605 if) ae s 934, 977 649,077 3,389, 674 5,702,580 330 880} 1,887) 4,020 1,155} 108 
Sterling....... 3 *1,053 SL eee 51,851 633,730 782,562 337,540 Lo CERReer es 64 330 41) 125 
Stonewall. 9 *4,086 || ae 1,370,815 268,282 2,015,418 441,720 | Se 194 865 36} 102 
Sutton. ... 7 1,615 | 44,137 2,417,537 2,610,416 622,090 7 are 113 510 74| 132 
Swisher....... 13 4,601 Aa) | ee 2,591,666 597,623 3,613,041 874,890 82 280 476 958 85} 173 
WRTARG 5 6s 6x 338) 177,855 34, 987, | | oe 6,040,728) 2,325, 937 43, 353, 860 72 973, 430 9,066} 29,000} 14,934) 19,202) 15,115) 114 
Taylor 54) *24,081 Vt) ee 6, = 989 926,392 9,625,241 10,710,210 2,576 3,720} 3,208) 5,382 1,340} 170 
Terrell 4 ,689 1555571... 8,631 969,265 1,133,453 ,770 27 250 158 289 120} 122 
Terry.. 11 ,665 245,446 3, 091, "870 397,781 3,735,097 850,990 i Oe 278 948 41) 195 
Throckmorton . 8 *3,589 23,243 1,541, 654 465,7 2,030,673 512,380 L) | ne 179 881 42) 105 
OG es as woses 29 19,093 1,758,465 2,163,881 412,154 4,418,192 1,252,150 863 520 350} 1,247 135) 44 
Tom Green. . 32] *15,210 Ve | re 1,884,861 1,259,187 4,544,889 7,527,220 2,055 1,920} 1,987| 3,690 738) 154 
J eee 102 58,745 ye O67 | re 6,904,808 1,355,047 10,664,792 22,471,820 6,434) 17,180) 5,593) 7,615 3,088} 144 
Trinity. . 22 14,107 y | 0. | Scare 223,748 3,302,560 1,598,550 247 570 202 895 192} 48 
SC ae 14 10,5 OL Sree 341,982 145,558 1,455,419 97,470 165 290 218 831 144) 39 
Upshur........ 31 23,893 198, Cy | | SEMAN mre 1,999,886 542,435 2,740,91 1,822,630 413 660 260) 1,588 102} 35 
DiGiie sca sceabe ve cas *253 Stk): | Sc ae 5 189,648 J 15.0" | Sere eee 4 60 36 87 2) 171 
Uvalde Mace ae 18} *10,769 C37. (| ERP Ror 1,887,897 1,161,593 3,132,987 1,444,070 576 1,130 600} 1,436 274| 89 
Val Verde. .... 22 15,023 | Ae 126,551 2,280,972 2,566,5 2,355,980 931 1,070 570} 1,620 427| 60 
Van Zandt..... 48 33,690 Lo bY, Saas. 4,513,488 922,566 5,977,213 2,704,380 578 870 688} 2,582 210} 57 
Victorias... sss 34 20, 129 5.5) oe 3,133,2 728,550 4,202,139 5,771,990 1,156 1,100} 1,132} 1,840 441} 63 
Walker... 25 19,970 Lo EEC ECCT 1,165,603 289,336 1,895,485 1,410,910 765 970 375} 1,190 145} 39 
Waller.......... 16} *10,292 pC 0 Cees 1,754,518 427,685 2,376,719 603,480 376 570 151} 1,092 89) 56 
LO 5 2,742 7 222k S| SE ae Pee 665,583 109,268 1,027,389 146,740 Cs SEES 61 242 39} 48 
Washington. . 42 27,224 GEF TI ss cta ca cees 4,154,323 837,439 4,605,085 3,814,370 1,452 710; =‘1,191 ,606 701} 56 
cL ee 42 32,917 454, 677 M126,600 377,125 574, 648 1,533,050 5,897,960 1,932 2,610} 1,289) 1,698 1,024) 49 
Wharton...... 46 26,081 ys | 6,986,181 1,026,363 8,278,145 3,342,410 413 430} 1,038) 2,798 416} 57 
Wheeler Ree dar 18 8, i S| See 3,281,698 555,74 3,881,418 1,497,920 163 500 455) 1,652 74| 114 
Wichita....... 124) *72,911 yo7 1) | rarer 2,437,051 621,957 10,343,899 30,649,960 6,820} 11,670) 9,772) 10,625 6,986} 137 
Wilbarger..... 42 16,872 TOGO a 6. onc os Bes 8,264,601 1,357,744 9,989,248 5,176,870 1,289 ,130} 1,737) 3,419 445) 113 

MONE S06 ieee naan ue ert | erry 785,235 142,685 927,920 Cy Lo: Seeeeeeetd Saeneeeere: 220 532 ae 
Williamson. . 84 43,332 7” |) Re eee: 15,079,116 1,451,329 17,491,610 6,160,850 2,378 3,270} 2,415) 6,688 1,253} 89 
MOOR. <5 «5-0 «:< 29 17,414 cL , | es 3,979,616 983,537 5,265,047 1,200,820 249 220 493) 1,962 178) 54 
Winkler Ee Se *81 (<.. SReeerret 220 105,734 ii. ¢ 1 |) Arne | | ere 12 14 16} 118 
ees sedate 37 23,363 305,048 M126,600| 4,136,764 1,104,664 5,673,076 2,702,880 413 1,400 596| 2,400 224| 70 
Wood)... 06. 40 30,136 292,289 M83,692} 2,366,519 642,727 3, 385, 227 2,712,250 495 1,320 403) 1,714 208} 46 
Yoakum....... 1 *504 MMU ici cécesicie ss 202,045 117,239 co | on ee nee 24 94 35] 111 
ONES 5 a's o-acera 27 13,379 Lr Ye 2,786,350 725,747 4,744,303 4,378,200 391 1,450} 1,301} 3,942 735) 157 
Zapata........ 4 *2,929 fs!) | ete re 192,522 145,690 607,973 25,000 | eee 16 51 11 5 
Zavalla.. 5 3,796 RAINS Poishaa: arevecersc 201,110 249,891 455,841 298, 500 6l 100 102 492 34, 60 

State Total. .| 8,704' 5,079,945 $310,006,663! $2,203,895'%756,105,985 '$174,324,559/ $1,242,641,102' $1,139,168,280! 296,805' 458,310] 293,630° 588,200) 200,431 ..... 
Beaver AOCERIEE 10 5.3771 $ 353,894] M $302,508) $ 369,715) $ 953,972 % 1,980,089 $ 622,300 73 810 351 306 120) 81 
ox Elder. . 37 21,561] 2,137,369 M1,747| 2,768,437 1,682,917 6,590,470 2,603,590 815 2,640} 1,327) 1,488 415} 73 


*1920 Population. 


M—Mine Products. 


**No estimate made, 
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*1920 Population. 


M—Mine Products. 


F—Fishery Products 


COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Qual- 
Dart-| 1925 Do- Pass- ity of 
County nell | Popula- Value of Total of Families] mestic | enger | Ford | Num- |Popu- 
Index tion Value Added | Mined and Live Stock County Bank ith | Light- | Cars | Pass- | ber of |lation 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | ‘4Ve. 
Manufacture | products Factors phones | Cus- han | Cars Tax 100 
tomers | Fords Returns 
en ee 51 29,218 Rel | ee $3,402,432) $1, iy 048 $7,828,034 $5,754,560 1,426 4,580) 2,192) 1,642 5941 84 
Carbon 45 19,379 1,130,760) M$10,867,000 211,598 497, "660 12,707,018 2,912,260 266 2,300} 2,158) 1,240 2,850) 113 
Daggett....... 1 44 5 CI A at 76,726 121,253 DN 5 0-5-0 san Savas Ce 1 11 33 
eee 23 12,163 ECL 7) aes 1,525,430} 1,172,286 4,183,073 2,263,920 166 1,270 849} 1,099 354) 79 
Duchesne...... 14 10,893 DRNEEN 6. canc conan 520,813 725,245 1,340,695 2,150 134 370 363 421 51} 39 
OS 13 7,786 19,590 M814,000 661,585 823,249 2,318,424 346,030 107 660 275 355 49] 54 
Garfield....... 9 5,396 22,410 M191 347,532] 1,079,408 1,449,541 231,450 74 470 192 142 14] 43 
OS Se 4 1,929 14,082 M71,800 130,526 896,890 4,115, 298 172,580 26 170 100 58 101} 83 
WOR bascas 12 6,839 52,970 M72,741 554,954] 1,258,646 1,939,311 1,020,000 93 490 405 458 89} 81 
SS Se 27 *9,871 146,588] M6, 516, 265 592,334 640, 7,895,736 1,524,900 772 1,720 918 703 554) 98 
OS a 4 2,281 <5 | aan 89,026 4491 Sc «| ar ce ee 34 220 81 69 27| 54 
Millard....... 20 11,664 Lo eee 1,452,661} 1,831,294 3,543,485 1,263,720 159 1,200 727 951 162} 73 
Morgan....... 5 2,584 | ener S "283; 693 71,275 1,221,468 231,630 34 260 168 256 67| 75 
See 5 3,356 445,230 M8,620 237,892 201,732 at: EE Oe 47 150 117 98 an 37 
Maes Ses 2 4 1,893 ree 531,724 501,192 1,043,876 110,860 26 20 105 106 21] 52 
Salt Lake..,... 396| 175,063 23,904,275| M41,864,444] 1,855,873} 2,232,949 69,857,541 80,794,870} 20,811] 60,300] 19,307] 12,850] 17,600] 162 
San Juan...... 6 3,947 38,195 M72,367 212,920 731,623 1,055,105 134,300 53 40 43 4 17; 22 
Sanpete....... 29 17,959 TOUR ssacseoweas 1,404,791 1,800,082 3,996,481 2,786,210 240 3,300 943} 1,083 269] 81 
Sevier 22 12.435 627,742 M71,800 1,833,442 1,277,392 3,810,376 2,103,850 450 1,880 697 971 153] 76 
Summit....... 27 *7,862 227,094] M6,821,280 489,603 725,084 8,263,061 2; 726, 550 360 ,300 801 538 499) 110 
i | 18 7,988 2,225,476 M823,018 450,929 874,549 4,337,972 822. 100 333 1,220 587 623 510} 108 
Uimitah,....<.. 15 9,452 69,000 M17,000 809,310 1,203,986 2,099,296 829, ,000 134 490 478 392 144; 51 
Utah 81 42,405 3,377,842) M6,638,482} 3,194,210] 2,735,783 15,946,317 6,508,170 2,765 6,940) 3,143) 3,621 1,251} 98 
Wasatch...... 15 5,542 57,970} M3,321,268 372,034 859,715 4,610,987 418,870 73 700 246 342 94| 63 
Washington 10 7,694 | er 399,641 555,400 985,555 492,810 106 810 207 321 48) 52 
a 4 2,294 7,053 M106 227,342 458,832 693,333 94,540 See 106 36 14, 33 
Weber........ 90 48,155 VUES F8B) . osicsawacns 1,596,022} 1,469,957 10,109,977 21,346,203 5,881} 10,320) 4,936) 3,699 4,121} 132 
State Total.. 997° 493,134 $48,554,119! $78,284,637! $26,603,195' $29,164,113! $182,606,064 $138,517,423 35,490' 104,630' 41,838 33,921' 30,215 
Addison....... 35| *18,666 oy BSA | eee $2,663,313| $2,743,459 $6,696,166 $ 2,681,860 1,054 1,790} 1,904} 1,870 465| 119 
Bennington.... 52 21,687 lS re 92 0, 303) 1,193,841 10,498,907 9,392,980 2,449 2,410} 2,389) 1,884 1,660} 130 
Caledonia..... 60} *25,762 Ay er 155 7, 75 2,837,260 9,169,124 16,575,230 2,805 5,160} 3,264) 1,595 1,325} 143 
Chittenden 122 44,420 ES A ere 211 12,841 3,042,635 16,542,893 44,375,040 6,091 ,100} 4,976) 3,249 ,649| 122 
oS ae 13 7,3 2: |: | a a eee ae 2 890,616 2,342,281 867,110 426 1,050 613 403 365} 108 
Franklin...... 64 30,114 Se 2S ee 2,493,032 4,374,039 11,445,547 11,175,640 2,963 4,980} 3,161) 1,892 1,515] 125 
Grand Isle..... 6 3,796 CS 29,414 25,718 CSC ee eee 243 110 317 400 110} 111 
Lamoille. . 26| *11,858 CC) re 1,056,410} 1,878,018 4,384,754 5,498,060 628 2,170} 1,070 897 285} 122 
Grange... .. 0... 32} *17,279 <b | ee 1,740,664 2,709,696 5,397,441 4,276,470 1,013 2,990} 1,299) 1,442 420) 132 
FERRE. 5055 50 24,23 tS LS ree 2,079,722| 4,077,314 9,013,211 7, 808, 470 2,128 3,960} 2,338} 1,588 1,030} 124 
Rutland....... 109} *46,213 SES Oo) ee 2,444,813) 3,754,241 pip ec 31,550,730 5,503 7.940} 5,279) 4,232 3,465) 143 
Washington.... 92] *38,921 De FT ee 1,671,872} 2,838,526 14,032,222 24,742,170 5,153 5,780 703) 3,056 2,950) 144 
Windham..... 68| *26,373 Olay beer 1,320,724] 1,347,888 8,994,754 23,442,020 3,747 4,800} 2,941} 1,950 2,200} 157 
Windsor....... 97 38, 854 eC kf rr 1; 939, 775 2; 799, 245 18, 274; 031 21,837,220 3,958 8,070} 3,471) 2,381 2,280) 138 
State Total. . 8261 355,545 SNCS ee $22,929,604| $34,972,496] $134,009,130 $204,222,900} 38,161] 55,310} 37,725] 26,839] 21,719|..... 
Accomac...... 68} *34,795 $ 972,090} F$1,431,422| $10,332,950} $1,456,534) $14,192,996 $5,088,570 284 870} 1,660} 3,684 462| 57 
Albermarle. . . 58) *37,216 1,634,992 case alo Scerets ote 2,539,243 1,476,225 ,650,4 274,760 1,698 1,500} 1,851) 3,286 1,145| 87 
Alleghany..... 42 22,386 Sh, 6) a eee 326,317 291,795 6,489,394 ,601,050 929 2,390 296} 1,093 1,258} 86 
Amelia........ 15 10,412 US 5 ee 1,058,428 520,901 1,843,585 477,220 81 30 122 624 47| 37 
Amherst....... 28 20,245 iE ere 1,808,520 731,634 3, 212; 352 96,77 162 60 456 833 206) 41 
Appomattox... 14 9,455 Lh Serer 1,013,755 344,069 1,462,141 1,069,370 80 30 349 644 75} 51 
Arlington...... 69 38,484 11,363,854 F17,231 13,560 66,121 ,460,766 7,298,660 2,990 3,190} 3,825} 4,102 3,755} 106 
Augusta....... 79 46,565 5 be) ae 4,739,839] 2,513,200 11,765,629 8,391,430 1,815 1,960 1043} 4,041 981} 76 
° See 9 *6,389 [Se 393,172 372,641 2,206 890 61 10 375 601 169} 70 
Bedford sibs ia a 46 31,303 lS rs 2,840,539) 1, 427, 710 5,735,227 3,330,430 705 770 914) 1,630 241} 48 
Bland......... 9 5,842 eee 465,686 359,773 1,085,464 487,050 41 10 113 277 15} 38 
Botetourt... .. 24| *16,557 | rs ae 1,263,285 864,871 3,098,627 1,305,760 142 200 573) 1,167 150} 56 
Brunswick... .. 31 22,033 oe) ere 2,067,103 671,303 3,583,620 1,388,740 183 220 382} 1,462 207} 35 
Buchanan..... 23 17,202 Bl) 55,664 492,254 2,211,581 1,095,160 143 470 91 100 37| 14 
Buckingham... 20} + *14,885 S| 1,357,836 553,781 2,408,270 85,040 122 90 203 688 38} 33 
Campbell...... 111 59,192 13, fg ae 1,811,307 901,961 16,513,237 19,192,570 4,875 4,080} 2,810] 3,227 3,393} 90 
Caroline....... 22} =*15,954 6,500 F1,844| 1,341,648 721,40 2,491,393 227,430 142 90 380} 1,194 95| 41 
cc. | ae 27 21,378 18 Ly ea 996,301 963,797 2,147,435 801,190 182 100 228 507 30} 19 
Charles City... 6 *4,792 64,758 F62,886 230,751 232,633 OSB os iscae by Secor 40 10 56 363 13} 41 
Charlotte...... 25 18,533 > eee 1,949,096 747,162 ,096,600 545,420 162 40 462) 1,379 112) 38 
Chesterfield... 27 22,024 705,265 F7,200 684,605 809,797 2,206,867 06, 183 250 405} 1,155 225) 35 
RRND ass wes 12 *7,165 STM Sg. ssss0e serous 1 054, 038 648,775 1,763,187 1,018,450 61 210 370 649 74| 79 
0 “ee 6 *4,100 “a 287,578 257,555 616,297 86,200 40 10 103 343 16} 49 
Culpeper. ..... 21 *13,292 |  _—_—— 1,183,209 1,170,255 2,709,454 2,297,790 101 520 437) 1,231 190} 73 
Cumberland... 12 *9,111 TES FRO 63s ai Seas 962,303 14,503 1,502,571 60, 81 30 113 46 19} 32 
Dickenson. . 24 16,002 1,012,411} M1,583,000 449,175 345,678 3,390,264 1,515,670 142 30 147 108 300} 19 
Dinwiddie. .... 91 54,281 9,134,505 F7,940 1,456,656 686,183 11,285,284 14,261,510 2,003 4,240} 1,765) 2,898 1,848} 65 
Elizabeth City 35 26,25 73,004 F636,001 136,068 304,12 1,549,196 148,710 1,177 3,590} 1,457) 1,462 1,064| 87 
oS ee 12 *8,542 145,391 F41,405 784,262 496,889 1,467,947 756,070 80 30 164 484 28| 37 
i) 31 23,193 178,476 F31,515 1 049, 320 1,815,482 3 074, 793 1, 536, 190 431 470| 1,382) 2,235 505| 70 
Fauquier...... 33) *21,869 5! | er 2,029,922} 1,880,150 4,167,913 2,926,420 182 330 928} 1,878 329| 65 
Lo ree 18] *13,115 LoS "| ae 933,855 75,214 1,798,693 953,490 101 40 257 695 11} 41 
Fluvanna...... 11 8,674 C!S er 416,137 381,140 1,028,343 695,210 81 30 170 553 39 . 
Franklin...... 37| *26,283 UE] ree 2,479,774) 1,305,865 4,318,441 2,173,820 223 370 489| 1,537 100) 3 
Frederick...... 36) *20, 222 hc S | eee 2,108,992 1,038,265 4,814,058 6,391,310 1,069 1,080} 1,418 ,600 497| 90 
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MarcH 31, 1928 SALES MANAGEMENT 55 
VIRGINIA—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS Qui 
ual- 
Do- | Pass- ity of 
' Dart-| 1925 Value of Total of Families| mestic | enger | Ford | Num- |Popu- 
County nell | Popula- | Value Added | Mined and Live Stock ounty Bank it Light- | Cars | Pass- | ber of |!ation 
ndex| tion y Fishery Crops Products Wealth Deposits Tele- ing | Other | enger | Income | “V¢ 
Manufacture | products Factors phones | Cus- | Than | Cars Tax 100 
tomers | Fords Returns 
Giles... ocveee 18 12,059 S| reer $ 635,070} $510,760 $2,126,911 $ 1,760,740 102 450 431 618 145| 56 
Gloucester... .. 16) *11,894 106,656} F% 341,695 515,821 506,358 1,470,530 884,000 101 40 371 711 50| 43 
Goochland..... 11 *8,863 po | 493,796 461,042 1,223,574 86,020 82 30 162 590 41) 39 
Grayson....... 39} *19,816 GFR Si cccwavens 1,209,769 1,028,702 8,748,471 2,013,650 162 200 423 928 87| 44 
Greene........ 8 *6,369 GU ccs wiadees "457, 518 383,814 8, 300,310 6l 10 61 365 10} 32 
Greensville. . 19} *11,606 VL) || re 1,184,954 323,093 2,685,668 2,389,820 101 260 295 670 190} 39 
Halifax 59 42,128 .. | Se 4,362,173 1,343,572 6,247,899 4,255,940 738 1,350 704; 2,939 403) 43 
Hanover...... 25 18,589 BG! | ree 1,220,499 95,025 2,417,870 1,277,73 162 1,220 628) 1,686 291; 67 
Henrico......- 463} 211,073 71,188,782 F 16,536 614,023 1,377,915 73, 197, 256 105,995,170} 23,277 x 4 13,383) 14,104} 18,057} 105 
MRSS viececa sivas 32 21,245 yi. Sy. epee 1,135,888 576,894 Kf 806, 958 3,170,770 51 710 1,200 31 51 
Highland...... 7 *4,93 NL Se 366,211 407,803 806,212 870,860 40 70 110 353 5| 57 
Isle of Wight. . 23) = *14,433 1,726,238 F143,770} 1,341,613 507,154 3,718,775 1,295,370 122 260 233) 1,387 76| 46 
James City... > *6,138 43,435 F81,343 44,059 265,662 934,499 1,389,280 62 330 276 630 97) 100 
King and Queen 12 *9,161 322,773 F82,297 582,045 455,785 eo ers 33 30 127 607 19} 33 
King George. . 8 *5,762 91,199 F34, 541 453,015 439,732 1,018,487 29,870 41 10 179 659 29; 60 
King William. . 16 8,847 2,155,309 F71,949 498,773 380,579 3,106,610 864,070 81 220 191 704 145) 52 
Lancaster..... 15 9,757 824,189 F745,951 335,371 391,778 2,297,289 1,113,840 82 30 315 765 64, 44 
>. 37 26,114 362,131} M2,150,000 1,216,887 866,076 4,595,094 1,239,380 223 270 622) 1,063 179; 30 
Loudoun...... 36} *20,577 A157) Sa ae! 2,718,893 2,177,410 5,112, 4,871,880 163 470 888} 1,821 260} 89 
EOIN. 255 sc::000 23 17,378 MMSE oes tac cas 67,668 703,452 1,917,193 1,412,680 142 60 313) 1,086 75) 43 
Lunenburg... . 24 16,663 GIS Es okies kcescas 1,699,926 569,623 2,945,916 1,061,820 141 290 324) 1,092 319} 39 
Madison...... 14 *9,595 (0 ae 924,211 783,106 1,816,834 464,450 82 30 171 798 22| 52 
Mathews...... 12 *8,447 72,534 F645,729 284,211 453,629 1,456,103 1,105,860 62 30 356 581 93; 48 
Mecklinburg.. . 48 32,484 pci, | | eee 3,588,759 1,135,893 6,094,696 3,021,320 264 500 785; 2,168 335| 43 
Middlesex. .... 11 *8,157 236, 321 F265,053 97,168 371,478 1,370,020 95,340 61 90 321 537 57| 46 
Montgomery... 37 24,413 1,926,134 M132,000} 1,205,665) 1,030, pe 4,294,397 4,222,880 389 1,270} 1,051) 1,550 468) 72 
Nansemond.... 52 30,701 4,226,358 F131,946| 2,582,346 602,3 7,542,972 6,248,980 1,338 1,430} 1,045) 2,075 668) 56 
NGWOR. «6.650 24 17,534 CO A eee 1,748,908 556, 171 2,972,387 705,520 161 355] 1,234 148) 56 
New Kent..... 6 *4,54 160,567 F 50,282 269,687 220,428 PRIS 0's carina 10 85 368 29); 54 
Norfolk. ...... } 358 216, 174 33,195,303 F285,555| 1, 456, 632 889,681 35,827,171 70,335,570} 17,726} 24,100) 10,756) 9,323] 15,225) 89 
Northampton. . | 39 18,519 999,859 F485,429| 6,891,418 730,630 9,107,336 2,844,130 434 510 916) 1,713 591) 63 
N’thumberland 22 11,936 1,395,975) F1,946,451 ,419 494,473 4,442,318 1,135,580 101 30 384) 1,341 75| Si 
Nottoway..... 22 14,557 A? |, Ee 882,202 500,551 2,347,873 2,812,970 122 870 614; 1,164 488) 75 
Orange 19} *13,320 0) 1 Te 855,828 826,333 1,952,884 2,028,550 102 270 445) 1,041 205; 60 
| renee | 22 15,122 RGA co actew cans 910,516 515,907 2,446,428 1,727,190 142 580 +43 889 277| 57 
Patrick........| 23} *16,850 jt) | ee 1,709,880 702,022 2,514,773 889,640 143 1,090 192 557 56} 41 
Pittsylvania....| 142 82,733 jk ae 6,358,267 1,771,542 22,848,735 13,401,010 3,307 3,000} 2,725) 6,218 2,661} 52 
Powhatan..... H - 6,808 8 Oy | ec 795,828 45,265 1,275,165 169,320 60 10 126 568 20} 52 
Prince Edward. 21 15,049 ki C5 | eer 1,216,279 308 2,032,670 2,323,260 123 370 518 769 204; 51 
Prince George. . 21 17,973 242,839 F 26,726 534,868 377,677 1,182,110 141,900 162 210 533} 1,059 265| 46 
Prince William. 20 14,585 181,296 F23,851 661,139 988,774 1,855,060 1,497,400 122 420 747} = 1,285 305} 68 
Princess Anne. . 20 14,815 142,880 F 196,602 1,404,315 917,050 yi ST | ere rer 123 40 341} 1,029 152} 44 
Pulaski... 25| "Ie pak | ee 767,734 566,740 2,851,340 1,873,800 738 790 743 885 297; 60 
Rappahannock. 12 8,082 io 6 || ae 938,497 683,123 1,724,351 458,110 61 30 188 432 22| 41 
Richmond. .... 10 7,444 261,129 F61,117 579,466 414,451 1,316,163 447,380 60 10 153 601 36| 39 
Roanoke. ..... 159 83,852 7) 11.3.4.) ) | eee 1,023,932 824,136 22,901,899 28,876,060 9,243 7,190} 6,733) 4,910 6,506} 108 
Rockbridge... . 39} *24,912 pb eee 1,692,036] 1,072,315 4,849, 553 4,375,480 ,099 240 979| 2,046 419} 72 
Rockingham. . . 59 36,500 7k | ee 3,693,370} 2,729,174 8,470,661 5,680,650 304 1,580} 2,030) 3,606 564; 83 
Russell... ..... 42 28,662 668,419} M3,224,000} 1,195,735 1,096,474 6,184,628 1,360,010 244 210 563 994 620} 32 
RORRS v5 cc ecete 34 25,321 Lt 7» | eee 1,517,546 | 2 149, 6ll 3,236,636 1, 762, 510 223 70 198 676 70| 24 
Shenandoah... 33} *20,808 C710 1, Soe ee 2,098,906} 1,759,258 4,736,074 3,000,560 183 580 960} 1,813 227| 75 
Ci ie 33 23,143 yk 67 ik | | ree 728,085 499,819 3,560,250 2,584,380 546 750 626} 1,460 298) 56 
ee. : 41 28,265 Lk rere 3,591,601 925,457 5,395,562 1,675,290 243 450 570} 2,160 246| 43 
Spotsylvania. 27 16,814 1,335,996 F 14,168 717,697 676,051 2,743,912 4,520,720 820 800 736) 1,237 382) 75 
Stafford. ...... 11 8,121 121,471 F19,415 768, 252 784,827 1,693,965 39,3 61 170 140 404 21} 39 
SCS cee ee 18 *9,305 2,929,500 F12,981 707,480 299,564 3,949,525 558,130 81 30 149 791 69| 41 
bt eee 21; + *12,834 2 ee ere 1,481,870 473,761 2,781,720 2,372,520 102 200 218) 1,273 92) 48 
Tazewell... ... 46 29,479 713,673| M3,629,000 902,112 868,790 6,113,575 4,100,730 495 1,060 706; 1,835 968) 57 
Warren ies sess 14 9,001 Li eee 736,880 551,085 2,054,061 1,000,380 81 780 406 533 103) 73 
Warwick. ..... 112 60, 050 19,530,000 F154,191 98,635 205,369 19; 988,195 12,086,080 2,430 6,200} 1,997] 1,810 2,258) 62 
Washington. . 59] *%39,377 ph oc) | Ere 2,514,270) = 1,512,544 9,376,065 696,890 810 1,620} 1,163) 1,951 822) 60 
Westmoreland... 15 10,763 113,863 F114,054 716,846 "586,792 1,531,555 180,560 82 30 220 730 40} 41 
POS ose 89 53,490 3,648,062) M10,543,000) + 603,015 475,558 15,269,635 4,865,550 1,095 1,480} 1,637) 2,575 2,089) 43 
Wythe. ....... 29| + *20,217 jt. ki, | ere 1,435,143 927,820 3,391,337 2,058,880 662 1,100 548 871 218) 57 
ORM cin cans 11 . 43,958 F352,648 277,840 29, 904,091 815,550 6l 30 171 669 37| 33 
State Total 3,913] 2,407,224! $282,295,637| $29,802,724'$139,445,360| $76,637,071| $528,180,792| $449,657,410! 93,063' 118,050' 93,434'152,706' 77,274 
1 18 *9,623 $478,259| ee ere $2,302,706 $601,732 $2,382,697 $1,375,170 234 660 670 854 300} 89 
1 10 6,942 224,079 F$3,133 496,815 308,178 1,032,205 652,550 167 1,190 756 404 160) 124 
Benton 21 12,582 353,510 F26| = 1,727,852) = 1,291,805 3,373,293 1,212,160 301 470} 1,061; 1,135 300) 118 
helan........ 55 24, 192 LS) eer 244,182 489,865 11,716,978 7,743,920 2,875 3,690} 3,817) 3,014 2,350; 178 
Callam........ 27 13,982 3,676,310 F 168,380 "423, 452 942,304 5,210,447 2,832,220 1,324 2,110} 1,715} 1,302 875) 132 
Clarke........ 81 36,594 15,046,533 F68,854| 1,612,968} 2,404,968 19,133,323 6,494,050 2,735 2,710} 4,293) 3,588 1,600} 121 
Columbia Boranae 15 bs yt | eee ee 2,831,883 499,124 3,611,511 1,281,860 791 1,150 713 436 350} 138 
Co ee 26} *11,791 3,164,016 F121,134 561,171 989,713 4,836,034 4,026,210 267 1,520} 2,997) 2,366 940} 232 
uglas 17 9,486 <i 9c. rere 2,859,157 588,185 3,585,576 ,000 234 800 470 433 215| 79 
eo ep 8 5,336 222, 953 M328,303 368,213 392, 075 1,311,544 198,500 133 370 231 260 80| 83 
Franklin... ... 10 6,284 LS (| ree 580,472 461,656 1,724,506 145,500 666 1,000 706 451 675| 149 
Garfield... 11 *3,875 111,536 F391 2,002,063 357,605 2,471,595 1,749,270 100 480 570 258 350} 152 
< i Sere 2 13 *7,771 80,998 F5,809|} 1,258,727 748,741 2,094,275 605,050 167 880 459 851 225) 106 
ome Harbor. . 125 49,931 27,507,380 F 362,805 583,417) 1,232,458 29,686,060 15,747,870 5,219 8,480} 6.913} 4,236 5,775| 152 
MONS. ccc ce 8 5,934 507,016 F55,296 394,041 1,050,137 2,006,490 256,830 133 340 512 650 80} 114 
{eferton Patent 12 *6,557 1,667,859)" F45,216 136,588 304,892 2,154,555 1,430,000 531 1,930 518 478 340) 139 
Se 911} *389,273 147,274,592| F3,640,862 1,097,573| 6,067,912 158,080,939 205,251,220} 65,545} 96,250} 48,811] 32,703; 49,440) 171 
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WASHINGTON—Continued 
COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 

Dart-| 1925 Do- | Pass- Sage 

County nell | Popula- Value of Total of Families] mestic | enger | Ford | Num- |Popu- 

Index tion Value Added | Mined and Live Stock County Bank it Light- | Cars | Pass- | ber of [lation 

By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | Ave. 

Manufacture | Products Factors phones | Cus- | Than | Cars Tax 100 

tomers | Fords Returns 
Rsteap, 26.45. 54 41,952) $% 2,237,721, $F213,354| $ 273,863) $1,575,539) $ 4,300,477 $ 3,811,670 2,034} 4,600) 2,738) 2,184 2,175 

Kittitas....... 30} *17,737 ; M632} 1,944,839] 1,134,596 4,002,481 4,499, 340 ,899 3,990} 1,880} 1,202 1,400} 139 
Klickitat...... 19 *9,268 783,701 F24,713| 2,339,003 912,020 4,059,437 1,545,650 199 360 935 951 300} 116 
eee 80 39,508 Ek 5) | ee 1,507,182} 2,803,435 16,358,168 7,541,690 3,243 4,570} 4,658) 4,258 2,400} 130 
Lincoln....... 32} *15,141 <n 543,468] 1,156,662 6,333,2 3,879,750 369 ,280} 1,353} 1,560 675) 116 
Mason........ 11 *4,919 1,927,230 F32,211 155,383 355,692 2,470,516 1,134,690 101 400 674 659 450} 152 
Okanogan..... 32 19,476 384,979 M-F5,191| 3,228,039) 1,524,539 5,142,748 2,310,610 467 1,670} 1,438) 1,395 450} 105 
ae 36 16,228 6,825,749 F415,273 06, 532,997 7,980,063 258, 871 3,030} 1,496] 1,076 1,150} 129 
Pend Oreille. 13 6,706 2,159,067 M70,378 202,352 169,797 2,601,594 999,770 1 7 744 367 385) 124 
Pierce... 304) 157,334 54,986, 366 F434,319 610,114} 4,223,979 60,254,778 25,793,030} 18,533} 30,950} 16,991} 12,477} 14,850} 148 
San Juan...... 8 ,605 905,821 F52,651 276,642 ,400 1,668,514 603,000 100 250 174 334 80} 122 
MARAE ois 55's'< 80 35,712 12,786,317 F524,836] 2,202,363} 2,968,643 18,482,159 7,511,700 3,602 3,300) 4,153} 3,433 1,79u} 129 
Skamania..... 5 92,357) 655,589 F8, 222,919 131,089 1,018,503 355,590 67 190 3 255 100] 143 
Snohomish 162 72,493 27,939,630] M-F249,912| 1,353,003} 4,438,313 33,980,85 21,317,690] 6,737} 11,450} 7,816} 5,834) 4,075) 130 
Spokane 272) 142,356 Le CD. 3 in ebetee e 5,829,260] 2,674,967 28,213,924 73,296,780} 21,187} 27,450] 17,521} 10,673} 24,100] 176 
Stevens....... 35 22,775 406, 683 M412,087 1,683,148 1,350,2! 852,124 2,358,240 534 2,310 ,602} 1,548 525} 103 
Thurston...... 52 25,075 8,350,145 F 247,024 519,856} 1,392,385 10,509,410 5,412,700} 2,407 3,030} 4,031] 3,106 1,965} 157 
Wahkiakum... 10 3,577 2;186,593 F254,314 8,566 454,501 3,063,974 440,720 101 200 228 145 220) 84 
Walla Walla... S7i -*27,539 1,837,169 M-F122} 6,010,398 1,179,879 9,027,568 11,272,290 3,424 4,590} 3,519) 2,317 2,175) 151 
Whatcom...... 105 51,216 12,975,507 M-F893,423) 1,534,459 867,695 20,271,084 12,806,150 5,599 8,300} 6,035| 5,356 2,850) 156 
Whitman 7ii 31,323 808,057 F940) 11,624,948) 2,241,374 14,675,319 10,414,980 1,498 4,120} 3,189} 2,318 1,540} 135 
Yakima....... 143 76,173 A [LY nae 17,033,361) 4,056,001 25,591,507 15,239,280 5,870 ,300 817} 6,870 3,575] 124 
State Total. .| 2,969) 1,428,716] $380,370,379| $8,640,495) $91,950,590) $59,309,059] $540,270,523} $459,377,220} 160,430} 248,160) 165,513) 121,737} 131,285). .... 
Barbour....... 32 19,257; $ 249,591) M$3,379,000| $ 921,962} $ 416,913} $ 4,967,466 $ 3,312,010 242 550} 1,117) 1,274 815} 65 
Berkeley. ..... 46 26,002 ee ena 1,586,521 524,238 6,915,924 6,533,160 1,672 2,930} 1,838} 1,953 1,065} 92 
Ee ere 32 18,145 1,682,089} M3,882,000 333,607 163,297 060,993 1,680,140 242 190 771 572 487) 39 
Braxton....... 32 24,511 75,921 M358,000} 1,158,092 526,492 2,718,505 1,897,470 302 140 522 523 394] 39 
Brooke........ 49 19,603 8,196,293} M3,960,000 373,1 295,385 12,824,822 3,999,610 1,056 1,950} 1,491 801 1,704] 94 
ae 134 76,544 LOS) a er 1,001,255 612,729 18,301,773 21,144,110 7,474 9,770| 9,255} 4,518} 6,755) 127 
Calhoun....... 14) *10,268 oS ae 867,395 235,591 1,233,161 1,105,530 141 20 307 309 75| 38 
eee 18 12,197 294,408} M1,580,000 547,503 147,027 2,568,938 754,890 161 20 214 155 174) 25 
Doddridge.. 16} *11,976 1h 1S ne 415,745 246,119 949,450 1,972,370 141 40 440 525 190] 48 
Fayette....... 115 65,179 3,533,387] M16,377,000 540,019 378,120 20,828,526 7,940,360 806 1,270} 3,515} 1,968 3,379} 52 
Gilmer........ 14] *10,668 27,401 M187,000 794,747 247,686 1,256,834 1,118,560 142 20 350 487 150) 51 
Cae 14 9,647 867,989 M162,000 466,039 230,409 1,726,437 915,880 121 160 327 635 78| 48 
Greenbrier..... 42 27,041 1,641,634] M1,829;000 482,024 735,203 5,687,861 3,976,070 343 930} 1,430) 1,819 490) 65 
Hampshire... . 17 11,724 oy, ae 1,175,733 391,418 1,955,867 1,037,520 141 220 429) 1,153 77| 68 
Hancock...... 61 25,362 15,471,035 M163,000 302, 815 159,523 16,096,373 3,827,720 1,054 2,480} 1,951] 1,103 2,050) 81 
LS ae 14 9,850 SYA) Cee 740,931 330,458 1,604,324 591,060 122 90 268 782 48) 48 
Harrison...... 165 89,754 15,724, = M9,098,000 823,096 654,578 26,300,639 22,273,680 5,784, 4,500) 5,643} 4,084) 5,197) 78 
Jackson....... 25) *18,658 162, Sl ar oe 1,42u,086 968,787 2,551,724 ,641,480 221 260 546 820 145) 49 
Jefferson...... 26} + *15,729 E52 5 | eee 1,780,170 509,576 3,912,897 2,755,790 560 1,170} 1,111} 1,266 311] 84 
Kanawha 234] 141,289 16,948,u88| M6,952,000] 1,153,613] 1,015,922 26,069,623 41,004,430) 9,287 8,820} 10,153} 5,106} 10,175] 76 
LEWIS 3 6 vese es 33 21,687 1,063,465 M69,000 826,819 471,847 2,431,131 6,578,850 1,187 900} 1,339 968 935) 76 
Lincoln. .....>> 24| + *19,378 75,806 M391,000 974,612 385,346 1,826,764 8,730 242 50 486 294 175| 25 
ee ee 120 56,037 899,463] M28,239,000 231,640 108,411 29,478,514 5,092,260 1,238 1,700} 3,035) 1,836 2,884; 52 
McDowell. .... 167 80,305 1,752,519) M35,657,000 285,801 321,305 38,016,625 10,570,180 1,374 3,350] 3,173} 2,938] 4,725) 54 
Marion........ 113 61,243 6,346,417 M9, 543, 000 635,789 739,282 17,264,488 ,500, 4,810 ,700} 5,348} 3,273 5,645) 105 
Marshall...... 78 34,413 13,211,858} M3,118, - 1,082,275 913,319 ’ 325,452 6,835,190 1,831 3,360} 2,427) 1,900 2,275| 87 
30} *21,459 1,195,244 Ml 29% 1,429,679 714,827 3,468, 750 1,444,640 507 580 768} 1,010 330} 52 
Mercer........ 100 55,895 4,271,941} M7,128, ‘000 674,420 634,322 12,708,683 18,830,280 3,784 3,700} 3,422) 2,558] 4,300) 87 
Mineral....... 36 21,647 3,559,815 M482, 440,682 228,905 4 711 "402 4,672,320 1,042 1,950} 1,426) 1,231 1,206} 89 
Mingo........ 56 30,292 1,521,700} M8, 387, ,000 292,599 202, 002 10,403,301 4,502,020 907 1,280} 1,158 704 1,892) 59 
Monongalia 86 38,876 6,899,062} M10,470,000 837,626 624,487 18,831,175 10,430,270 3,230 4,450] 3,850} 2,463 3,225] 119 
Monroe....... 19 13,190 loy4>) Eee 1,112,956 478,077 1,743,561 BYR 161 210 398 963 110} 60 
Morgan....... 13 8,644 lS eee 452,059 155,720 1,841,827 751,500 102 590 537 534 470} 65 
Nicholas...... 38 22,427 5,001,334 M538,000 735,033 300,397 6,574,764 2,520,660 503 780 836 768 375| 44 
| eee 188 65,906 29,509,921} M4,161,000 327,904 444° 922 34,443,747 52,961,370 7,249 9,140] 7,549] 3,596] 11,486} 187 
Pendieton..... 13 9,823 1, | errr 792,733 322,916 1,168,383 894,550 121 20 222 691 200) 39 
Pleasants... .. 11 *7,379 CS eee 313,394 192,373 1,150,768 1,624,860 101 200 352 509 240 60 
Pocahontas... . 29 15,151 OC | ee eee 753,933 272,969 5,894,292 1,899,450 181 410 766 944 95} 62 
Preston...... 45 28,932 1,218,492} M2,598,000| 1,429,226 727,513 5,975,231 4,582,680 363 750} 1,969} 2,374 1,160} 81 
Putnam...... 22; “17,531 1,431 M172,000| 1,045,422 453,664 1,762,517 1,243,280 296 50 497 686 325| 38 
Raleigh. ...... 101 52,027 1,488,195] M18,840,000 614,006 356,750 21,298,951 6,728,110 1,242 1,610} 2,983) 1,332 2,145) 52 
Randolph 45 27,243 4,201,204) M1,124,000 917,009 344,176 6,586,389 4,459,210 998 920} 1,656) 1,172 1,518} 73 
Ritchie 25| *16,506 EO) 5] ee 568,916 339,836 2,177,915 3,876,290 202 50 914 ,408 500| 83 
Roane...... 27| + *20,129 US) eee 1,143,741 531,779 1,818,289 2,879,960 262 440 903 690 210) 48 
Summers...... 27 19,472 7°) |) a ante 10,578 392,726 1,921,014 3, 968,780 983 660 759 522 715| 56 
Co er 34 19,980 3,545,267 M451,000 399,903 278,112 4,674,282 5,366,500 1,663 920} 1,405 936 1,505} 90 
i ae 29; *16,791 2,376,940} M1,494,000 397,760 163,680 4,432,380 1,875,620 202 820 734 549 650} 60 
TWICE) scx cans 22} *14,186 PEI 0:9 ine ge ences 433,863 319,309 1,515,462 4,828,880 628 700 721 916 415) 76 
Upshur 28 18,543 1,418,763 M992,000 737.326 451,074 3,599,163 2,769,010 705 710 981 821 420] 70 
Wayne........ 34 27,107 1,610,079 M162,000 870,560 490,084 3,132,723 1,164,040 343 580 796 768 455| 43 
Webster 19 12,627 2,345,509 M57,000 388,776 176,920 2,968,205 736,030 161 20 405 196 95} 30 
Wetzel........ 32| *23,069 A ee eee 771,393 471,994 2,641,335 3,369,710 282 580} 1,375} 1,276 535) 68 
RES 8| *7,536 eee 494,655 285,113 791,452 300,000 eee 156| _ 312 40) 37 
See 92 44,743 DEL os gcosete ocean's 985,672 914,725 14,599,311 18,174,290 5,140 4,720} 4,495} 2,289 3,435| 116 
Wyoming...... 29 17,877 1,080,884; 3,046,000 472,443 218,116 4,817,443 1,807,760 222 1,190 629 327 750| 52 
State Total. .| 2,873} 1,611,455 $185,175,000| $42,465,700} $23,218,469} $459,527,826] $342,568,920|° 72,376] 88,530) 100,138] 73,607} 89,200)....- 


$208,668,657 
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COUNTY. WEALTH FACTORS STANDARD OF LIVING FACTORS |), 
ity of 
Dart-| 1925 Do- | Pass- ~~ 
County nell | Popula- ilies Value of Total of Families} mestic | enger | Ford | Num- ee 
Index} tion is "3 dded | Mined and Live Stock County Bank With | Light- | Cars | Pass- | berof | Aye 
M rl Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income | 199 
NManulacture | Products Factors phones | Cus- | Than | Cars Tax 
tomers | Fords Returns 
Adams........ 15 9,674} $  207,480]............ $1,059,910] $1,080,064 $ 2,347,454 $ 581,550 282 460} 606} 1,032 288| 70 
Ashland....... 45| 25,997 ,353,046 F$1,991 584,587 776,288 6,715,912 5,261,580} 2,209} 2,890] 1,705} 1,504) 1,187] 97 
Barron........ 63| 37,209 Mo” | ene 3,440,928] 4,811,621 9,360,6. 7,535,970} 2,646} 2,000} 2,554) 4,383 724| 98 
Bayfield....... 28] ‘17,890 2,482,567|  F101,998 783,421} 1,226,667 4,594,653 1,282,300 883} 1,180} 916) 1,331 332| 70 
Brown........ 136} 66,303] ‘17,155,277 F73,083} 3,247,549] 4,316,360} 24792269 19,972,450} 8,691] 6,080} 6,780} 4,910} 4,023) 108 
Buffalo 33] *15,615 I okscin sks 2,638,501} 3,412,694 6,292,320 4,694,020 471} 1,100} 1,847} 1,810 330} 102 
Burnett....... 18} 11,704 Sy asesesnaas 1,001,037 1,381,152 2,512,599 1,518,720 377 410} 489] 1,318 89| 73 
Calumet 36] 17,527 PRI oc cnc cn cans 2,294,380} 3,260,570 6,962,085 ,304,220 565| 1,180} 2,052} 1,990 679| 106 
Chippewa..... 75| 38,964 oe eee 3,227,029] 4,435,854] 13,827,307 8,741,240] 3,696] 2,370} 3,070) 4,144) + —1,227| 98 
NNR 69| 37,978 8 Meee 3,801,741} 6,863,221} 12,448,436 5,921,350} 1,319] 2,200} 2,785] 4,403 648] 89 
Columbia...... 63} *30,468 i es 4,211,125] 4,566,246] 10,678,751 11,068,190} 2,340] 3,710} 3,052} 4,090] 1,513) 137 
Crawford...... 31] 17,046 8 ee ,955,643| 2,335,368 4,726,194 4,444,330] 1,220 ,200} 1,307| 1,964 327| 95 
BD, tn acne 203} 96,229} 15,770,483]... ......... 8,434,727] 10,288,207} 34,493,417 38,148,610} 13,319} 15,680} 13,524) 11,559) 9,060} 162 
Dodge........ 112} 51,047 | ° . eee 6,757,782| 9,265,380! 25,144,795 11,099,540] 4,320] 5,170} 5,370] 5,970} 2,103) 105 
Door. . 35) 19,278 1,272:291 F264,743| 1,859,049] 2,274,309 5,670,392 4,759,940} 1,401) 1,310} 1,652| 2,177 314| 95 
Douglas....... 101] 51,102} ~——:17,642,303 F2,247 680,484} 1,135,086} 19,460,120 11,076,110}  6,582| 7,980} 3,770} 2,680} 3,722) 102 
a 56 940 eee 3,700,992] 4,851,684 9°590,818 8,031,110} 2,396} 1,270} 2,303) 3,445 571} 102 
Eau Claire..... 74| 37,500 PE hs oiencce 2,234,401} 2,498,326] 12,476,252 11,092,850} 5,031] 5,280} 3,630) 3,461) 2,418} 125 
Florence....... 6 3,728 PE iccwinaxcoays 209,977 262,737 3,332 380,000 94 450| 360/ 368 82| 94 
Fond du Lac 131] 58,673] 14,136,787|.- 22. 5,510,530} 6,474,669] 26,121/986 19,652,450} 8,686} 7,900) 6,733) 6,247) 4,009) 132 
Forest........ 18} 11,589 ee 296,582 242,989 2,807,203 1,081,220 377 720; 791; gil 204| 78 
Grant......... 77| 39,065 DRE iasidiveeidee 5,671,362] 6,229,925] — 12°784°414 12,611,800] 2,932} 3,360) 3,401) 5,728) 1,254) 127 
recta ces 57) *21,568 y<1 022] haere 3,801,621] 6,377,408 12,495,058 9,847,180} 2,058) 3,720) 2,855} 2,870} + —:1,294} 157 
Green Lake 31] *14,875 cc =a 2,020,861} 1,660,111 5,250,707 5,543,970] 1,176 (360) 1,363} 2,050 371| 118 
lowa.......... 44|  *21,504 SRI nesvevess 3,032,497| 4,165,254 8,031,998 6,770,140] 1,588} 1,290} 1,791} 2,686 782| 103 
SOOT ee 14} 11,368 283,216 F14 204,61 236,044 723,890 1,607,840 707} 1,220} 862} 452 407| 72 
Jackson. ...... 34) = 18,127 yO Rae 2,310,347] 2,977,186 5,503,153 4,789,910 659 800} 1,321} 2,249 278} 90 
Jefferson. ..... 86| 35,427 i eee 4,693,883] 5,873,256] — 18'901'277 13,057,080} 5,141} 5,610} 3,747|  4,780| 2,159] 146 
Juneau........ 33} *19,209 eer 1,919,140 821 4.196.485 5,592,910 658| 1,200] 1,487| 1,961 468} 100 
Kenosha...... 175] 61,681] 44,184,153 F20,949] 1,742,788] 2,483;591| 48°431'481 16,040,420} 6,042} 8,784) 6,208) 3,640) 6,571] 108 
Kewaunee... . 35} *16,091 1,168,894 F90,730} 2,027,699] 2,840,339 6,127,662 6,061,860 567 390} 1,655} 1,734 277| 90 
La Crosse... .. 95| 44,559 11,665, Siig as de 1,933,429] 2,593,247 16,192, 552 17,525,890] 7,996} 7,140} 5,309] 4,103] 3,584) 137 
Lafayette...... 43) *20,002 i rer 3,454,495) 3,953,355 8:192°520 6,844,850 659| 1,400] 1,587] 2,488 599] 98 
Langlade... .. 40| 23,969 RS 60s cucu 1,298,725| 1,300,787 5:991'812 3,981,480] 2,564, 2,230} 1,908] 1,930 869| 92 
incoln....... 41) 22,229 4,346,901]... 22212: 64,044} 1,364,718 6,575,663 5,535,410] 2,646] 2,490} :1,934| 2,066 742| 103 
Manitowoc 127) 55,419} 18,284,129] F 106,166] 3,831,100} 5,942,369 - 28, 163,764 15,740,520] 6,131} 4,280} 6,351) 4,719} 3,019} 105, 
Marathon... .. 132} 71,040} =—:11,039,563)...-........ 4,462,627| 6,794,560| _22'296°750 16,080,810} 5,250} 5,800} 5,877} 6,490} 2,685} 89 
Marinette... .. 64| 34,670 7,436,389 F67,936| 1,641,247} 1,854,905] 11.000/477 6,817,460| 2.866} 3,270} 2,570} 3,098} ~—:1,207) 90 
Marquette... . 18} *10,443 : Ea 1,390,248} 1,191,605 2,958,859 1,616,790 377 720} 706} 1,531 151} 95 
Milwaukee....| 1,505} 599,647} 313,950,833) F112,164| 1,363,831] 1,725,851] 317'152'679| 270,994,490] 88,601} 99,600] 56,952} 37,450} 84,963} 121 
Monroe....... 54] *28,666 See 3,347,482] 4,789,073 8,890,167 7,353,100} 2,655] 3,220) 2,427| 3,336 848} 108 
Oconto........ 47| 27,924 2,808,026 F73,665| 1,874,913} 2,762,391 7°518.995 4,164,470} 1,692} 1,520] 1,667] + 2,898 494| 75 
Oneida.... 2... 27| 15,448 cf eee 466,411 375,61 4.009474 3,437,760} 1,674, 2,180} 1,479} 1,503 726| 121 
Outagamie... . 123} 58,518] 15,886,457)... 3,463,521] — 5,121,00 24,470,986 15,731,180} 7,559] 8,240} 5,614) 5,402) 3,658] 119 
zaukee 35] *16,335 3,119,078 F65,529| 1,762,305} 2,513,597 7'460.509 4,091,700] 1,093 850} 1,918} 1,778 816| 94 
Pepin......... 15} *7,481 re 1,185,446] 1,182,968 2,450,088 2,462,280 282 600} 601} 1,089 180} 113 
Pierce 43} *21,663 Se 3,298,086} 3,832,873 7°375,897 6,097,160 753| 1,350} 2,275} 2,918 436| 122 
eee 54| 29,988 BES aikcircase 3,185,554] 4,739,742 8.548.287 6,669,290} 1,036} 1,570} 1,857| 4,044 452| 97 
Portage... 60| 35,179 i: ne 2,769,791| 2,432,441 9,185,807 6,785.480| 2.832} 4.940} 2,159] 3,359) 1,252) 94 
PHE. 0... 2+ 37| 21,191 rt eee '775.659| 1.199104 6,178,491 3,250,510} 1,273) 1,200} 1,185) 1,706 512| 86 
Racine her ae 259} 91,161] 66,597,774 F56,177| 2,382,747] 3,577,424| 72,614,122 22,237,430} 11,197} 15,700} 8,708) 5,943} 8,970) 121 
Richland ae 39] 20,396 BEE. Sous antints 2,289,428] 4,107,790 6.947.759 4,219,170} 1,491 610} 1,615} 2,640 421| 97 
Rock RRS 156} 72,162) ——-:19,486,667]............ 5,053,271] 5,265,004} — 298n4.942 24,244,020} 11,369} 5,400) 8,140) 7,656/ 5,628) 133 
Rusk Res caoaud 30} 19,373 i 921,083} 1,486,220 4.495.162 2,002,550} 1,290} 4,440} 1,055} 1,592 372) 113 
t. Croix... 52| 26,217 __.. Saaeainet 3,822,917| 4,935,528 9,706,542 6,473,390} 1,536] 1,800} 2,076} 3,430 759| 108 
Seok 68| *32,548 1,897, 731 Rissa ainaacal 4,285,434] 5,169,467| 11,352,682 12,670,010} 3,549} 3,720} 3,701 3,642} ~—-1,602| 125 
oe 13 ii: ens 395,096 582,495 1,595,887 804, 880 282 230; 427) 934 116} 83 
Shawano... 54, 35,158 2198 $39 a etn 2,768,874| 4,266,040 9°228'453 6,935,490} 2,251} 1,450) 2,845) 3,975 547| 78 
eboygan..... 150| 62,758] — 21,677.604|  F 126,950] 36421466] 6.016.895| 31463915 23,775,280} 8,267; 14,800} 8,011} 5,752) 5,420) 141 
aR 33} 20,538 ok anil arte 1,284,537| 2,021,107 5'030.944 1,932,710 658 5 1,050} 1,816 189} 70 
Prempealeau.. 52| 25,399 er 3,728,818} 4,425,026 8,518,261 9,340,670 847| 1,510} 2,002} 3,590 660} 108 
ven 57| 29,896 | | RRO 4,027,572} 4,482,055 8,829,923 9,196,820} 1,877} 1,100} 2,572) 3,739 588| 94 
Vila. 10} *5,649 See 143,432 202,198 1.607.224 940,580 189 490} 607; 904 208| 135 
Walworth. . bovine 66| *29,327 ME scccgsers 4,080,154} 5,779,103} —_13,279'922 10,103,800} 3,857} 3,320} 3,796| 4,048] 1,792) 148 
Jashburn.. . . 19} 13,177 ; || ere 719,620} 1,076,188 2'014.309 1,975,420 377 550| 633) 1,177 324| 81 
Washington....| 62] 26,805 5,639,147] ............ 3,440,142) 4,589,801 13,669,090 7,606,560} 3,168} 1,730} 2,867| 3,105} 1,263) _ 95 
aukesha.... 101} 45,733 Ws oi sicnieuss 4,484,786] 6,443,960} 20,608,525 14,328,720} 5,529} 3,800} 5,097] 5,430} 2,384) 119 
aupaca...... 69 5,003 . | egeenerens 3,267,941} 3,914,309) 12100310 9,867,130} 3,839] 2,560] 2,952} 4,932} 1,323) 116 
aushara 29} *16,712 OT | ete 2,029,724] 2,070,016 4,757,447 2,887,260 566 780} 1,052) 2,461 148) 89 
innebago 150 t pt nas 3,088,993} 3,958,414) — 29.762:170 25,179,530] 9,975] 8,870} 7,140} 5,194| 4,702| 127 
Woed......... 70| 36,943 tS ne 2,056,613} 3,400,325} 11,604,905 9,592,210] 4,550} 2,830] 3,371) 4,155} 1,575) 108 
State Total..! 6,036! 2,805,989! _$747,058,315! _ $1,164,342'8185,638,751'$224.037,941' $1,177,899,349|  $874,065.120! 303,036! 336,1041264,079| 265,7701 193,922)... 
Albany... 20| = *9,283] ~ $ 1,591,433] M$ 41,500] $ 683,560] $1, 007, O11] $ 3,323,504 $4,323,290] 1,319 1.770 1,506] 998] 1,798] 210 
ig Horn 46] 14,515] —10,259,294]............ 1,119,133 651 12,187,078 1,578,790 324 410} 637) «= -943]_— 1,204) 95 
ampbell.... . 12 5,992 25,2491 _ M155,667 717,8 ass 892 2,342,702 779,740 124 3 275| 453 172| 102 
on 28] *9,525 1,096,199] 1,431,000} 1,567,606] 3,108,486 7,203,291 4,033,010 821} 1,470] 1,340} 1,106} —‘1,967| 195 
onverse...... 30} 10,352 6,987,600]............ 604,2 1,356,094 8,947,959 1,950,1 228 810| 635) 1,040 730| 114 
Crook Rosny oa 11 6,323 re 788,637 927,803 1,760,140 700,210 133 20; 307} «3 374 106| 76 
song Nib 24, 14,171 355,188]  M668,000 887,682} 1,739,205 3,650,075 2,499,670 318] 1,420] 1,157} 666 713| 98 
+ og ah 17 9.334 | RR GosEs 2,269,012} 1,210,369 3,515,881 380,500 208 330| 405) 1,098 210| 87 
Ton prings. . 11 6,192 95,268]  M668,000 247 298 673,730 1,679,296 1,043,640 138 740| 617| 409 762| 135 
ohnson....... 11 5,277 87,2191 | M155,667 658,719) 1,452.672 2,354,277 832,050 113 580| 3701 439 189} 108 
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COUNTY WEALTH FACTORS STANDARD OF LIVING FACTORS 
Dart- 1925 Do- Pass- Qual- 
County nell | Popula- Value of Total of Families} mestic | enger | Ford | Num- |ity of 
Index tion Value Added | Mined and Live Stock County Bank With | Light- | Cars | Pass- | ber of |Popu- 
By Fishery Crops Products Wealth Deposits Tele- ing Other | enger | Income |!ation 
Manufacture | products Factors phones us- | Than ‘ars Tax ve, 
tomers | Fords Returns | 100 
Laramie....... 44 23,958 i) ere $1,047,949] $1,420,095 $5,399,656 $8,795,800 2,597 4,080} 2,052) 2,332 2,836] 143 
Lincoln. ...... 30 13,269 291,097} M$3,803,000 896,821 1,525,618 6,516,536 3,674,710 298 940 938 665 1,101} 98 
Natrona....... 64 20,224 i a ee 148,310} 2,024,396 15,823,906 11,823,160 3,219 5,170} 5,430) 4,490 4,786| 292 
Niobrara...... ll 8,313 DO See 360,889 624,582 1,103,472 225, 183 170 252 557 155} 62 
PW Rccetacass 17 8,753 145,898 M668,000} 1,261,316) 1,314,442 3,389,656 1,640,780 88 830 733 596 377) 121 
8,591 1 Se 1,201,715} 1,373,997 2,720,740 1,445,680 183 450 615} 1,030 373) 113 
19,234 1,245,075} M1,568,000} 1,449,973) 1,266,112 5,529,160 4,930,340 1,861 2,700} 2,150) 1,171 1,743} 132 
Oe. Mevcne onic te ds sabes iene 852,656 679,034 1,531,6 ch: | RS 161 ‘120 105| 98 
14,810 854,843} M8,971,000 189,454) 1,594,681 11,609,978 7,615,520 1,012 2,860) 1,718 928 2,920) 154 
OT Be aig sea anh nes lames 352,346 212,039 564,385 Ae, | nn (ener 80 102 98 
OO eee 13 7,027 617,015 M41,500 526,403 850,010 2,034,928 2,035,180 543 740 496 318 543] 97 
Washakie...... 8 3,723 <A tne 759,961 882,179 1,692,377 991,150 88 270 295 396 231) 130 
Weston....... 8 5,302 41,440 M155,666 302,792 495,920 995,818 380,940 115 210 281 374 199) 113 
Yellowstone 
National 
RS ere | Tene: (Se Recents | WAMU SAIS CIN (Arar eee Mere yas reenerd (AM eenar can mA | AMIR TS 20 40 20 2) 144 
State Total. . 501} 224,333) $40,669,096) $18,327,000} $18,889,391) $27,991,018) $105,876,505 $62,419,080] 14,013} 27,290) 22,490} 20,625} 23,229)..... 


*1920 Population. 
part of Lincoln Country since 1920. 


M—Mine Products. 


No estimates available. 


**Sublette County organized from parts of Fremont and Lincoln Counties since 1920. 


***Teton County organized from 


The Sources for This Information 
as Compiled Are as Follows 


Population — U. S. Census of Population, 
1925 — Bureau of the Census. 

Value Added by Manufacture — Estimated 
on basis of figures furnished by the Cen- 
sus of Manufactures, 1919, and by the 
Census of Manufactures for 1923. 

Value of Mined Products— U. S. Bureau 
of Mines, 1924. 

Crops — U. S. Census of Agriculture, 1925. 

Livestock Products —U. S. Census of Agri- 
culture, 1925, combined with estimates on 
basis of figures furnished by the Census 
of Agriculture, 1920. 

Fishery Products—U. S. Bureau of Fish- 
eries, 1920-24. 

Bank Deposits — Compiled from Bankers 
Directory, 1926, Rand, McNally Com- 
pany. 

Count of Telephones—--The Lord of Tele- 
phone Manor, 1927, published by the 
Literary Digest. 


Passenger Cars— Standard Motor List 
Company, Des Moines, Iowa; Dixie Data 
Book, The Progressive Farmer. 


Domestic Lighting Customers — January 1, 
1925, Electrical World, McGraw-Hill Co. 


Income Tax Returns— U. S. Statistics of 
Income, 1923. 


The following acknowledgments are made for 
cooperation in compiling this data: W. M. Steuart, 
Director of the Bureau of the Census; Frank J. 
Katz, engineer in charge, Division of Mineral Re- 
sources and Statistics, Bureau of Mines; Henry 
O’ Malley, Commissioner, Bureau of Fisheries; S. W. 
Mendum, Associate Economic Analyst, Bureau of 
Agricultural Economics; Frank M. Huston, Man- 
ager, Division of Research and Statistics, Federal 
Reserve Bank of Chicago; E. E. Bullis, of Lord & 
Thomas and Logan; G. F. Ganser, of Henri, Hurst 
& McDonald; E. Ross Gamble, of Erwin, Wasey 
and Company. 
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Market Data on U. S. Territories 


Alaska 

The gross area of this territory is 590,884 square 
miles. In 1924 the population was estimated at 
60,000. Merchandise exports in 1926 amounted to 
$73,822,387 and the imports were $32,131,020. The 
bulk of this trade was with the United States. The 
exports were largely fish and copper and the im- 
ports were machinery, textiles and food products. 
Seventy-two corporations paid income taxes in 1925 
and 3,207 personal income tax returns were recorded 
for the same year. Automobiles registered in the 
territory on January 1, 1927 totaled 1,734. Fifty-nine 
postal routes serve 7,552 miles of the territory. 


American Samoa 

The gross area is seventy-seven square miles. The 
1920 census, the last figure available, places the 
population at 8,056. Merchandise imports in 1926 
amounted to $148,163 and the exports were $78,033, 
all of this amount going to the United States. The 
chief export product is coconut (the dried kernel 
is called copra). Other fruits are grown but not 
exported. 


Guam 
In 1920, 13,275 people lived in an area of 210 
square miles. One post office serves the territory. 
The merchandise imports for the year ending De- 
cember 31, 1926 amounted to $524,319 and the ex- 
ports were $119,028. 


Panama Canal Zone 
According to a police census in- 1926, the popula- 
tion of the zone was 27,151. The gross area is 527 
square miles. On January 1, 1927 automobile regis- 
trations totaled 5,122. No private individuals are 
allowed to acquire land, therefore no exports are 
listed. 


Philippine Islands 

The land area of this group of islands is 115,026 
square miles. The 1926 estimated population was 
11,573,000. Total automobile registrations on Jan- 
uary 1, 1927 were 22,325. In 1926, 98,000 fine 
ounces of gold were produced and 45,000 fine ounces 
of silver worth $30,000. Preliminary reports for 
1927 show that 582,000 short tons of sugar were 
produced on the islands last year. Merchandise 
imports in 1926 amounted to $119,298,992 and the 
exports for the same year totaled $136,884,320. 
Coconut oil, manila fiber and copra constituted the 
principal products exported. Textiles, machinery 
and vehicles and other metal products were the 
principal imports. Principal cities in 1918 were: 
Manila, 285,306 (1924, 313,855) ; Cebu, 65,500; Al- 
bay, 52,760; Iloilo, 49,115. In 1924 there were 14,- 
041 telephones. 


Porto Rico 

The area is 3,435 square miles. The estimated 
population in 1926 was 1,422,000. Merchandise ex- 
ports in 1926 amounted to $97,746,450 and the im- 
ports were $97,416,766. Sugar, tobacco and coffee 
were the leading articles of export. Food products, 
textiles and machinery were the principal imports. 
Ninety-three post offices serve the territory. On 
January 1, 1927 there were 14,750 automobiles reg- 
istered. Principal city is San Juan with a popula- 


tion of 71,443. Telephones totaled 11,442. 


Virgin Islands 
The latest population figure available for this ter- 
ritory is for November 1, 1917. The population then 
was 26,051. The area is 132 square miles. Mer- 
chandise imports for 1924 (latest available) were 
$2,028,718 and the exports were $461,556. Five post 
offices are on the islands. 


Merchandising Statistics for Hawaii 


County 9 a 3 P 2 E S g 5 2 3 ESV 
7 3 & e 2 > i. GS 5 gi sls oa Pink. 
3 <= x 8 H >} 2 me o — 5 = as ese 
5 | 2 is | ge | F | . | | SE] E | fel] 8) 218] ge | ge 
2d < ze ES 5 = aS = ss ia idi2a ae mae 
Honolulu............ 123,496 | 169,300 | 600 | 17,538 | 14,644 | 11,027 | 21,213 | 4,510 | 12,330) 1,271] 9] 7 | 12 | 213,705 | 6,843,839 
awali.............. 64,895 | 77,200} 4,015| 4,339! 2442] 1,256] 7,000; ** ** 918 |....| 1 | 26 | 278,852 | 102,600 
ers # 36,083 | 46,000 | 1,182} 3,701| 1,287] ** 1,530; 200) ** 703 |....| 3 | 8 | 158,950 | 1,296,812 
ener ee 31,438 | 35,360} 641 | 2,651 545 |  ** - | ** 414|....| 2] 11 | 135,739} 485,329 
See 255,912 | 327,860 6,498 | 28,229 19,018 | 12,256 | 29,743 | 4,710 | 12,330 | 9,306 | 9 | 13 | 57 | 787,246 | 8,728,580 
**Not known. 
Count of Wholesalers and Retailers in Hawaii 
Wholesalers Retailers 
> 
6 x 
o 2 bn < o “= 
County =| 8 § g § 3 3 Sle é Z 3 3 E 
S/2/<| 3/8! 2 Slelele| |8| lel] & S15] |Slal lel & e| [el2l el lelels I rf 
lela isis! |8lelsleisle| | siiaziele |e l@| 18 lelei2] 2 le lglelelolslelsielé eles 
SiS) 8] 8] e/2] S12] Slels| sleis]Sl oS) 2/4 les 2 leislé : | 8 lolsleltiS/S/S/sisleisle| sie 
S(C( SiS Sle/2 el elals|S)Si(Sl ell sials| S(Siel Pie eis) § | lel Ele) slSisials|5/s) 2) 2) & | s 
aIslmlOISIBIDlOldIzIglOISISIlOllalalima lO lald|Alalalal © 16 IBISISlSleiZlolxklalwialaie |= 
Honolulu. . . . . 4} 3124] 4/61] 3] 6113/10/10] 6119115! 4] 11] 19/231257| 80) 1/61] 76] 7/47/55] 645/186/21/22/53| 15|12| 5| 8} 8/25] 4/22) 5/120) 7 
Hawaii... .... |. of..de.} Steff. 3t 2t al..t 3l ate. Hl 8tr5} 75} 19] 2120] 15} 2/10] 3} 358] 20) 6| 3/20} 1] 3) 1) 1) 1] 9}..| 1)..) 47 
eee 1}. | 3i..t..]..[..f..1.. {111 3} 39] 18}..1 6} 7] 3} 2} 2| 153] 12] 3} 2]16)..}..)..] a} af 4i..} af. .] Say. 
Kauai........ wt me 9} 3} 20} 13]..| 5} 7} 3] 1] 1} 120) 5] 5|..| 5 2}. .} 3}... .]..] 19}. 
‘esac ee Bs bal ae ve 
Total...... 4| 3/241 4167! 3! 6113/1612! 7l19118! 5! 11! 4714413911130! 3/921150/15!60161! 1,2761223135127/94] 16115! 6112/10/41! 4/24! 51217] 7 


Courtesy Honolulu Star Bulletin. 
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State Summary of Statistics for Principal Cities 


Population | Estimated | Increase in |!ncome Taxpayers 1925 Number of Number of snopriad 
State Census Population | Population Mfg. Wage With Number of 
1920 July 1, 1927 | 1920-1927 Corpora- Personal Establish- Earners Tele- Families 
tion ments phones 

Alabama................ 2,348,174 | 2,549,000 200,826 2,569 26,278 2,349 | 116,599 53,824 554,130 
Arizona.......... 334,162 459,000 124,838 593 10,104 294 9,127 13,464 109,286 
Arkansas...... 1,752,204 | 1,923,000 170,796 1,823 20,597 1,257 43,977 39,443 427,333 
California. . . 3,426,861 | 4,433,000 | 1,006,139 10,539 | 305,074 9,638 | 249,552 | 542,662 | 1,166,579 
Colorado. .. 939,629 | 1,074,000 134,371 2,983 35,808 1,416 31,967 97,357 261,951 
Connecticut............. 1,380,631 1,636,000 255,369 3,720 74,595 3,062 | 242,362 | 153,827 371,818 
Delaware................ 223,003 243,000 19,997 780 9,131 419 20,704 16,287 56,512 
District of Columbia... .. . 437,571 528,000 90,429 1,081 43,293 538 9,753 61,999 117,333 
Florida............ 968,470 | 1,363,000 394,530 5,478 76,213 1,863 66,204 56,126 332,439 
Georgia... ......0..00.00. 2,895,832 | 3,171,000 275,168 3,354 37,410 2,876 | 141,173 94,189 689,348 
Idaho................... 431,866 534,000 102,134 1,012 12,907 490 15,794 30,264 124,186 
Illinois... ..0..0..0.0.... 6,485,280 | 7,296,000 810,720 16,767 | 357,448 14,117 | 622,368 | 968,339 | 1,737,143 
Indiana................. 2,930,390 | 3,150,000 219,610 6,826 80,300 4,772 | 280,854 | 351,276 787,500 
7 2,404,021 | 2,425,000 20,979 5,115 50,379 3,270 74,976 | 350,954 591,463 
Kansas.................. 1,769,257 | 1,828,000 58,743 2,133 34,284 1,878 46,659 | 206,525 445,854 
Kentucky. .............. 2,416,630 | 2,538,000 121,370 3,418 37,315 1,864 76,580 | 114,626 576,818 
Louisiana................ 1,798,509 | 1,934,000 135,491 3,121 40,695 1,742 88,058 64,912 420,435 
Maine......... 768,014 793,000 24,986 1,945 19,444 1,500 73,849 84,149 193,415 
Maryland............ 1,449,661 1,597,000 147,339 3,090 66,152 3,184 | 125,787 96,449 354,889 
Massachusetts........... 3,852,356 4,242,000 389,644 9,631 | 221,530 10,027 | 591,438 | 499,892 964,091 
cect a Tee 3,668,412 | 4,490,000 821,588 8,103 | 188,669 5,600 | 515,494 | 355,634 | 1,044,186 
Minnesota............... 2,387,125 | 2,686,000 298,875 5,999 71,291 3,888 | 100,614 | 274,510 596,889 
Mississippi.............. 1,790,618 | *1,790,618 |............ 1,447 16,985 1,705 55,171 | +39,763 406,959 
Missouri................ 3,404,055 | .3,510,000 105,945 9,372 | 109,059 5,114 | 194,959 | 342,866 856,097 
Montana................ 548,889 714,000 165,111 1,609 19,239 606 14,777 31,661 183,077 
Nebraska........... 1,296,372 | 1,396,000 99,628 2,868 35,661 1,306 27,200 | 190,187 324,651 
Nevada................. 77,407 *77,407 |............ 351 6,164 102 2,670 6,473 22,116 
New Hampshire.......... 443,083 455,000 11,917 758 16,413 1,038 66,658 53,658 110,976 
New Jersey.............. 3,155,900 | 3,749,000 593,100 9,494 | 150,874 8,204 | 425,377 | 284,178 852,045 
New Mexico......... 360,350 392,000 31,650 435 7,203 200 4,629 10,399 91,163 
New York............... 10,385,227 | 11,423,000 1,037,773 46,838 | 751,941 33,393 | 1,066,202 | 1,256,772 | 2,656,512 
North Carolina........... 2,559,123 | 2,897,000 337,877 3,762 38,740 2,614 | 182,234 79,330 579,400 
North Dakota........... 646,872 °641,192 — 5,680 1,684 11,715 320 3,261 48,325 133,582 
(0) 5,759,394 | 6,710,000 950,606 14,266 | 224,643 11,137 | 676,742 | 651,759 | 1,636,585 
Oklahoma............... 2,028,283 | 2,384,000 355,717 3,141 40,825 1,282 26,333 | 144,199 518,261 
Oregon.................. 783,389 890,000 106,611 2,910 32,542 1,908 59,579 95,426 228,205 
Pennsylvania............ 8,720,017 | 9,730,000 | —_ 1,009,983 13,569 | 376,923 17,298 | 999,460 | 731,249 | 2,162,222 
Rhode Island............ 604,397 704,000 99,603 1,419 29,123 1,595 | 120,346 68,477 160,000 
South Carolina........... 1,683,724 | 1,845,000 161,276 2,158 15,727 1,134 | 100,144 34,287 384,375 
South Dakota... ... 636,547 696,000 59,453 1,576 17,096 504 5,151 65,060 154,667 
Tennessee............... 2,337,885 | 2,485,000 147,115 3,047 34,689 2,162 | 107,645 | 112,962 552,222 
Texas...... 4,663,228 | 5,397,000 733,772 6,890 | 109,448 3,606 | 106,792 | 296,805 | 1,173,261 
Utah. . 449,396 522,000 72,604 1,635 16,101 517 | 15,077 35,490 113,478 
Vermont... ... 352,428 ee, nen ree | 708 9,559 951 27,563 38,161 85,958 
Virginia. ..... 2,309,187 | 2,546,000 236,813 3,834 37,507 2,553 | 112,135 93,063 530,417 
Washington.............. 1,356,621 1,562,000 205,379 5,259 78,030 3,216 | 105,893 | 160,430 390,500 
West Virginia... . 1,463,701 1,696,000 232,299 2,843 35,810 1,395 80,700 72,376 360,851 
Wisconsin. ........ ...| 2,632,067 | 2,918,000 285,933 8,141 | 110,485 7,262 | 247,341 | 303,036 663,182 
Wyoming................ 194,402 241,000 46,598 789 10,336 224 6,333 14,013 60,250 
United States Total..... 105,710,620 | 118,628,000 | 12,917,380 | 252,334 | 4,171,051 | 187,390 | 8,384,261 | 9,809,063 | 28,244,760 


*Population January 1, 1920 


**Decrease 1910-1920. No estimate made. 


°State Census 1925 
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Merchandising Statistics—Principal Cities 
: . Average Personal Number of 
Population —- Leia in | Number of Income |FamiliesWith}| Number of | Manufactur- 
Census 1920 J ge #1926 1900. 1996 Wage Earners} Taxpayers | Telephones Families ing Estab- 
tachi ' 1925 1925 lishments 
ALABAMA............... 2,348,174 | $2,549,000 200,826 116,599 26,278 53,824 554,130 2,349 
MR era-s 6 ks oS ee 17,734 21,000 3,266 3,930 493 1,358 4,565 45 
Bessemer................ 18,674 22'600 3,926 3,221 609 1,091 4913 21 
Birmingham......___. | 178806 | 42172500 31,794 16,054 11,169 11,687 45,783 295 
ey 10,034 14,900 4,866 370 243 646 3,239 18 
Florence Ae eae eee 10,529 13,100 2,571 604 324 853 2,848 20 
creck gcd) 14737 20,100 57363 3,708 337 1,008 4°370 27 
Sere 60,777 167,700 6,233 3,503 2,687 5,508 14,522 87 
Montgomery............. 43,464 147,600 3,536 2,946 2,499 5,223 10,217 86 
BI ae cess hacen e 15,589 17,200 1611 1,062 630 1,491 3,739 24 
WuscalOSe. cic. occeec es 11,996 13,300 1,304 559 454 1,300 2,891 20 
ARIZONA................ 334,162 | +459,000 124,838 9,127 10,104 13,464 109,286 294 
iGo 29,053 42,100 13,047 878 2,486 5,694 10,024 71 
fa a 20,292 27,500 7,208 972 1,150 2,328 6,548 31 
REEANGAS..... oc. cca 1,752,204 | +1,923,000 170,796 43,977 20,597 39,443 427,333 1,257 
errr 28,870 32,10C 3,230 3,087 1,308 3,709 7,133 79 
Hot Springs............ 11,695 *11,695 |............ 287 725 27304 2'599 24 
Bittle Noes cook o ce 65,142 177,500 10,758 3,723 4,228 11,935 16,866 137 
North Little Rock........ 14,048 16,000 1,952 2,406 402 |InT.ittl Rock 3,556 22 
Pinel 2s coin cc woe 19,280 22,000 2,720 1,526 1,116 2,890 4,889 38 
CALIFORNIA............. 3,426,861 | 14,433,000 1,006,139 249,552 305,074 542,662 | 1,166,579 9,638 
ae san 28,806 32,400 3,594 1,145 ' 2,018 5,212 | 8,526 34 
Bakersfield. 18,638 25,600 6,962 1,064 1817 3,632 | 6,737 44 
C1 a a ae 57,295 769,400 10,505 3,228 5,882 9,576 | 17,842 147 
| ea aan 12,923 13,600 677 1,406 951 2;316 | 3,579 27 
Fresno.................. 45,086 $62,200 15,144 3,401 3,483 8701 | 15,842 121 
I oats saves 13,526 257600 12074 765 7.758 57162 6,737 56 
re 55,099 7104,200 42,107 1,712 10,350 12,340 | 25,711 115 
Los Angeles... .......... 576,673 reise SOR Leet ee 58,026 82,261 133,830 | 151,756 2,691 
ON i eae 216,261 | 267,300 44,239 15,537 16,044 32,139 | 68,553 602 
Pasadena............. 45,354 $60,500 13,046 1043 10,340 19,045 | ‘15,368 116 
eee 13,505 15,700 2,195 537 655 3,482 4,132 28 
Richmond............... 16,843 23,600 6,757 4,415 1,148 1,882 6.211 31 
Riverside................ 19,341 ou a See eee 402 1,334 3,280 5,090 32 
Sacramento.............. 65,908 174,600 7,492 6,033 6,711 12,654 — 19,316 200 
San Bernardino.......... 18,721 23,600 4°879 1.744 1,500 3,025 6,211 36 
| eee 74,683 7115,300 35,717 3,177 5,800 13,249 29,053 229 
San Francisco.......__.. 506,676 |  +576,000 60,124 41.373 60,310 106,305 149:158 2,104 
eo, con 0, 39,642 +44,300 4558 4°507 3,317 10,093 11,632 155 
ee 153485 20,600 , 5,115 677 1,000 2,872 5,421 69 
Santa Barbara........... 19,441 24,800 5,359 291 2,030 5,919 6,526 37 
eg, eee 10,917 ~ A Seaeerore 229 610 1,999 2,873 32 
Santa Monica............ 15.252 20,200 4,948 502 334 2,638 4,014 22 
ae 40,296 449,800 87304 2,735 2,902 6,551 12;789 135 
WI cs Ponidncs <vaes 21,107 27,600 OS Vesa ceecenees 966 1,969 | TE ee: 
| 
COLORADO.............. 939,629 | $1,074,000 134,371 31,967 35,808 97,357 261,951 1,416 
eee 11,006 12,000 994 160 408 2,635 2,927 21 
Colorado Springs......... 30,105 | a eer 451 1,800 5,652 7,318 60 
MCR aseia sn Gc alsin a deg 256,491 +289,800 28,909 15,077 17,717 40,714 69,610 686 
_. | eR eaeeaes. 10,958 12,800 1,842 190 540 1,962 3,122 19 
__** “Qeeeeeeneene 43,050 $44,100 850 1,240 2,000 5,599 10,707 84 
NE i oink 10,906 11,000 94 313 455 1,693 2,683 24 
CONNECTICUT... 1,380,631 | $1,636,000 255,369 242,362 74,595 153,827 371,818 3,062 
ee 17,643 19,300 1,657 5,148 960 1,294 4,386 30 
Bridgeport. ee eee eee 143,555 red bres Watsiers ao: neeaen’e 28,763 7,993 11,063 32,626 329 
a ain 20,620 25,400 4,780 6,569 679 1,988 5,773 34 
eee 18,943 gl (0. 0] Se eo ee 5,672 577 2,517 4,305 77 
aa 11,238 12,700 1,462 800 424 787 2,886 30 
East Hartford Town......|............ PE Gisaicinnaaeibawwscsesees 338 In Hartford pL Seer 
Enfield SRR, Rees PSL) ler eereee| :leemereres eeimreee 383 79 2 11 ll SR eee 
Fairfield er eeerernr lt A peer ere 397 720 | Ss ware nouns 
Greenwich Town.........|....-...+- DLC | | ARR Cee Ca Reamer ter eetas 1,969 2iG2 | LD S| ee ee 
Hartford................ 138,036..| $168,300 26,164 21,758 13,762 20:787 37,318 337 
Manchester Side ha Sid aC ete cccsarsPecacer ies erties BENE Poo ecxuucadonkewncepeaes 939 535 eee 
Meriden................. 34,764 $36,800 1,836 7,882 1,718 3,677 8.318 92 
Middletown....1.. 13,638 23,100 9,462 3,831 928 1,697 5°250 7 
gene, a Seren I EE ers errs 408 1,036 ee ere ee 
Naugatuck Borough... 15,051 16,600 1,549 2,910 521 1,449 3,773 14 
ew Evite, ........... 59,316 171,200 10,284 16,678 2,743 4,785 15,818 87 
New Haven... 162°537 | 4184900 19;363 22°363 11,268 20,243 | 41,341 465 
New London............. 25,688 29,700 4,012 2,517 1,515 3,959 | 6,750 57 
on re 27,743 30,100 2,357 6,304 1,408 1,862 | 6,841 104 


*Population January 1, 1920. **Decrease 1910-1920—no estimate made. fJuly 1, 1927 Estimate—not available for cities having less than 30,090 population on Jan. 1, 1920. 
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Merchandising Statistics—Principal Cities 


: : Average Personal Number of 
Population —— = Number of Income |FamiliesWith}| Number of |Manufactur- 
Census 1920 laly 1. 1926 1990 1926 Wage Earners} Taxpayers | Telephones Families ing Estab. 
iit ' 1925 1925 lishments 
Connecticut—Conrd 
OTE DOE C TE 22,304 23,300 996 4,140 1,302 2,931 5,295 73 
ne, ee Pere rrr ee ree ree 0 paar Ee retell ae EC) GS rs 
OS EE ee 35,096 42,800 6,704 7,530 1,739 4,837 9,500 86 
Stonington VOWwn.<.. 6.4% .|ecesso.s8 3 = PAID SN ere veniesss aie.cke iano isos Guenevere O77 270 2LIS 1 eer 
ieeA COW. 5. < soso lesen aeo ae GOD) His bv recs siceyecoua il fu sO coenisie eer 419 1,246 Ss ee 
(Povct: ict) a 20,623 25,100 4,477 5,310 830 2,178 5,705 49 
WAREFDUPY «oi 5 aio sceicnevic 91,715 PR MOE excuse ceiver: 23,626 4,628 8,566 20,844 156 
re 12,330 13,100 770 2,102 508 1,544 2,977 30 
DRL AWARE. oo s.os5cse'scve 223,003 +243,000 19,997 20,704 9,131 16,287 56,512 419 
WURDECOD 9:6 6:55.50 0500556 110,168 +126,400 14,032 13,549 6,278 10,114 28,884 181 
DISTRICT OF COLUMBIA 
Washington.............. 437,571 +540,000 90,429 9,753 43,293 61,999 117,333 538 
i!) 968,470 | $1,363,000 394,530 66,204 76,213 56,126 332,439 1,863 
Jacksonville.............. 91,558 7138,900 45,542 5,479 8,013 10,486 33,439 204 
Key West............... 18,749 °13,701 — 5,048 1,100 449 649 3,342 23 
BENE cassis’ shwcdhuin igen cies sth 29,571 +140,000 99,529 2,179 14,454 4,438 31,488 132 
Pensacola............... 31,035 °25,305 —5,730 1,259 1,140 2207 6,172 44 
St. Petersburg. .......... 14,237 148,500 31,563 1,000 5,998 3,005 11,171 69 
TAMPA... occ eve ccans 51,608 7107,800 50,592 12,682 8,681 8,845 24,927 218 
GEORGIA................ 2,895,832 | 13,171,000 275,168 141,173 37,410 94,189 689,348 2,876 
Albany.................. 11,555 13,800 2,245 517 505 1,097 3,000 20 
ACHENS:.... . os dc ocicecscccs 16,748 16,400 — 348 1,266 462 1,614 3,565 32 
Atlanta................. 200,616 a! a ee 18,208 14,446 28,334 43,612 429 
Augusta................. 52,548 756,200 3,152 5,423 1,919 4,712 12,109 65 
Brunswick............... 14,413 17,200 2,787 1,032 267 800 3,739 30 
Columbus............... 30.425 745,800 13,875 8,282 1,894 2,859 9,783 7 
La Grange............... 17,038 24,700 7,662 3,900 265 831 5,370 25 
Macon.................. 52,995 760,100 6,205 6,079 3,069 5,180 12,870 74 
Rome................... 13.952 14,000 748 2,095 396 1,479 3,043 42 
Savannah............... 83,252 199,700 13,148 3,053 4,524 6,620 20,954 101 
Valdosta................ 10,783 12,900 2,117 526 384 1,139 2,804 28 
Waycross................ 18,068 20,500 ES evslsalccsle due 333 1,047 4,457 en 
DUE isc ravsestesiegns 431,866 +534,000 102,134 15,794 12,907 30,264 124,186 490 
ne 21,393 23,200 1,807 322 1,360 3,513 5,395 39 
Pocatello................ 15,001 18,900 3,899 1,238 1,084 1,966 4,395 25 
fi): 6,485,280 | 17,296,000 810,720 622,368 357,448 > 968,339 1,737,143 14,117 
I ee ene 24,682 27,200 2,518 2,919 1,183 2,834 6,476 44 
a ere 36,397 146,500 9,503 4,770 2,399 7,853 10,929 112 
I eee a 24,823 27,400 zert Fe 975 1,858 6,471 80 
I 6 wines saint ox 14,150 19,700 5,550 29 1,892 1,833 4,690 14 
Bloomington............. 28,725 30,700 1,975 2,808 1,420 7,226 7,310 63 
ee 11,424 13,500 2,076 1,163 737 2,166 3,214 22 
Ns si sd ect ddiecdg socom 15,203 15,600 397 1,328 451 2,060 3,714 39 
crises ntas's i040 10,928 11,000 72 867 218 2,590 2,619 20 
- seceaey hee 12,491 14,400 1,909 97 370 2,345 3,429 19 
Champaign.............. 15,873 18,500 2,627 326 1,053 3,586 4,405 38 
ares 2,701,705 | 43,102,800 346,195 370,041 232,830 532,576 725,690 9,112 
Chicago Heights.......... 19,653 22,600 2,947 4,588 994 2,476 5,381 67 
I isi''xip sine Pwd sane 44,995 768,500 20,405 17,772 2,912 | In Chicago 15,571 98 
Danville................. 33,776 $38,200 3,824 2,266 1,438 6,169 8,952 67 
«acne ni Te 43,818 756,000 11,182 7,178 2,143 8,750 13,095 108 
Fast St. Louis........... 66,767 173,100 5,533 7a 2,521 4,842 17,214 102 
I dn whinciae he paw nccs 27,454 735,000 6,546 7,497 1,814 5,836 8,095 67 
«pitas n ee 37,234 746,400 7,866 1,335 7,681 9,185 10,738 62 
—sameaeaydhadhancie EEE 10,768 13,600 2,832 420 791 1,884 3,238 33 
TNE ss esiiersnasicwsae 19,669 20,900 1,231 2,576 916 4,404 4,976 45 
Galesburg. .............. 23,834 25,000 1,166 1,987 1,255 4,284 5,952 50 
Se a: 14,757 18,600 3,843 7,033 684 1,453 4,429 26 
cas tel ee 10,986 13,700 2,714 79 354 850 3,262 13 
Jacksonville ai Mabts eave Grea 15,713 16,000 87 1,099 580 2,904 3,810 46 
ee 38,442 $41,500 2,558 2,770 2,828 8,267 9,762 71 
Kankakee. .............. 16,753 18,800 2,047 1,661 830 3,107 4,476 49 
Kewanee................ 16,026 20,100 4,074 3,484 552 2,975 4,786 18 
J ee 13,050 14,600 1,550 1,365 588 1,560 3,476 16 
NS ines Sa ciniine on b-0 de 11,872 12,500 618 276 334 2,237 2,976 15 
Mattoon................ 13,552 15,000 1,448 1,050 461 2,893 3,571 28 
poe. haten Te 12,072 14,600 9 ere 1,415 2,496 CC Pere 
Eee 30,734 735,100 3,766 4,409 1,280 4,120 8,214 68 
Murphysboro............ 10,703 12,900 2,197 608 196 1,254 3,071 16 
so sa: etl 39,858 155,600 13,642 436 8,872 12,600 12,738 42 
eee 10,816 11,800 984 1,129 664 3,156 2,810 23 


**Decrease 1910-1920—no estimate made. 
State Census 1925. 


tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
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Merchandising Statistics——Principal Cities 
: . Average Personal Number of 
Population —— es = a of Income /|FamiliesWith| Number of | Manufactur- 
Census 1920 J 7 “006 1990. 1996 Wage Earners} Taxpayers | Telephones Families ing Estab- 
sili P 1925 1925 lishments 
Jutinois—Cont’d 
PNR as. eae st shina 12,086 13,600 1,514 878 411 2,341 3,238 26 
ek tat Niel 76,121 $83,500 6,379 5,284 4,622 13,152 19,643 174 
daa rekcn eae 35,878 39,500 3,322 4,274 1,374 5,592 9,333 137 
Rock Island............. 35,177 $41,900 5,823 3,042 1,256 4,886 9,762 74 
See eee 65,651 80,900 13,049 14,045 3,852 10,116 18,738 230 
Springfield............... 59,183 66,400 5,517 4,904 3,370 10,987 15,405 121 
EE eer 14,779 15,100 321 1,390 512 2,923 3,595 35 
A dg ale hed 10,244 11,500 1,256 369 377 2,228 2,738 17 
Waukegan............... 19,226 22,300 3,074 3,696 1,551 3,177 5,310 43 
|. ete 2,930,390 | 13,150,000 219,610 280,854 80,300 351,276 787,500 4,772 
5p isksawds 29,767 34,600 4,833 7,276 857 4,829 8,650 79 
Bloomington............. 11,595 12,800 1,205 1,911 675 2,413 3,200 35 
eee 10,962 14,100 3,138 209 276 949 3,525 10 
Crawfordsville........... 10,139 10,600 461 801 318 2,011 2,650 34 
East Chicago............ 35,967 $49,100 11,333 10,465 2,421 2,130 11,825 57 
BAR Gece ic ccncnee. 24,277 27,600 3,323 5,353 1,264 5,025 6,900 81 
SS ie 10,790 »y . 2 See 2,103 200 1,630 2,698 23 
Evansville............... 85,264 $96,600 9,836 12,603 2,834 11,702 23,775 219 
Fort Wayne............. 86,549 $103,100 13,951 16,659 5,340 18,042 25,125 149 
Frankfort............... 11,585 13,300 1,715 1,045 387 2,458 3,325 28 
See eee ee 55,378 $85,200 OE oo ndcctnass 5,118 4,405 Ip erene 
Hammond............... 36,004 154,200 16,296 6,379 2,676 4,759 13,075 68 
Huntington.............. 14,000 16,300 2,300 2,296 494 3,707 4,075 42 
Indianapolis............. 315,746 1374,300 50,854 41,805 18,449 47,588 91,650 756 
Jeffersonville............. 10,098 . 2 ee 577 339 1,638 2,525 23 
MOMENNO 5. 62.):5-5-0 6 stews ers x 30,067 739,100 7,933 4,780 806 4,108 9,500 65 
eee 15,158 18,000 2,842 3,027 847 3,573 4,500 39 
DR ins 3c <arievaxon 22,486 24,000 1,514 1,357 1,036 6,375 6,000 57 
Logansport.............. 21,626 23,400 1,774 1,434 598 3,969 5,850 46 
| RES 23,747 26,700 2,953 4,044 617 3,870 6,675 82 
Michigan City........... 19,457 20,300 843 3,566 907 3,084 5,075 44 
Mishawaka.............. 15,195 16,900 1,705 5,506 875 2,157" 4,225 18 
DM cihnce s5< baer 36,524 145,800 8,176 6,853 1,164 5,534 11,175 99 
New Albany ............ 22,992 ~« ~*~ Serr 2,594 874 3,395 5,748 70 
New Castle.............. 14,458 17,400 2,942 3,807 318 2,025 4,350 25 
eee aes 12,410 12,700 290 1,091 464 3,385 3,175 35 
Richmond............... 26,765 31,000 4,235 4,707 1,195 3,160 7,750 78 
South Bend.............. 70,983 84,200 10,717 22,054 5,223 7,582 20,425 182 
ae 66,083 $72,700 5,817 3,135 2,669 10,580 17,975 110 
a 17,160 18,500 1,340 942 558 3,187 4,625 47 
a i kig Goredenwicsews 10,145 12,500 BE his is ccuwens 1,334 1,109 Se Bice fae 
iF ie ees Bae 2,404,021 | $2,425,000 20,979 74,976 50,379 350,954 591,463 3,270 
RE ee 12,451 12, 449 802 413 3,186 3,144 27 
ere 24,057 27,100 3,043 2,406 1,097 5,066 6,610 71 
Cedar Rapids............ 45,566 $54,100 7,534 5,616 2,041 9,379 12,951 174 
LEED 24,151 27,100 2,949 3,095 926 4,107 6,610 74 
Council Bluffs........... 36,162 $41,600 4,738 2,089 1,452 7,400 9,976 68 
Davenport............... 56,727 °52,469 —4,258 3,490 2,666 11,195 12,797 148 
a eee 126,468 +148,900 19,432 8,007 6,916 25,082 35,585 335 
I i occ xs boanses 39,141 $41,900 2,459 5,506 1,694 7,067 10,146 102 
Fort Dodge.............. 19,347 22,400 3,053 607 1,225 4,532 5,463 40 
Fort Madison............ 12,066 °11,229 —767 905 469 2,249 2,139 26 
lo ae 11,267 16,500 5,233 309 438 3,116 4,024 32 
I ical s btn Dv nace 14,423 14,500 77 1,306 563 2,397 3,537 58 
Marshalltown............ 15,731 17,200 1,469 1,459 581 3,777 4,195 47 
a 20,065 23,500 3,435 1,736 806 3,628 5,732 36 
Muscatine............... 16,068 17,000 932 3,046 453 3,385 4,146 67 
NN 6 nhs ntee'ne 23,003 27,400 4,397 2,625 875 4,672 6,683 62 
a 71,227 179,000 6,773 6,153 2,916 10,472 19,024 150 
Waterloo................ 36,230 $37,000 670 4,205 1,375 6,457 9,000 95 
a ee ee 1,769,257 | +1,828,000 58,743 46,659 34,284 206,525 445,854 1,878 
Arkansas City............ 11,253 14,700 6. Ml Serer Peer 499 2,412 BCs Uh Sa 
IRS ac calc at 12,630 15,600 2,970 771 499 2,554 3,805 34 
ER 10,286 °9,829 —457 134 302 2,617 2,397 21 
Coffeyville............... 13,452 16,900 3,448 1,470 396 2,789 4,122 35 
| ae 10,995 °9,500 —1,495 62 543 1,379 2,317 12 
RE SS ore 11,273 12,500 1,227 124 478 3,322 3,049 18 
a, ee 10,693 12,000 1,307 570 272 2,092 2,927 27 
cee, TE 23,298 26,700 3,402 950 668 3,807 6,512 47 
ndependence............ 11,920 °10,900 —1,020 419 498 2,515 2,659 27 
oe, 108,851 $117,500 8,049 14,137 2,591 10,551 28,512 156 
ely Oe ae CEE © 12,456 °12,341 —115 355 416 2,990 3,010 31 
eavenworth..... 16,912 21,900 4,988 1,145 456 3,185 5,341 46 
RIO 8a cesbreh orcas a4 16,028 °14,839 1,189 1,157 489 2,985 3,619 27 
SD 18,052 19,500 1,448 1,200 786 3,525 4,756 36 
| ae 15,085 16,500 1,415 566 555 3,522 4,024 45 
Population aid 1, 1920. fJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 


tate Census 1925 


nl 


SALES MANAGEMENT 


Marcu 31, 1928 


Merchandising Statistics——Principal Cities 


, . Average Personal Number of — 
Population a ete Number of Income |FamiliesWith| Number of | Manufactur- 
Census 1920 J rg ai 96 1990 1996 Wage Earners| Taxpayers | Telephones Families ing Estab. 
dias 5. 1925 1925 lishments 
Kansas—Cont'd 
O° en 50,022 $61,900 9,478 3,979 2,096 11,209 . 14,512 111 
EE itndisedecdeas cach 72,217 $96,100 20,283 3,954 3,065 11,515 22,561 198 
2 (4) 6 4 a 2,416,630 | $2,538,000 121,370 76,580 37,315 114,626 576,818 1,864 
Ashland................. 14,729 25,200 10,471 1259 990 3,203 5°727 28 
NN 8 pdiatecse a anionce 57,121 758,700 1,379 3,795 3,040 6,731 13,295 92 
Henderson............... 12,169 12,600 431 1,057 525 1,352 2'864 18 
Lexington............... 41,534 $48,100 5,966 857 2,340 6,382 10,795 55 
NS od os siete ws sonics 234,891 +320,100 76,009 37,672 14,275 34,057 70,659 669 
Newport..............-. 29°317 i re 2,223 1,880 57762 6,663 48 
Owensboro.............. 17,424 22,200 4,776 1,384 525 eo Ee 5) 5,046 49 
ree 24,735 26,100 1,365 3,794 906 3,640 5,932 58 
be OS i 1,798,509 | 71,934,000 135,491 88,058 40,695 64,912 420,435 1,742 
AICXANGTIA. ..6665 06.0505. 17,510 21,200 3,690 672 880 1,946 4,609 31 
Baton Rouge............ 21,782 28,500 6,718 615 1,593 2/922 6,196 31 
ee eee 13,088 a OCT Ore 886 724 1,148 2,845 25 
Monroe......-.......... 12,675 14,600 1,925 866 1,024 1,622 3,174 23 
New Orleans............. 387,219 7424,400 32,281 22,118 19,163 31,598 91,196 661 
Shreveport.............. 43,874 178,000 21,526 2,253 4,346 5,922 14,217 66 
ee 768,014 +793,000 24,986 73,849 19,444 84,149 193,415 1,500 
IY 0 <i. a shcsinwicstecinn 16,985 18,300 1,315 5,488 612 2,931 4,463 51 
PUBUBIA... 6. o 6 oases diss 14,114 14,700 586 2,003 538 2,079 3,585 35 
i .s picinig basis ona 25,978 26,800 822 786 1,323 6,218 6,537 58 
a icsite aid Ati Ei Sok cne 14,731 <a ee ME Sees Cri 773 261 1,358 3,593 18 
Biddeford............... 18,008 18,600 592 4,478 412 1,433 4,537 25 
Lewiston................ 31,791 $36,100 3,709 6,025 918 3,849 8°659 78 
Sar meg nace de lft tae snares 69,272 177,500 7,128 4,177 4,428 — 1 _ 179 
on herrn err re Ce Eo: Emenee eer 576 eZ PAR ulipedcs bah ave 
Waterville............... 13,351 14,600 1,249 2,369 738 2,112 3,561 33 
MARYLAND............. 1,449,661 | $1,597,000 147,339 125,787 66,152 96,449 354,889 3,184 
Annapolis............... 11,214 13,100 1,886 120 750 1,645 2911 12 
ee 733,826 $819,000 73,874 85,797 38,315 62,739 179,489 2,015 
Cumberland............. 29,837 34,400 4,563 5,430 1,700 4,533 7,644 72 
Frederick................ 11,066 12,100 1,034 1,609 610 1,854 2,689 46 
Hagerstown ............. 28,064 32,000 3,936 4,625 1,205 3,426 FAtl 86 
MASSACHUSETTS........| 3,852,356 | 44,242,000 389,644 591,438 221,530 499,892 964,091 10,027 
Adams Town............ 12,967 13,700 733 3,636 297 1,034 3,114 23 
Amesbury Town... ...... 10,036 11,500 1,464 4.276 513 1,368 2614 40 
Arlington Town.......... 18,665 26,400 Tae 257 1,718 5,381 6,000 ps 
Attleboro................ 19,731 20,800 1,069 5.273 1,361 2,707 4,727 138 
Belmont Town........... 10,749 16,300 5,551 86 1,038 3,184 3,705 7 
NE 5 Siig cee nea tees 22,561 22,700 139 3,540 1,442 3,476 5,159 44 
a, ere 748,060 +793,100 39,040 77,334 51,655 103,175 178,886 2,620 
Braintree Town.......... 10,580 13,800 3,220 1,554 927 1,791 3,136 15 
Brockton................ 66,254 °65,343 —911 13,162 4,984 9.747 14851 264 
Brookline Town.......... 37,748 744,800 6,152 pA 6,048 12,651 9,977 22 
Cambridge.............. 109,694 $123,900 12,306 21,945 6,248 15,678 27,727 352 
Chelsea. ................ 43,184 749,000 5,016 6,308 1,843 4,223 10,525 121 
Chicopee................ 36,214 $44,300 6,986 10,536 1,430 751 9:773 49 
Clinton Town............ 12,979 14,500 1521 5,013 552 1,324 3,295 26 
Danvers Town........... 11,108 12,000 892 a 663 1,493 2,727 2 
Dedham Town........... 10,792 14,700 3,908 18 810 1,588 3,341 
Easthampton Town....... 11,261 11,700 439 2,950 384 884 2,659 14 
Sore 40,120 742,900 2,380 5,234 1,776 5,951 9,659 111 
Fall River............... 120,485 7132,600 4,515 30,596 4,023 8,667 29,772 238 
Fitchburg............... 41,029 44°700 3,171 8872 1,899 4°602 10,046 103 
Framingham Town....... 17,033 22,000 4,963 4,488 1,076 2,123 5,000 46 
Gardner Town........... 16,971 19,100 2129 4,313 705 1,760 4,341 80 
Gloucester............... 22,947 23,500 553 2,169 910 3,640 5,341 80 
Greenfield Town......... 15,462 °15,246 —216 1,585 L75 2,688 3,465 42 
Haverhill................ 53,884 °49,232 —4,652 11,519 3,011 7,818 11,189 444 
_ ee ee 60,203 760,400 197 16,992 JS 15929 135727 1 71 
Lawrence................ 94,270 "93.527 — 743 26,275 3,965 9,035 21,256 177 
Leominster.............. 19-744 22'700 2,956 4:846 892 2'584 5°159 84 
Lowell.................. 112:759 | °110,296 ~2'463 21,570 5,577 9.659 25,067 257 
Rina angune ead 99,148 7104,800 4,852 18,938 6,964 15,660 23,636 342 
Malden................. 49,103 +52,900 3,297 4192 27618 7°510 11,909 98 
Marlborough............ 15,028 16,500 1472 3,504 762 2/094 3.750 36 
Medford................ 39.038 $51,300 10,662 1,335 2,808 6,700 11,295 54 
Melrose................. 18,204 20,600 2:396 748 1,876 3,840 4,682 24 
Methuen................ 15,189 21,900 6,711 12557 812 |In Lawrence 4,977 22 
Milford Town............ 13,471 15,100 1629 1,664 2,879 1,595 3,432 31 
Natick Town............ 10,907 13,300 2/393 660 S11 1731 3,023 28 
New Bedford............ 120 217 °119,539 —1,678 35,696 5,139 10,436 27,168 200 


*Population January 1, 1920. 
°State Census 1925. 


**Decrease 1910-1920—no estimate made. 


tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
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8 Marcu 31, 1928 SALES MANAGEMENT 65 
Merchandising Statistics——Principal Cities 
. . . Average Personal Number of — 
\ Population eer seco som se Number of Income |FamiliesWith| Number of | Manufactur- 
Census 1920 P P Wage Earners} Taxpayers | Telephones Families ing Estab- 
July 1,1926 | 1920-1926 1925 1925 lishments 
MassACHUSETTS—Cont’d 
Newburyport............ 15,618 15,700 82 2,561 793 2,178 3,568 46 
I OCR retarie reese 8. 5 vee 46,054 756,000 8,644 2,669 4,609 3,488 12,432 55 
North Adams. ........... 22,282 22,800 518 4,754 963 3,058 5,182 49 
he my se Sa pei cmt ae 3,395 176 2,553 5,614 46 
Northbridge Town. i °10,051 ai 2: aa eee ee 96 61 po. | | Rennes are 
INGEWOEME 6 oie ses cd eide soe 16,627 °14,151 —2,476 2,742 322 1,359 3,216 20 
et ee 19,552 19:900 348 5821 1,483 1314 4523 75 
a in 41,763 $49,100 6,337 9,180 2,573 6,148 10,932 61 
Ree 13,045 13,200 155 2,441 639 1,705 3,000 24 
San wae) x $65,300 15,124 5,158 2,712 7,437 14318 129 
MOOR cc. agi nvccnan 28'823 $35,200 5.477 189 1,416 3,699 7.795 18 
Gilet. .-ccsces--:---.| +42,900 371 4,359 2,745 5,176 9.750 114 
Saugus Town............ 10,874 13,200 2,326 110 197 In Lynn 3,000 9 
Somerville......... ee 93,091 +101,600 7,309 5,594 6,158 11,034 22,818 134 
Southbridge Town....... 14,245 15,800 1,555 3,949 657 1,448 3,591 39 
Springfield.............. 129,614 $147,400 15,386 17,693 8,817 17,322 32,955 335 
CR aa n'y 52s 2: 37,137 740,200 2,663 6,679 1,270 4,350 9,045 110 
Wakefield Town. . 1 13,025 16,200 3,175 1.787 682 1,625 3,682 24 
Waltham. . dana | gt: 136,400 4,785 5,083 2,037 4,241 8,114 95 
Watertown Town. | 915457 26,400 rh re 232 11349 SS eae 
Webster Town.. 5 oral 13,258 13,400 142 2,868 794 923 3,045 20 
West Springfield Town...| 13,443 15,800 2,357 2'880 596 1,206 3,591 21 
Westfield. . | 18,604 19,500 896 2,933 681 2'150 4.432 63 
Weymouth Town......... 15,057 17,800 2,743 1.924 1,097 1,987 4045 27 
Winchester Town......... 10,485 11,800 1,315 1139 1105 1.748 2'682 19 
Winthrop Town... 15,455 16,300 845 44 1,709 2,860 3,705 6 
Woburn................. 16,574 18,800 2,226 2,092 1,076 2184 4273 49 
Worcester.......... 179,754 | 195,500 13,646 31,142 11,915 22;705 43,955 518 
MICHIGAN.............. 3,668,412 | $4,490,000 821,588 515,494 188,669 355,634 | 1,044,186 5,600 
: Ng cuisnucacvnes.vr 11.878 12,600 722 1,662 495 2;374 2:930 44 
POU core os 005) 6.85 5-4 ree 11,101 sol | 10) TR) epee ome 1,463 437 1,185 2,582 28 
: Ann Arbor............... 19,516 22,700 3,184 1,198 1,540 5,661 5,279 52 
. Battle Creek............., 36,164 $46,100 7,336 6,210 1975 6,787 10,116 97 
) ONIN eg css wicsn ao 47,554 $49,400 1,646 5,896 1,402 4,476 11,442 90 
Benton Harbor.......... .| 12,233 14,300 2,067 1,931 775 2,700 3,326 56 
Detroit..................| 993,678 | 1,334;500 296,422 | . 172,742 98,675 114114 300,023 1,614 
Escanaba. . | 13,103 VEO \Poea sinc eee ss 728 525 1,775 3,047 32 
. Flint... 91,599 $142,700 44,901 25,024 4,424 8'813 31,744 81 
| Grand Rapids............ 137,634 $161,900 18,666 25,479 15,374 21,018 36,349 475 
‘ Te See 48,615 793,800 39,185 23,985 730 In Detroit 20,419 24 
Highland Park... ....... 46,499 481,700 30,501 43,491 4,661 | In Detroit 17,907 21 
Holland......... 12,183 13,300 1,117 2,595 675 1,946 3,093 52 
Ironwood ............... 15,739 17,700 1,961 315 675 1,351 4.116 15 
I iting see 10,500 pd 00) al ee ee 305 325 571 2,442 11 
| * “neaeannee: 48,374 461,700 11,326 8,052 2,528 7,488 13,884 127 
| Kalamazoo.............. 48.487 #55,500 6,013 6,851 3,300 8,860 12,674 155 
Lansing................. 57,327 $75,600 15,873 12:982 3,200 4.500 17,023 128 
Marquette... 12,718 13,500 782 1,163 675 1,704 3,140 25 
: SE eee 11,573 14,700 SAZT 3,054 715 2,161 3,419 28 
PN oss vemiecas x: 36,570 145,500 7,730 8,917 2,025 4,350 10,302 79 
: Owosso.....0 0.0.0... eo, 12,575 14,500 1,925 2,000 434 2,425 3,372 34 
, | ea Amameres 34,273 $54,000 15,527 6,138 1,817 3,985 11,518 49 
3 Port | eer een 25,944 30,700 4,756 2,098 1,224 4,234 7,139 3 
Saginaw................ 61,903 $74,400 11,397 9,582 2;883 8,291 17,047 160 
Sault Ste. Marie... 12,096 ee 1,170 450 1,732 2,813 24 
i Traverse City... 10,925 ge)? ee ere 818 300 1,449 2,541 31 
Wyandotte... 13,851 25,300 11,449 3,462 1,066 1,490 5,886 25 
MINNESOTA peiabatiats | 2,387,125 | $2,686,000 298,875 100,614 71,291 274,510 596,889 3,888 
0 Austin. . Saar ee Gil 10,118 12,200 70) ll OR ers 503 1,397 271) El) See ea Bake 
: Duluth, ee} 98917 | 41142700 13,683 6,545 7,654 14,900 25,022 183 
- Faribault. See ate Rone eRe 11,089 12,500 1,411 942 373 1,586 2,778 34 
4 Hibbing................. 15,089 18,400 3,311 60 640 2,168 4,089 8 
h ee 12,469 13,900 1,431 559 669 3,699 3,089 35 
ss Minneapolis............. 380,582 +447,700 53,018 31,730 27,528 67,303 96,356 979 
4 vn, ee 13,722 17,700 3,978 262 982 2,915 3,933 20 
is t. Cloud 15,873 19,400 3,527 1,611 622 2,414 4,311 53 
- oY eee 234,698 7250,100 13,402 23,664 16,472 42,656 55,133 630 
; Virginia. . 14,022 16,400 i attennels 743 1,954 pS age pee 
“ Winona. . 19,143 19,500 357 2,259 954 2,944 4.333 51 
. Dicaien Ses hs ase 1790618 | *1,79RSIE }............ 55,171 16,985 39,763 406,959 1,705 
és iloxi. Debate ally wanbstee 10,937 12,900 1,963 721 360 764 2,932 26 
: Columbus... 10,501 11,500 999 336 310 858 2,614 17 
. Greenville... 06.6... 11,560 15,400 3,840 653 540 1,160 3,500 20 
4 attiesburg. .._. 13,270 14,200 930 1,337 480 1,294 3,227 29 
ao MR ok ncuaces 22,817 28,900 6,083 1,241 1,640 2,955 6,568 47 
1920. 


*Population a 1, 192 
State Gas i996)” mn 


tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
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*Population January 1, 1920. **Decrease 1910-192U—no estimate made. _tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. |, 1920 


M 
Merchandising Statistics — Principal Cities 
; : Average Personal Number of ” 
Population oer eee mae Number of Parsee — With ——— of | Manufactur. 
Census 1920 Wage Earners| Taxpayers elephones amilies ing Estab. 
July 1, 1926) 1920-1926 1925 1925 lishments 
Mississippi—Cont'd aa 
OS Serre 13,037 16,200 3,163 3,131 440 1,218 3,682 32 
OR cy rise innonsices 23,399 24,500 1,101 996 970 2,669 5,568 33 
RS a aires facateathd 12,608 13,200 592 1,133 440 988 3,000 21 | 
Vicksburg............... 18,072 | at ee 1,292 970 1,858 4,107 21 : 
| og 3,404,055 | $3,510,000 105,945 194,959 109,059 342,866 856,097 5,114 
Cape Girardeau.......... 10,252 14,400 4,148 2,331 410 2,101 3,512 32 
NE i aoc sighed 10,068 10,500 432 516 226 1,224 2,561 20 
Er? 10,392 10,700 308 484 397 2,689 2,610 22 
Hannibal................ 13,306 20,000 6,694 2,978 682 3,219 4,878 41 \ 
Independence............ 11,686 12,900 1,214 389 600 2,994 3,146 19 
Jefferson City............ 14,490 16,100 1,610 1,924 415 2,313 3,927 33 NE 
gs i ici hiss cca he sk e 29,902 BTID fis ss conse eeansns 2,198 1,162 3,485 7,293 66 ! 
re 324,410 $383,100 50,890 25,576 20,512 52,796 91,537 841 
REA G ea eee 12,808 14,100 1,292 613 474 2,129 3,439 14 : 
St. Joseph Ree, ee 77,939 +78,500 461 5,610 2,738 11,237 19,122 154 NE 
eesti v acace es 772,897 $839,200 57,503 105,022 63,455 76,941 202,536 2,367 ! 
Nit tines 54s alas we 21,144 23,000 1,856 ' 625 550 3,841 5,610 31 
Springfield............... 39,631 $51,200 10,969 3,273 1,314 7,108 12341 70 
ot res 548,889 +714,000 165,111 14,777 19,239 31,661 183,077 606 
Anaconda............... 11,668 12,700 1,032 101 1,035 842 3,256 10 
Ee eee 15,100 18,500 3,400 243 1,125 2,247 4,744 36 
| EE NN 41,611 $43,300 1,489 538 3,735 5,516 11,051 63 
Great Falls.............. 24,121 30,900 6,779 952 1.845 2,650 7.923 44 
Oneal malice pit 12,037 | i 248 1103 2:275 3,086 25 
ER eee rs 12,668 PROD Lewesine wens Oo 513 765 2,100 3,248 27 
NEBRASKA.............. 1,296,372 | $1,396,000 99,628 27,200 35,661 190,187 324,651 1,306 
Grand Island............ 13,947 ,900 1,953 225 881 2,768 3,698 28 ( 
EES RR gE 7 11,647 13,200 1,553 600 558 2,876 3,070 31 ( 
RGAE S 54,948 $69,900 7,752 2,008 3,338 11,386 14°581 142 ; 
North Platte............. 10,466 14,300 3,834 426 355 1,666 3,326 12 ; 
NS che ie cope 191,601 $219,200 23,899 15,463 12,338 34,052 50,116 415 
PN ies ce area nea 77,407 i. in re 2,670 6,164 6,473 22,116 102 
_ Se 12,016 12,800 784 277 1,356 2,490 3,657 29 
NEW HAMPSHIRE 443,083 +455,000 11,917 66,658 16,413 53,658 110,976 1,038 
ae aay 16,104 19,000 2,896 3,708 800 909 4,634 17 I 
| Soeot= ae mnne 22,167 22'600 433 2,824 1,391 3,523 53512 52 ; 
Re cach ain 9 ey 13,029 Ae eer er 2,121 725 1,832 3,178 32 I 
Oe er ee 11,210 12,000 790 2,335 666 1,894 2,927 57 j 
ee Sis hosted un Oe 10,897 11,400 503 2,153 366 1,215 2,780 29 i 
Manchester.............. 78,384 $84,800 5,616 18,553 3,163 10,565 20,488 128 ; 
Nashua................. 28,379 30,000 1,621 7,391 1,522 4.010 7,317 62 ; 
Portsmouth.............. 13,569 15,100 1,531 631 866 2,306 3,683 23 : 
J 2 | ae 3,155,900 | $3,749,000 593,100 425,377 150,874 284,178 852,045 8,204 
Asbury Park............. 12,400 13; 1,500 546 1,041 1,999 3,159 32 
Bapmne Caty.. «0s... 50,707 154,200 3,093 1,201 4,158 7,762 12,227 80 
Bayonne................ 76,754 +93,100 14,246 12,340 3,885 3,962 20,682 105 ‘ 
Belleville Town.......... 15,660 19,500 3,840 1,666 588 In Newark 4,432 46 \ 
Bloomfield Town... ...... 22,019 26,700 4,681 6,448 1,353 2,984 6,068 57 _ 
ES eee 14,323 14,400 73 2,610 578 2,204 3,273 3/ C 
0 TT ee 116,309 7133,100 14,591 22,700 3,366 9,849 29,750 277 C 
Carteret Borowgh.........|..5.6500000. LL ORS eee nee Serhan | baci eer te 139 269 3,432 legen C 
NUR REE 26,470 36,200 9,730 6,298 919 | In Passaic 8,227 63 C 
Bast Orange............. 50,710 763,300 10,990 1,338 6,440 8,752 14,023 34 C 
er a 95,783 <5, eT Pe eee 17,354 5,737 8,449 21,769 177 C 
Englewood.............. 11,627 12,800 1,173 84 876 2,161 2'909 15 F 
| ee Rete 19,381 25,500 6,119 5,992 333 | In Passaic 5,795 58 7 
Gloucester............... 12,162 14,700 2:538 1,080 297 645 3,341 15 p 
Hackensack Town........ 17,667 20,100 2,433 967 1,044 5,923 4,568 37 P 
Harrison Town........... 15,721 16,500 779 5,929 714 615 3,750 49 P 
eee 68,166 ae ereere rere 9,793 4,362 3,387 15,492 183 R 
Irvington Town.......... 25,480 34,600 9,120 2,867 1,351 In Newark 7,864 100 R 
Joreey Gity.............. 298,103 $321,500 20,297 30,607 14,793 19,189 72,364 631 R 
Kearney (Incls. Arlington) 26,724 32,100 5,376 9,511 1,942 3,424 7,295 44 S 
Long Branch............. 13,521 13,700 179 528 623 1851 3,114 40 5 
SS ee 14,691 16,200 1,509 3,148 291 792 3,682 35 S 
Montclair Town.......... 28,810 33,700 4,890 432 2,553 5,453 7,659 30 T 
Morristown Town........ 12,548 12,600 52 251 976 2,428 2,864 26 T 
New Brunswick.......... 32,779 39,900 6,121 6,930 1,972 4,483 8,841 84 U 
Newark................. 414,524 | 466,700 44°876 66,854 20,626 42,053 104,409 1,668 r 
NS, oases seep | 33,268 $36,100 2,532 1,171 1,398 4.706 8,136 61 y 
I ydea cha akg: 63,841 +70,800 6,059 16,119 2,504 6,788 15°886 180 V 
Paterson................ 135,875 |  +143,800 6,925 33,779 5,024 11,739 32,455 1,087 y 
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Merchandising Statistics Principal Cities 
: : Average Personal Number of 
Population i ee "ee Number of Income /FamiliesWith} Number of | Manufactur- 
Census 1920 he 1. 1926 1990-1996 Wage Earners| Taxpayers | Telephones Families ing Estab- 
ks 1925 1925 lishments 
New JersEY—Cont’d 
Perth Amboy............ 41,707 749,100 6,393 9,237 1,499 2,825 10,932 97 
Phillipsburg Town........ 16,923 18,900 1,977 4913 941 1,643 4,295 34 
RT ro 27,700 32,500 4,800 2,743 2,078 4,668 7,386 51 
Pe Pere ee 11,042 12,200 1,158 1,114 1,144 1,605 2,773 28 
oS : SR ai 10,174 12,000 1,826 219 698 1.762 2:727 17 
PreDtOWiaare niece ecnine iow 119,289 7136,700 15,011 22,322 6,861 11,844 30,523 303 
Ci MS « vant cdioune's 60,721 $64,000 2,879 4,892 1,075 5,182 14,455 228 
West New York Town.... 29,926 40,900 10,974 2,925 1,193 1,926 9,295 161 
West Orange Town....... 15,573 18,600 3,027 1,864 388 In Orange 4,227 15 
NEW MEXICO........... 360,350 $392,000 31,650 4,629 7,203 10,399 91,163 200 
Albuquerque............. 15,157 21,600 6,443 1,317 1,347 2,726 5,023 28 
NEW YORK............ ..| 10,385,227 |#11,423,000 | 1,037,773 | 1,066,202 751,941 | 1,256,772 | 2,656,512 33,393 
IDA seine ts tit otek oie 113,344 7119,500 5,356 9,609 7,960 19,796 27,695 223 
Amsterdam............ ‘ 33,524 $35,900 2,076 10,536 1,520 3,864 8,279 68 
EID yet So aie de slots 8 36,192 °35,677 —515 5,649 1,440 4,936 8,297 86 
| CUESTA eee a eres 13,541 16,000 2,459 2,318 765 1,519 3,721 31 
|) e701 eee rae ee Peer mee? 10,996 11,700 704 1,509 400 990 2,721 20 
Binghamton........ .. , 66,800 73,900 6,100 7,407 3,476 9,557 16,954 146 
WUHAIOs coca. oP oA ttas is 506,775 7550,000 37,525 66,015 37,891 65,545 126,581 1,328 
ccs ent donne, 22,987 23,400 413 4925 740 1,441 5,442 72 
OU c cci eins ox a: 15,850 bd iy 9 2- —128 2,621 665 2,037 3,656 30 
Gate... .c:<+.++-. 13,294 14,000 706 2625 590 2,681 3,256 30 
[URL Leaner egrerae 19,336 20,000 664 2,649 807 1,545 4,651 29 
NS cts, Sad sis 's to's 45,393 49,500 3,607 6,895 2,812 7,574 11,395 101 
ee te eee 13,043 °12,571 —472 3,004 368 1,480 2,923 26 
SS Re ee 14,648 16,200 1,552 2,091 957 2,299 3,767 34 
Gus Felb.........-. 16,638 18,100 1,462 3,069 960 3,052 4.209 54 
Gloversville............ 22,075 22,100 25 4,267 1,080 4,331 5,140 161 
DN i occas ence 10,453 11,000 547 1,566 327 915 . 2,558 22 
OER EG Esk oars aaah tenes 15,025 15,900 875 2,504 825 2,215 3,698 32 
a aa 11,745 11.300 55 1,073 650 1.202 2:744 26 
Nee ee ee 10,169 10,500 331 3,907 297 900 2,442 11 
ESE er ee 17,004 19,300 2,296 1,575 1,242 3,602 4,488 44 
Jamestown............ 1 38,917 +45,100 5,383 8°763 3,100 4.121 10,302 131 
I i Saleen cn 8 10,908 °10,712 196 2,499 490 1,789 2,491 88 
Kingston.............. ea 26,688 28,400 1,712 3,594 1,160 3,657 6,605 88 
Lackawanna........... a 17,918 20,700 IGE Pid x tsidwcca 600 In Buffalo tS ed er ae 
ee =f 13,029 °12,428 —601 2,650 406 1,298 2,890 32 
Lockport.............. ..| 21,308 21,700 392 3,430 1,320 3,852 5,047 68 
Middletown........... 18,420 20,800 2,380 1,682 1,040 2181 4'837 52 
Mount Vernon... ...... 42,726 $53,300 9,174 1/573 4330 7,293 12,070 66 
New Rochelle.......... 63)” ae 747,300 9,587 763 2,850 6,565 10,651 28 
eer 5,620,048 | 5,970,800 293,952 538,845 526,126 736,224 1,377,674 23,714 
Manhattan Borough....| 2,284,103 | +1,814,600 — 416,903 323,443 342,531 407,255 436,558 17,138 
Bronx Borough....... 732,016 $926,100 168,184 18,713 32,290 |InManhattan| 209,349 839 
Brooklyn Borough. .....| 2,018,356 | 2,274,400 221,844 137,962 122/852 245,161 520,977 4,293 
Queens Borough .... -.| 469,042 |  #809,100 294,758 50,949 24/820 67,713 177,628 1303 
Richmond Borough. ..... 116,531 | 146,600 26,069 7,778 3,633 14,334 33,163 141 
Newburgh......... 2.00 30,366 $30,400 34 4207 1,650 3,487 7,070 67 
Niagara Falls.......... wa 50,760 $66,600 7,540 12,616 3,750 6,076 13,558 116 
North Tonawanda...... 15,482 17,700 2,218 3,832 820 1,766 4,116 tt 
Ogdensburg............ 14,609 17,500 2,891 1,202 417 1,586 4,070 39 
Rares 20,506 21,400 894 3,033 1,145 3,104 4,977 49 
Seer 10,541 10,700 159 938 435 1,455 2,488 28 
Oneonta SERIE Ee eC 11,582 12,200 618 i3/ 594 1,888 2,791 22 
Ossining Village........-- 10,739 13,200 2,461 281 760 1,521 2,814 16 
ees : 23,626 °22,369 —1,257 2,874 663 2,847 5,202 42 
Peekskill Village........-.| 15,868 18,400 2;532 1379 880 1,851 4279 34 
Seer 10,909 11,700 791 530 520 1,616 2,721 22 
Port Chester i ae 16,573 19,800 3,227 1,603 1,220 2,429 4,605 34 
speed» sg, Oe Oe 10,171 10,600 429 1,720 470 1,253 2,465 25 
Poughkeepsie..........-- 35,000 135,900 800 4,631 2,320 4,740 8,326 102 
IE c/s siar oa whines 10,823 11,500 677 1,775 520 1,477 2,674 16 
EE 295,750 324,500 25,050 52,589 23,580 31,234 74,605 811 
—_“Siliin gee eacepcncepsaets 26,341 31,100 4°759 5,094 855 2;368 7.233 53 
Saratoga Springs......... 13,181 14,000 819 528 650 2,188 3,256 ie 
Schenectady. ............ 88,723 793,200 4,277 19,648 6,560 11,898 21,628 101 
coca ee te 171,717 +197,000 13,683 23,086 10,327 22,041 43,116 403 
anette OEE 10,068 11,500 1,432 1,723 675 1,218 2,674 24 
De ciconpirete cae 72,013 #72,300 287 12,468 3,680 7,884 16,814 167 
NR Set eres 94,156 7103,400 8,344 14,833 4,505 10,219 23,837 221 
Watertown Sy eeiada sai 31,285 133,400 1,815 3,390 1,666 4,725 7,698 57 
sg! AOD OO Ee 16,073 16,200 123 1,594 510 1,287 3,767 27 
cn ad Lee 27,428 28,700 1,272 279 2,880 4,648 6,674 24 
ae 100,176 +118,800 16,124 12,662 5,250 13,195 27,047 105 


{uly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
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Merchandising Statistics —Principal Cities 


: . Average Personal Number of 
ae ac ne Ponciation F sei0y of eee F “es With ho of | Manufactur. 
ensus 192! age Earners} Taxpayers elephones Families ing Estab. 
July 1, 1926 | 1920-1926 1925 1925 lishments 
NORTH CAROLINA......| 2,559,123 | $2,897,000 337,877 182,234 38,740 79,330 579,400 2,614 
sre tely caacilt 28,504 32,000 3,496 1,428 2,860 4,423 6,400 50 
MONE. 5.55 cn vad at 46,338 55,900 8,262 5,730 4,225 6,696 10,920 109 
air 21,719 $45,700 22,181 7,541 1,340 2,604 8,780 54 
AYES ee ae ee aL 12,871 17,600 4,729 3,561 620 1,027 3,520 28 
I gs Sn ioe 11,296 14,800 3,504 1,294 520 1,098 2,960 24 
Greensboro.............. 19,861 $50,300 28,839 5,007 2,300 4,329 9,740 65 
High Point.............. 14,302 24,300 9,998 7,782 790 2,328 4,860 100 
New Bern............... 12,198 12,200 2 933 400 921 2,440 19 
ieee: tes a tuk 24,418 31,000 6,582 1,394 2,220 2,984 6,200 38 
Rocky Mount............ 12,742 15,500 i i ee 750 1,569 ae 
NE iss cy athe 13,884 18,400 4,516 1,682 670 1,795 3,680 31 
Wilmington.............. 33,372 $38,400 4,328 1,577 1,630 2,567 7,540 39 
Wilson Town............ 10,612 13,200 2,588 568 630 1,309 2,640 23 
Winston-Salem........... 48,395 77,100 1 eee 2,230 2,992 14,360 a 
NORTH DAKOTA........ 646,872 °641,192 — 5,680 3,261 11,715 48,325 133,582 320 
RE ite RS 5 21,961 25,600 3,639 491 1,590 3,860 5,333 47 
Grand Forks............. 14,010 15,400 1,390 336 675 2,363 3,208 26 
SU cissasa tect tees 10,476 12,700 2,224 353 675 2,082 2,646 21 
OHIO. 5,759,394 | $6,710,000 950,606 676,742 224,643 651,759 | 1,636,585 11,137 
RR Ty: 208,435 a aes 52,546 13,885 12,583 50,838 228 
I ARES 21,603 25,600 3,997 3,791 1,595 3,729 6,244 42 
Ashtabula............... 22,082 25,500 2,412 2,066 1,779 4,196 6,220 43 
Barberton............... 18,811 24,100 5,289 5,674 2,470 799 5,878 39 
NR ai 15,061 16,500 “2p renee 677 1,390 4,024 ate 
I ic cone sacks e<vaes 10,425 12,000 1,575 1,309 356 2,521 2,927 30 
Cambridge.............. 13,104 14,200 1,096 1,628 450 3,448 3,463 35 
a ee 11,237 16,600 Se rene Serer 107 7 eee 
2 alg dt 87,091 $113,300 22,709 15,362 6,174 11,369 26,780 186 
Chillicothe............... 15,831 16,800 969 1,821 714 4,057 4,098 29 
hE eer 401,247 $412,200 9,553 63,715 28,150 61,480 100,195 1,751 
SS eee 796,841 972,500 163,659 132,852 36,614 105,732 234,268 2,212 
Cleveland Heights Village. 15,236 23,500 a et eee 705 | In Cleveland 5,731 ‘camel 
I os aechs ssl ihc ae 238,762 291,400 46,738 24,590 12,875 31,197 69,634 47] 
Coshocton............... 10,847 11,700 853 1,801 350 1,525 2,854 4] 
Cuyahoga Falls Village... . 10,200 14,300 4,100 813 478 763 3,488 21 
ROR ep 152,559 $180,700 24,041 29,341 8,845 17,729 43,073 418 
East Cleveland........... 27,292 39,400 12,108 1,274 1,267 | In Cleveland 9,624 23 
East Liverpool........... 21,411 22,100 689 4,212 1,243 3,156 5,390 62 
yria... ; 20,474 24,400 3,926 3,953 1,961 4,748 5,951 52 
aes 17,021 18,500 1,479 2,067 593 3,410 4,512 49 
Fremont................ 12,468 14,200 1,732 1,945 460 2,831 3,463 49 
NO inci gstea anaes 39,675 $43,770 3,125 9,569 1,988 7,513 10,439 87 
Ironton................. 14,007 15,800 1,793 1,561 508 1,942 3,854 34 
2 ee 12,683 20,500 7,817 644 587 | In Akron 5,000 9 
Lakewood............... 41,732 62,200 17,768 294 1,943 | In Cleveland 14,512 28 
Lancaster............... 14,706 16,500 1,794 2,179 435 3,152 4,024 36 
| acne: 41,326 $48,700 6,374 4,623 1,514 8,463 11,634 90 
EN 37,295 44,000 eS eee 2,440 5,094 Serer 
Mansfield............... 27,824 32,500 4,676 4,998 1,464 6,627 7,927 93 
Marietta................ 15,140 15,300 160 884 658 2,880 3,732 43 
ioe ty 27,891 33,400 5,509 4,149 975 5,699 8,146 52 
Martin’s Ferry........... 11,634 15,800 4,166 2,791 532 1,251 3,854 31 
Massillon................ 17,428 26,700 9,272 1,468 1,062 3,102 6,512 48 
Middletown............. 23,594 31,900 8,306 6,992 1,069 3,308 7,781 52 
New Philadelphia. ....... 10,718 12,200 1,482 1,131 499 2,220 2,976 29 
Newark................. 26,718 30,600 3,882 4,707 868 5,448 7,463 68 
CS eee 13,080 17,100 4,020 3,156 610 1,521 4,171 35 
Norwood................ 24,966 30,800 5,834 5,801 1,765 |In Cincinnati 7,512 53 
i 2 core ea oly 15,044 16,200 1,156 3,302 450 1,953 3,951 43 
Portsmouth.............. 35,193 $40,050 4,607 6,100 1,592 6,816 9,707 59 
i Song 5d 10,305 11,200 895 2,177 380 1,807 2,732 31 
ES 22,897 24,800 1,903 2,746 1,072 3,637 6,049 83 
Springfield............... 60,840 +71,600 9,360 10,034 2,175 8,107 17,122 169 
Steubenville............. 28,508 32,600 4,092 4,512 2,354 4,179 7,951 39 
EAR aR 14,375 15,800 1,425 2,067 542 2,837 3,854 51 
ea: 243,164 $305,400 52,036 37,209 14,160 30,975 72,000 571 
RT 27,050 36,100 9,050 3,228 1,253 4,380 8,805 55 
Youngstown............. 132,358 $169,400 32,342 19,215 14,851 13,430 40,171 148 
EIS 29,569 30,600 1,031 2,686 1,225 5,626 7,463 64 
OKLAHOMA........ 2,028,283 | +2,384,000 355,717 26,333 40,825 144,199 518,261 1,282 
a 14,181 17,700 3,519 192 745 2,456 3,848 29 
Bartlesville.............. 14,417 20,000 5,583 72 1,386 2,086 4,348 14 
SS eee 10,179 an er 450 434 1,703 2,213 15 
| EEE ee 16,576 18,400 1,824 245 960 3,595 4,000 25 
| RT 11,757 11,800 43 131 385 1,569 2,565 16 


*Population January 1, 1920. 
*State Census 1925. 


**Decrease 1910-1920—no estimate made. 


tJuly 1 ,1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920 


Sy nrg gee eee rN -— FF 


° ae 


Marcu 31, 1928 SALES MANAGEMENT 69 
Merchandising Statistics Principal Cities 
. : Average Personal Number of 
Population se Let a Number of Income |FamiliesWith} Number of | Manufactur- 
Census 1920 Jul * e 926 1990. 1926 Wage Earners| Taxpayers | Telephones Families ing Estab- 
—_ . 1925 1925 lishments 
OxLaHomMA—Cont'd 
reer 12,095 i. ee ere 154 347 1,406 4,629 18 
IS 6 ch sev arscces 30,277 732,900 2,223 1,211 1,517 5,339 7,065 50 
Oklahoma City........... 91,295 ely Serer eee 3,544 6,609 16,098 19,847 185 
NN 55.5:045 054 enna’ 17,430 26,600 atl Se 1,032 3,044 ere 
SS Serer rrr et 11,634 14,600 2,966 396 546 2,059 3,174 14 
SHAWHNCO 6G acc a cwesaes 15,348 17,300 1,952 819 539 2,266 3,761 21 
PN UNRH Re oe var sierk acide weet 72,075 7150,000 63,825 1,678 8,496 14,656 29,543 124 
NE ec ahi ewes ec 783,389 +890,000 106,611 59,579 32,542 95,426 228,205 1,908 
cia de genenicudet 14,027 17,000 2,973 731 470 1,601 4,359 39 
OO ET are E 10,593 11,500 907 682 603 2,793 2,949 42 
ON Se ree ee 258,288 ite Pree rr e 20,077 18,466 42,264 66,228 861 
SION go ws cies ae ses 17,679 20,100 2,421 1,687 670 3,679 5,154 55 
PENNSYLVANIA......... 8,720,017 | $9,730,000 1,009,983 999,460 376,923 731,249 2,162,222 17,298 
CWIOWIE os. 6 os Kalehe clon 76,051 97,000 18,549 16,321 3,893 6,345 21,022 247 
I ok coh ew cn e's 60,331 167,800 6,669 10,452 2,925 9,786 14,889 56 
Ambridge Borough....... 12,730 17,800 Cl re 981 803 PS Pr ore 
Beaver Falls Borough..... 12,802 13,200 398 2,626 1,071 2,075 2,933 48 
Berwick Borough......... 12,181 14,300 25) | C GA SE rae 209 927 Sele bed waueotesrs 
ere 54,149 766,000 a eee 2,021 5,127 ak, ee ee 
Braddock Borough. ...... 20,879 21,900 1,021 1,018 1,419 1,689 4,867 26 
ieMtOMS co. G ree cwi cero. 15,525 15,800 275 1,590 1,473 3,542 3,511 45 
Bristol Borough.......... 10,273 13,000 2,727 1,706 288 610 2,889 19 
ce pre cis ead kee as 23,778 25,500 1,722 2,618 1,449 4,396 5,667 52 
Canonsburg Borough... .. 10,632 14,000 3,368 3,035 621 1,273 3,111 14 
re 18,640 19,700 1,060 1,112 942 1,083 4,378 21 
Carlisle Borough......... 10,916 11,500 584 2,364 450 1,247 2,556 37 
Carnegie Borough........ 11,516 12,500 984 341 890 954 2,778 17 
Carrick Borough......... 10,504 13,400 Pee Ps dsictan eases 343 {In Pittsburgh pC 7: ol ee ee 
Chambersburg Borough... 13,171 14,100 929 1,562 487 953 3,133 40 
Charleroi Borough........ 11,516 12,800 1,284 1,145 625 1,046 2,844 15 
OO Le ree 58,030 172,300 12,370 9,307 1,816 4,008 15,644 92 
SS re 14,515 16,800 WD. tec duvacanae 487 1,476 pg 
Columbia Borough. ...... 10,836 i» it RE 2,557 354 829 2,408 44 
Connellsville............. 13,804 14,400 596 1,079 790 1,687 3,200 30 
Dickson: City... sos. oc cc 11,049 12,200 1,151 527 101 | In Scranton 2,711 8 
Donora Borough......... 14,131 17,600 TAME Pivh-te0ca se eee 744 648 | a eee 
PI EMRS eS Mee ccs sates 13,681 14,400 719 883 714 1,842 3,200 22 
Dunmore Borough........ 20,250 22,000 WYER Pacnevancaens 687 | In Scranton 4,889 82 
Oe Peer 19,011 21,200 Ge Boukakcaanaa 900 943 4,711 248 
ere 33,813 137,900 3,587 4,500 2,039 5,396 8,311 31 
RE eee 93,372 we. > Se teumanmeuss 13,885 5,060 12,264 20,749 161 
Farrell Borough.......... 15,586 19,200 ROEM baa corcaceeens 357 806 ci) Ll ROPE ee 
Greensburg Borough...... 15,033 16,200 1,167 344 1,198 3,544 3,600 31 
Harrisburg.............. 75,917 $85,700 8683 8,264 4.331 12,034 18,800 161 
ef SEE 32,277 137,500 4,523 4,330 883 2,431 8,178 55 
Homestead Borough...... 20,452 21,600 1,148 326 1,199 1,841 4,800 23 
Jeannette Borough ....... 10,627 15,900 5,273 3,640 625 879 3,533 21 
eee 67,327 173,000 4,873 14,503 3,995 9,587 16,444 109 
eS Serre 53,150 157,700 3,950 8,500 3,187 8,817 12,689 215 
ia cia 24,643 25,300 657 6,017 927 2,391 5,622 84 
McKees Rocks Borough... 16,713 18,300 1,587 3,402 1,060 2,275 4,067 22 
McKeesport............. 46,781 +49,900 pe eee 3,910 6,121 a res 
Mahoney City Borough. . . 15,599 ps 5» aN) ee ee 235 354 453 3,467 13 
| | eee 14,568 15,800 1,232 2,636 803 2,200 3,511 32 
OO ere 18,179 21,800 3,621 5,280 937 1,147 4,844 21 
Mount Carmel Borough. . . 17,469 RAMOO Nelsvwcavwacas 805 508 673 3,882 16 
Nanticoke Borough... .... 22,614 25,100 2,486 1,197 620 927 5,578 15 
New Camtle... oo... .6sses.- 44,938 151,600 5,762 7,889 2,639 7,990 11,267 52 
New Kensington Borough. 11,987 14,900 2,913 3,623 890 1,718 3,311 23 
orristown Borough...... 32,319 735,800 2,981 3,433 1,828 4,380 7,844 69 
North Braddock Borough.. 14,928 17,000 Qiks Waisivsccuce: 265 | In Braddock Seele Wadvacacnanes 
eae 21,274 23,600 2,326 1,696 1,375 3,419 5,244 26 
Old Forge Borough....... 12,237 12,800 LG'S yl Beaten es 198 | In Scranton ft Me ee oe 
Olyphant Borough....... 10,236 11,400 1,164 554 298 180 2,644 8 
Philadelphia: ............ 1,823,779 | 72,035,900 183,921 246,680 95,177 171,132 446,156 5,636 
Phoenixville Borough. . . . . 10,484 ~ 2. es 2,219 440 944 2,330 26 
eee 588,343 +665,500 48,757 65,414 59,191 103,451 141,578 1,320 
EA TR 18,497 20,000 1,503 662 845 3,847 4,444 22 
Plymouth Borough. ...... 16,500 ~. 22 Sere 431 472 797 3,667 15 
Pottstown Borough....... 17,431 18,700 1,269 4,701 729 2,201 4,156 58 
ence, SE 21,876 23,000 1,124 2,644 1,196 2,614 5,111 57 
unxsutawney Borough... 10,311 11,200 889 270 375 1,354 2,489 22 
co, RP 107,784 7114,500 5,816 27,247 5,325 10,488 25,244 370 
Se eee 137,783 7143,900 5,317 12,578 8,197 17,652 31,800 230 
Se eee 21,204 21,800 OED Bi cibaweuexs 1,196 2,073 a ee ere 
Se eee 21,747 25,500 3,753 2,888 1,523 3,650 5,667 32 


*Population January 1, 1920. 


**Decrease 1910-1920—no estimate made. 


tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920 
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Merchandising Statistics —Principal Cities 


. : Average Personal Number of 
Population : soc nen spe n | Number of Income |FamiliesWith| Number of | Manufactur. 
Census 1920 j ui #1926 1990 1996 Wage Earners| Taxpayers | Telephones Families ing Estab. 
ahi 1925 1925 lishments 
PENNSYLVANIA—Cont'd 
Shenandoah Borough.... . 24,726 af's SE oh a 804 429 728 IO ees a cae 
Steelton Borough......... 13,428 2 ae TOR PRM SEES, cre ONS 111 504 2,985 26 
NR 15,721 17,000 1,279 2,200 998 1,960 3,778 26 
Swissvale Borough........ 10,908 13,300 LL ll EER ee 1,240 |In Pittsburgh 2,956 Pe 
Tamaqua Borough........ 12,363 14,300 1,937 880 402 751 3,178 20 
MINION(OWN «2s o5e005 0. ss 15,692 FEOI2 No Boss we nhs 252 1,789 3,552 3,487 pH; 
Warren Borough......... 14,272 15,300 1,028 2,165 987 2,696 3,400 50 
Washington Borough... .. 21,480 23,300 1,820 1,759 1,686 4,540 5,178 40 
West Chester Borough... . a7 = i Bee ere 907 656 1,994 2,604 30 
Wilkes-Barre............. 73,833 $90,900 4,467 7,528 3,961 11,802 17,400 129 
Wilkinsburg Borough. ... . 24,403 28,000 3,597 276 3,710 {In Pittsburgh 6,222 23 
Williamsport.............| 36,198 $43,600 6,902 7,808 2,461 6,010 9,578 105 
Woodlawn Borough....... 12,495 20,000 TOS Wits Soe acoso 1,024 1,016 ee 
_ SMA u ee RE 47,512 $49,600 1,888 12,906 2;362 841 10,978 218 
RHODE ISLAND......... 604,397 +704,000 99,603 120,346 29,123 68,477 160,000 1,595 
Bristol Town............ 11,375 13,000 1,625 3,173 428 884 2,955 10 
ER ibs Kae ne Be 24,174 25,700 1,526 4,681 736 |In Pawtucket 5,841 58 
ON ees 29,407 136,600 6,193 2,873 1,508 |In Providence 8,091 33 
Cumberland Town........ 10,077 10,300 ee Reeearee 3 ae OS) eee 
East Providence Town. ... 21,793 27,100 5,307 1,137 894 |In Providence 6,159 18 
asi a enciisce senses 30,255 "ay 97 —2,498 916 1,449 3,351 6,309 7 
a rere 64,248 +72,100 6,752 21,213 2,799 9,320 16,136 228 
—,......... 237,595 | +280,600 37,205 41,207 13,371 38,038 62,455 806 
Warwick Town............ 13,841 19,400 So aie See ee MOOD So isidte 5 ermnsciors oS eras 
West Warwick Town..... 15,461 18,800 3,339 2,765 ££ eee 4,273 20 
Woonsocket............. 43,496 $52,300 7,604 13,460 2,414 4,133 11,614 150 
SOUTH CAROLINA.......| 1,683,724 | 1,845,000 161,276 100,144 15,727 34,287 384,375 1,134 
Anderson................ 10,570 11,200 630 1.171 286 1,184 27333 7 
Ne en 67,957 +75,000 6,143 2,742 2,440 4,074 15,438 7 
| EE rer 37,524 750,000 4,276 3,829 2,119 4,056 8,708 67 
TT 10,968 13,600 RD PRP ene 403 1,085 See 
UR sic s4h ack 9: 23,127 28,100 4,973 1,849 1,517 2,790 5,854 45 
Spertambarg. ............ 22,638 26,100 3,462 2,049 947 2,235 5,438 48 
SOUTH DAKOTA......... 636,547 | +696,000 59,453 5,151 17,086 65,060 154,667 504 
Aberdeen................ 14,537 15,100 563 553 1/367 3,310 3,356 35 
Seoux Palle... ........... 25,202 31,200 5,998 1,971 2;629 5,342 6,933 75 
fe) 2,337,885 | $2,485,000 147,115 107,645 34,689 112,962 552,222 2,162 
Chattanooga............. 57,895 72,900 14,305 15,835 4,350 9,680 16,044 177 
RE ree 18,860 20,100 1,240 1,405 608 2,256 4,467 42 
Johnson City............ 12,442 14,700 2'258 1,686 450 875 3,267 39 
PMORGIME. . d5 ck cased 77,818 7102,100 20,982 14,642 3,250 6,896 21,956 187 
| ar ee 162,351 +178,900 14,349 9,988 10,329 23,264 39,267 294 
See 118,342 1137,800 18,658 10,549 7,050 17,654 30,444 224 
ee 4,663,228 | +5,397,000 733,772 106,792 109,448 296,805 1,173,261 3,606 
A ee: cee, 8 10,274 10,500 226 159 819 2,163 2,283 22 
cy 06s Ot oot 15,494 18,200 2,706 367 1,310 3,116 3,957 22 
NN fe ee gh Faas all 34,876 138,800 3,324 762 2,125 5,443 8,304 54 
Beaumont............... 40,422 $54,400 12,078 1,507 2175 4522 11,413 73 
Brownsville.............. 11,791 12,600 809 170 477 554 2,739 25 
reer 12,820 14,400 | 3a ee 273 1,588 3,130 mere 
Corpus Christi........... 10,522 12,100 1,578 109 763 1,399 2,630 20 
NN A oll, & 2.4.5 450% 11,356 » es Seer 465 936 2,016 2,467 16 
|” ers 158,976 $211,600 43,924 9,412 14,798 31,576 44,109 372 
ae ee re 10,589 a SEE eee oer an tary 319 683 2,519 mre 
ER ee 17,065 19,400 2,335 646 390 1,812 4,217 15 
I acl iis ow. ccc 77,560 113,500 31,640 4,144 3,788 6,677 23,739 127 
ak ee 111,536 7163,600 47,664 6,968 6,257 16,111 34,609 212 
EE ee 44,255 149,900 4,845 1,337 3,075 6,823 10,674 72 
Greenville............... 12,384 14,800 2'416 285 322 1,945 3,217 20 
| ee 138,276 <j SE ETE me 9,007 13,625 25,773 30,060 225 
| SERS SE Rater ees 22,710 28,000 5,290 347 825 1,437 6,087 27 
eee 14,271 16,200 1,929 1,626 312 1,683 3,522 16 
NN ee cian 11,039 11,500 461 534 298 1,069 2,500 10 
Brot Ps ertrohtne 15,040 17,700 2,660 779 468 1,949 3,848 34 
Port Arthur.............| 22,251 33,000 10,749 181 1,438 2,824 7,174 19 
a bc cha) 2h gt 16,205 ED Biveathe tink $-cix ohana been ines 215 387 i ere 
ee, ae 10,050 >. errs 216 624 1,807 2,185 25 
San Antonio............. 161,379 | 211,400 43,321 5,440 7,688 19,110 44°500 285 
| ee 15,031 16,800 1,769 840 546 1,925 3,652 27 
MN  os4855 11,033 11,100 67 403 475 1,485 2,413 25 
Texarkana.............. 11,480 12900 1,420 1,061 468 2,182 2,804 30 
ES reer 12,085 13,200 1,115 2,231 18 1,601 2,870 18 
a 38,500 +45,700 6,300 1,500 2,438 6.421 9°739 84 


*Population January 1, 1920, 
*State Census 1925. 


**Decrease 1910-1920—no estimate made. 


tJuly 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
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Merchandising Statistics — Principal Cities 


: . Average Personal Number of 
of Population a = eae 1 | Number of Income |FamiliesWith| Number of | Manufactur- 
_ Census 1920 P opulation |WageEarners| Taxpayers | Telephones | Families | ing Estab- 
b. : July 1, 1926 | 1920-1926 1925 1925 lishments 
ts 
“4 Texas—Cont d 

Wichita Falls............ 40,079 een, UTNE 1,326 2,851 4,589 8,713 45 
: UTAH. 449,396 $522,000 72,604 15,077 16,101 35,490 113,478 517 
Me dn ts. Seven 32,804 $38,300 4,796 2,353 2,329 5,235 8,174 66 
oO Provo...... BEE Bilis ets etm 10,303 11,300 997 475 319 1,290 2,457 22 
7 Salt Lake City........... 118,110 $135,700 15,290 4,898 7,849 18,190 29,000 202 
“ VERMONT............... 352,428 Ft, See 27,563 9,559 38,161 85,958 951 
( Berre...... SS ioad sein hs ato a a pogo a eat ce 1,886 = : ae oo = 
19 eer y/ “4, 1,521 1,759 j \ 92 2 
3 ST ee 14,954 15,900 946 1,589 775 2,635 3,878 36 
r | rey 2,309,187 | 12,546,000 236,813 112,135 37,507 93,063 530,417 2,553 
e Alexandria............... 18,060 18,500 440 1,007 992 1,569 3,854 26 
Charlottesville. .......... 10,688 11,300 612 465 508 1,394 2,354 23 
)5 ee 21,539 23,200 1,661 3,060 861 2,617 4,833 32 
0 Lynchburg. .... isl ic sets 30,070 {38,600 8,430 4,893 1,830 4,369 8,021 55 
9 Newport News........... 35,596 $51,700 13,204 6,010 906 1,924 10,167 32 
33 En cg ihc sas 115,777 $179,200 58,323 5,429 5,225 12,984 36,271 181 
Petersburg.............., 31,012 37,100 5,388 3,408 930 2,536 7,583 78 
3 Portsmouth.............. 54,387 $60,700 5,513 2,759 1,335 2,915 12,479 44 
37 ee renee. 171,667 1191,800 17,433 18,137 9,546 21,487 39,396 301 
8 RT 50,842 $63,200 11,058 6,998 3,440 7,714 12,896 78 
%6 Ee 10,623 10,633 11 398 374 1,429 2,215 24 
0. WASHINGTON........... 1,356,621 | 11,562,000 205,379 105,893 78,030 160,430 390,509 3,216 
50 oe ee 15,337 16,300 963 3,276 1,650 2,480 4,075 53 
Bellingham.............. 25,585 26,300 715 2,722 1,320 4,431 6,575 76 
34 SS ee 27,644 29,600 1,956 4,600 1,691 4,339 7,400 96 
7 Hoquiam................ 10,058 11,300 1,242 2,795 1,114 _ 1,571 2,825 29 
7 OS SOO 315,685 WO Linx scorns: 19,220 30,566 55,745 78,921 1,005 
67 a 104,437 109,000 4,563 6,098 8,960 17,778 27,250 261 
a SS 96,965 $107,200 8,835 12,315 7,342 14,078" 26,450 289 
45 Vancouver............... 12,637 _/ 4,300 2,263 1,148 742 1,901 3,725 32 
48 Walla Walla......... ... 15,503 |. Sl CE 318 1,320 2,757 3,876 35 
Ir pc ks © xk win ites 18,539 23,100 4,561 918 1,856 3,792 5,775 51 
rs WEST VIRGINIA......... 1,463,701 | 11,696,000 232,299 80,700 35,810 72,376 360,851 1,395 
75 er 15,282 19,800 4,518 1,272 1,000 2,423 4,213 16 
I ins cca ducs 39,608 $53,400 11,092 1,248 2,960 7,123 10,787 72 
62 CMON cons nes law's 27,869 30,900 3,031 2,762 1,237 4,433 6,574 48 
5 SS eer 17,851 21,500 3,649 1,761 1,225 3,456 4,574 35 
42 Huntington.............. 50,177 766,900 14,923 7,398 3,450 6,506 13,851 109 
39 Martinsburg............. 12,515 13,700 1,185 2,867 388 1,350 2,915 21 
87 Morgantown............. 12,127 14,100 1,973 987 840 2,746 3,000 35 
94 Moundsville............. 10,669 11,800 1,131 10,40 325 898 2,511 21 
4 Parkersburg............. 20,050 21,500 1,450 2,409 1,500 4,576 4,574 56 
ES 56,208 ce eee 7,856 4,420 6,670 11,959 137 
06 
po WISCONSIN.............. 2,632,067 | 12,918,000 285,933 247,341 110,485 303,036 663,182 7,262 
72 Appleton....... 19,561 21,400 1,839 2,705 1,321 4,602 4,864 67 
54 ee 11,334 WEEE Bs 23 einiannce 578 491 1,362 2,576 20 
73 | 21,284 25,400 4,116 5,032 1,418 4,016 5,773 34 
75 ee 20,906 22,600 1,694 2,890 1,064 3,806 5,136 64 
ye Fond du'Lac............. 23,427 26,500 3,073 3,341 1,171 5,143 6,023 67 
50 Green Bay............... 31,017 135,500 3,883 3,880 1,615 5,367 7,932 83 
16 SS ae 18,293 21,200 2,907 2,671 1,218 4,059 4,818 52 
372 OS EROS te 40,472 $54,600 12,228 11,994 3,380 3,969 11,977 54 
oe: MON go e-x bocnseneacens 30,421 >. Ss 4,731 1,472 6,489 6,914 112 
15 en, ree 38,378 48,800 . 9,222 4,286 2,795 8,949 10,818 100 
07 coritea., oo. 17,563 22,600 5,037 3,338 979 3,182 5,136 61 
112 Marinette............... 13,610 » 2. 1,633 136 1,642 3,093 35 
72 ee 457,147 $536,400 59,953 77,432 42,568 65,792 117,523 1,445 
20 Rae 33,162 $33,200 38 6,911 1,767 5,343 7,545 117 
25 ERE: 58,593 $71,300 10,807 11,102 4,062 7,037 15,773 182 
27 Sheboygan............... 30,955 $34,500 3,049 6,534 1,950 5,166 7,728 108 
16 Stevens Point............ 11,371 13,200 1,829 1,101 546 1,608 3,000 32 
10 SS EO 39,671 . eae 2,297 1,595 4,887 9,016 61 
34 Waukesha............... 12,558 15,100 2,542 1,877 1,090 2,768 3,432 46 
19 I en tae 18,661 20,300 1,639 2,926 1,028 2,801 4,614 60 
ae Went Allie... c6cceses 13,745 19,200 5,455 7,164 1,065 |In Milwaukee 4,364 43 
25 
035 WYOMING........:...... 194,402 $241,000 46,598 6,333 10,336 14,013 60,250 224 
27 i ete s dhe Spanees 11,447 A re See eee 1,791 2,765 eer 
35 Cheyenne............... 13,829 15,700 1,871 1,033 1,197 2,061 3,925 25 
30 *Populati oe : : ° oa : . 
é Seite rom id ? i904 PO ongen Soceapon =tteng estimate made. July 1, 1927 Estimate—not available for cities having less than 30,000 population on Jan. 1, 1920. 
wn i In the enumeration of average number of wage earners and the number of manufacturing establishments where no figures are shown, separate 


stics cannot be given without disclosing operations of individual establishments. 
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Retail Trading Areas 


Population - |Personal Income Taxes Population Personal Income Taxes 
Trading Center Trading | Trading | Trading | Trading Trading Center Trading | Trading Trading | Trading 
Center Area Center Area Center Area Center Area 

ALABAMA CONNECTICUT 
ee * 7,652 77,694 172 442 Bridgeport......... *143,555 | *320,936 7,993 16,723 
Anniston.......... 21,000 66,116 493 591 Phartiord .......... +. 164,200 | 467,642 13,762 25,663 
Birmingham....... 210,600 | 838,765 11,169 13,742 New Haven........ 181,900 | 507,998 11,268 24,724 
RE ees 14,900 148,713 243 488 New London....... 29,700 112,179 1,515 4,170 
Florence........... 13,100 169,985 324 851 Tarrington........ 25,100 79,663 830 3,315 
eee 20,100 124,820 337 621 
Huntsville......... *8,018 53,661 360 395 || DELAWARE 7 
_ SSS 66,800 | 318,517 2,687 3,554 Wilmington........ 124,200 | 260,807 6,278 9,606 
Montgomery....... 47,000 | *286,761 2,499 3.219 
Opelika *4,960 *32,821 132 200 || DISTRICT OF 
— eee ee wee 17,200 | *173,516 630 1,166 Lt 

Ee rae *5,690 32,093 155 191 . 4 
Tuscaloosa... 13,300 | 125,087 454 755 || Washington........ “| IAA | BS (05K 

ARIZONA FLORIDA 
Re eres *9,916 53,192 473 1,298 a ste eeeees *5,445 42,368 1 - 2,655 
0” eee *3,186 11,032 271 428 ort Myers........ *3,678 14,521 7 884 

x. etd eh cae *7,044 41,454 409 1,212 Jacksonville.......] 137,100 | 277,824 8,013 10,252 
IN os sins waco *5,199 16,045 2,75 296 Be aE, °13,701 14,260 449 485 
eres 42,100 159,893 2,486 3,596 Lakeland.......... *7,062 63,925 1,397 3,392 
ere *5,010 28,560 428 1,001 ccs, age Ee 129,100 125,574 14,454 21,517 
RT 27,500 41,399 1,150 1,332 . fiitey ncn —— a ; : : ' yo 

ARKANSAS Palatka...........|  *5102 | 177027 °367 °499 
Arkadelphia....... #3311 26,733 137 216 || Pensacola.........] °25,305 | 160,715 1,140 1,842 
ng pddechoa *4,299 | *60,161 141 192 a “log se eees Poy mer 2 a 

eee? *3,238 36,082 375 634 anford........... : ‘ 

Conway........... *4,564 29,932 152 160 Talahassee......... *5 637 74,710 268 572 

El! Dorado......... *3,887 42,582 1,416 2,118 Tampa beeen eee e ees 102,200 | 278,664 8,681 20,741 

Eureka Springs.....|  *2,429 18,326 53 75 West Palm Beach...| #8659 61,756 3,235 6,824 

Fayetteville........ *5 362 51,278 258 346 

Fort Smith........ 32,100 | 244,598 1,308 2,195 ||GEORGIA 

re *3,477 86,129 66 176 4 874 

Sielona............ *9'112 | 1047774 Peed OD ror a | oe - 874 

* AMEMCUS 5... 65065045. 9,010 54,377 199 327 

Hot Springs Te a | 1,695 *54,681 725 864 Athens 16.400 181 840 462 753 
* ig io hu peeae aie ate R ; 

Jonesboro ee eT ee 9,384 84,158 637 883 Atlanta Pinay eee *200.616 984.314 14.446 18.119 

Little Rock pe a eee 75,900 342,739 4,228 5,965 Augusta j 55-700 325.228 1919 2781 
Mi Ros pi ie oe Me a i eee ; é j ; 

McGehee Bi ie Giga ln ae 2,368 103,248 144 806 Columbus 45 000 146.074 1.894 2 162 
x en iene nn ? i. i eer d f ‘ : 

+ anual gee oan | M1682 60 74 |! Cordele... 0.2... *6,538 | 71,321 135 220 

Newport Se oy ee oe “778 48,942 167 324 inn er #7707 88.554 135 212 

Paragould......... *6,306 56,689 269 at 2 oo ee ; ‘ 5 494 

; be rene... ..... 24,700 79,538 26 
Pine Bluff Teeth ee 22,000 109,174 A | 16 1,208 NEAGOR- «ch éhediens 59.200 225,474 3,069 3,561 
Rogers ee ee "3.318 37,877 115 238 Moultrie.......... *6,789 46,860 79 ps 

] NN sc vt woken 14,000 56,309 396 

CALIPORNIA Savannah.........| 96,400 | 393,295 4524 | 5,489 
Bakersfield ee et a 25,600 64,546 1,817 4,142 Tutton.. <6. . xe eae *3.005 63,149 83 911 
Chico Sire era tales eee ies "9339 31 O77 578 La 66 Valdosta 12'900 145.936 384 966 

. . il ages coed : ; 
Pl ASONtTO.. «0 6 6s ss 5,464 60,373 374 1,285 Waycross 20.500 93.032 333 556 
Eureka............ 13,600 | 42,380 951 a 5 ee ’ ; 
reo 60,200 173,251 3,483 5,173 IDAHO 
7 a1 * * 
oe hae 5 ge gn eid or I ses ho xuyien 23,200 | 98,536 1,360 2,684 
ie dae he can , ‘ r 
Los Angeles... ... *576,673 |*1,083,882 | 81,040 | 140,285 |) Idaho Falls... . aie i| tae 4 pe 
Marysville......... *5,461 10,562 556 671 ee sees ee eees 03956 Rip 84 aK 490 
| rere 267,300 | 466,198 16,044 30,007 “Sew Reve AR PEAS “7651 30584 586 625 
Sacramento........ 73,400 | 160,557 6,711 9,566 once 3) Relea ’ , 7 
- Pocatello.......... 18,900 169,365 1,084 3,710 
San Bernardino... . 23,600 96,974 1,500 4,638 Twin Fall *8°304 44°192 "480 942 
San Diego......... 110,400 140,904 5,800 7,287 Mal comneiahiniedeaaes: #7816 14°411 494 1.640 
San Francisco...... 566,800 | 1,005,193 60,310 80,176 Wallace........... > , ) 
SON FOGG... 6.0.05. 44,200 110,384 3,317 6,024 : 
San Luis Obispo. ... *5,895 23,314 380 804 || ILLINOIS oe 
Santa Barbara..... 24,800 48,666 6,030 3,170 errr 27,200 129,235 1,183 3,29 
Santa Rosa........ *8,758 | 54,184 718 2,246 || Aurora............ 46,500 | 103,824 2,399 a 
Stockton.......... 49,800 96,433 2,902 4,179 Bloomington....... 30,700 71,296 1,420 l, 30 
NN GR sagas "S753 72,396 448 2,016 — ee re yee Bogie = = 
ccc cc cewes 7 ‘ 

COLORADO Centralia ......... 14,400 84,600 370 745 
ee 12,000 32,728 408 902 Champaign... ..« +... 18,500 79,473 1,053 2,102 
OS ee *4,551 *17,883 235 494 <n 3,047,900 | 3,914,225 232,830 —_ 
Colorado Springs...| *30,105 51,122 1,800 2,575 DUMVIME.... 5... 5s. 37,600 116,547 1,438 i 
ROPNOET Si ose sce ass. 285,400 454,871 17,717 20,658 [Dye 55,000 121,516 2,143 93 
BOUTARIOs. oii ce css *4,116 21,688 203 582 de eae Ee pal VA 31,339 300 és 
Fort Collins....... *8,755 29,347 505 779 DKON .3.<:¢-< + eee *8,191 28,148 434 on 
Grand Junction. ... *8,665 92,485 380 1,594 East St. Louis. .... 73,100 | 203,033 2,521 586 
9 Se 9es| 38859 | 340| "852. || Freeport. 222. 20900 | 38065 | 916 | 1401 

a Junta ; J t rere i : ) 
OS Serre *2,512 28,530 170 260 Galesburg......... 25,000 68,536 1,255 es 
ee 43,900 112,913 2,000 3,166 Jacksonville. ...... 16,000 *43,056 580 4 = 
EP *6,415 54,955 370 909 en 41,000 97,747 2,828 128 
ee 11,000 60,890 455 2,046 Kankakee......... 18,800 47,311 830 ) 
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Population Personal Income Taxes Population Personal Income Taxes 
; Trading Center 
Trading Center Trading | Trading | Trading | Trading Trading | Trading | Trading | Trading 
Center Area Center Area Center Area Center Area 
ILLINOIS (Cont’d). . KANSAS (Cont'd). 
Kewanee.......... 20,100 89,751 552 1,784 ee *8,513 32,340 153 373 
Litchfield.......... *6,215 44,852 163 483 Lawrence.......... °12,341 23,806 416 477 
Macomb.......... *6,714 40,464 247 556 Leavenworth....... 21,900 41,362 456 578 
Sees *9,582 157,226 266 1,715 ee hecatanu *7,989 63,401 316 1,1 - 
* 
Me Vernon........| 9815 | 87283 | 193 | 383 || Neodeshan......2-| #3943 28682| 108] 367 
Murphysboro...... 12,900 90,663 196 1,022 ee ree *9 781 20,505 398 488 
*4,491 *57,223 98 243 ee *2,186 69,700 83 1,014 
SERS eee 82,500 | 203,090 4,622 6,530 ens *9,018 33,804 180 420 
Se ere *6,664 *39,070 320 870 NR 6: dia's os oe °14,839 31,979 489 601 
Serre 39,200 *71,524 1,374 E522 — Rit ete ene ek 19,500 60,051 786 1,417 
Robinson.......... “Ase *43,936 173 396 Ma Nwkaaceseen *5,183 25,799 142 535 
Rockford.......... 78,700 148,817 3,852 4,735 Perce 16,500 90,661 555 1,812 
Rock Island. ...... 41,900 123,500 1,256 3,226 —— Rais o kant 59,500 193,498 2,096 3,475 
ee 6.937 20,086 184 363 ellington........ *7,048 28,385 219 443 
—— een oc ves pg 306,403 3,370 7,298 OOS st stn sw 92,500 159,079 3,065 4,178 
ee a 37,117 413 732 
oe eee 15,100 102,093 512 2,847 || KENTUCKY 
Ma hide cnn 0's 25,200 | 242,585 999 2,255 
ph uaa —_ ‘ Fane 5 Green..... *9 638 171,968 oa 
Anderson.......... i 1,374 857 1,209 ae *5,099 191,669 
ee *9 076 *45,202 540 840 Henderson......... 12,600 | *113,669 525 1,112 
Bloomington....... 12,800 25,137 675 722 Hopkinsville....... *9 696 *65,785 385 489 
Columbus......... *8,990 *37,167 303 430 Lexington......... 47,500 503,728 2,349 5,766 
ree 27,600 60,561 1,264 1,794 Louisville.....,.... 310,900 | 608,848 14,275 16,759 
Evansville......... 95,100 242,835 2,834 4,076 Middlesborouzh. .. . *8,041 166,682 240 1,195 
_ re ae 285,690 5,340 7,535 i Blea 22,209 Be 525 et 
untington........ 60,597 AOS 940 a oe 26,100 217,351 906 581 
Indianapolis. ...... 366,600 734,063 18,449 23,951 
BONO 66 ecco 39,100 50,076 806 831 || LOUISIANA 
Lafayette.......... 24,000 85,098 1,036 1,653 Alexandria......... 21,200 143,257 88) 1,683 
BOMORIE. bck cco 18,000 53,074 847 1,833 Baton Rouge...... 28,500 | 142,525 1,593 2,306 
Logansport........ 23,400 85,495 598 921 ers *6,108 128,166 217 1,523 
—— Oe aa -20,836 162 180 — Charles... ... *13,846 133,128 724 1,910 
SSS eer 6, 51,353 617 729 Mian cscs ess 14,600 | 120,731 1,024 1,833 
Sree 44,700 123,073 1,164 2,043 New Iberia........ *6,278 *79,599 162 687 
Once oa = *28 668 464 510 — Orleans....... 419,500 791,595 19,163 —_— 
ichmond......... 1, 71,444 1,195 1,606 0 are *3,389 16,692 169 19 
——. aoe «aan ae 18! 388 Shreveport........ 65,400 | 323,299 4,346 7,216 
ee f . i 
Terre Haute. ...... 71,900 | 276,358 2,669 | 4,679 || MAINE ; 
Vincennes. ........ 18,500 85,581 558 1,249 Augusta .......... 14,700 50,493 538 1,088 
Washington........ *8.743 *38 721 330 403 ee 26,800 161,664 1,323 3,402 
ea *6,084 *41,709 111 513 
IOWA pe a9 Astra ter *6,191 85,730 153 748 
Boone............. 12,900 29,455 413 556 ewiston.......... 36,100 89,405 918 2,340 
Burlington......... 27,100 81,243 1,097 1,743 POONA, . . «5... 76,400 | 309,580 4,428 10,040 
Cedar Rapids...... 53,100 185,886 2,041 3,560 Waterville......... 14,600 *50,522 738 1,313 
enterville........ *8 486 28,644 159 218 . 
Council Bluffs... 41,600 | 192,973} 1,452 | 4,066 || MARYLAND 
‘ nnapolis......... 13,100 48,985 759 1,210 
Davenport......... 52,469 115,193 2,666 3,893 Balt; 
. altimore......... 807,700 | 1,102,035 38,315 43,870 
Des Moines........| 145,900 | 561,530 6,916 12,526 Cambrid #7°467 #97895 50 315 
Dubuque.......... 41,600 | 268,954 1,694 4,502 Cam be ‘ia , a 
Fort Dodge ae 22 400 146 469 1 225 3 094 um er. and eeenees 34,400 139,855 1,70) 2,412 
Keokuk lk ae 14.500 80.757 563 1.491 Frederick. ee 12,100 *52,541 610 1,000 
Marshalltown . . 17:200 55,1 oD) 581 1 13 Hagerstown........ 32,000 89,776 1,205 1,739 
Mason City........ 23,500 | 124,782 806 2,020 || MASSACHUSETTS.. 
Muscatine......... 17,000 | 60,207 453 1,044 || Boston............ 787,100 | 3,081,445 | 51,655 | 172,506 
Oskaloosa......... *9,427 26,644 356 394 Pittsfield 48.100 | 121.255 2 573 4.706 
aa ae ie 3) J Springfield.........| 145,000} 451,808 8,817 | 20,113 
ea tS 36.900 133°714 1375 2745 Worcester. ........ 193,400 | 489,697 11,915 24,205 
Webster City. ...... *5,657 20,638 225 359 || MICHIGAN 
Ore 12,600 *47,767 495 876 
KANSAS PN is kiviaics ns *11,101 *28,001 437 532 
Abilene. . . i, ee *4,895 35,549 195 642 Ann Arbor......... 22,700 52,242 1,540 2,828 
Arkansas City... .. 14,700 41,854 499 1,260 Battle Creek....... 46,100 106,137 1,975 -2,807 
Atchison... ........ 15,600 25,455 499 546 gd 49,400 118,748 1,402 1,955 
SS “Sg85 25,019 104 261 Benton Harbor... .. 14,300 | *55,342 775 1,925 
Chanute "ee ee ae °9,829 22,667 302 350 ae *9,750 | *42,432 350 555 
Coffeyville. ree ae 16,900 77,413 396 1,513 Cheboygan........ *5,642 26,621 136 397 
aay *4,705 80,715 144 784 eee 1,290,100 | 1,780,642 98,675 118,925 
odge City........ *5,061 52,973 241 890 ee *13,103 53,359 525 1,225 
| Dorado......... °9,500 57,506 543 1,419 ENS eee 142,700 | 160,291 4,424 4,804 
eae ee peer 12,500 63,271 478 1,351 Grand Rapids...... 156,300 | 385,790 15,374 19,319 
ort Scott......... 12,000 37,932 272 403 Houghton......... *4,466 86,783 225 1,530 
_— a eee *4,712 33,999 103 552 Iron Mountain... .. *8,251 *19,456 1,425 1,809 
reat Bend........ *4,460 46,801 246 961 Ironwood.......... 17,700 79,437 675 1,750 
utchinson........ 26,700 84,585 668 1,517 pe ere 61,700 111,527 2,528 2,968 
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Population Personal Income Taxes Population Personal Income Taxes 
Trading Center Trading Center ° 
Trading | Trading | Trading | Trading Trading | Trading | Trading | Trading 
Center Area Center Area Center Area Center Area 
MICHIGAN (Cont'd) NEBRASKA 
Kalamazoo........ 54,500 | 156,016 3,300 5,175 Columbus......... *5,410 19,723 306 449 
BRB. Ses aces 75,600 187,482 3,200 4,895 BLEMONE. oe. 5 cose *9 605 23,793 562 911 
Ludington......... *8,.810 | *24,268 250 300 en. 13,200 | 106,514 558 2,422 
Manistee.......... *9.694| *20,899 275 375 Kearney........... *7,702 | 42,517 296 789 
Marquette.........| 13,500 | *45,786 675 1,330 BN. bin siicns 62,700 | 230,525 3,338 6,340 
Menominee........ *8,907 | *23,778 375 425 ee *4,303 25,212 268 714 
Muskegon......... 45,500 107,683 2,025 2,830 Nebraska City..... *6,279 19,589 254 395 
Petoskey.......... *5,064 | *31,427 275 650 Norfolk........... *8 634 24,442 375 584 
Port Huron........ 30,700 | 92,456 1,224 2,026 eae 215,500 | 624,787 12,338 19,283 
Eee 73,300 | 259,349 2,883 4,647 Scotts Bluff........ *6,912 40,878 295 672 
Sault Ste Marie....| *12,096 40,402 450 720 Ms. Secssix can *5.388 | *17,146 223 292 
Traverse City...... *10,925 *52,646 300 625 
NEVADA 
MINNESOTA ty Ed *2,090 9,781 228 894 
Albert Lea......... *8.056 | 109,199 461 1,851 Soe Le, 12,800 | 41,650 1,356 3,214 
eae *7 086 31,464 188 204 Tenopah. ......... *4,144 | *10,762 369 709 
Duluth............ 112,600 | 345,267 7,654 11,333 
Fairmont.......... *4,630 23,105 197 225 || NEW HAMPSHIRE 
Fergus Falls... .... *7,581 76,208 275 719 Berlin............. 19,000 | 46,483 800 1,399 
International Falls... *3,448 17,937 198 225 > ne 22,600 135,339 1,391 4,970 
Little Falls... ..... *5,500 54,416 136 354 Ee 12,000 31,151 666 1,149 
Mankato.......... 13,900 65,693 669 890 Manchester........ 84,000 140,859 3,163 5,376 
Minneapolis....... 433,800 | 737,897 27,528 32,652 Portsmouth........ 15,100 | 106,236 866 3,617 
Oe *8 637 *30,799 428 512 
Rochester......... 17,700 69,282 982 1,227 || NEW JERSEY 
ee 19,400 60,278 622 857 Asbury Park....... 13,900 | 110,697 1,041 5,643 
=“ eee 248,100 | 448,087 16,472 18,865 Jersey City........ 318,000 | 933,118 14,793 41,065 
Wadena... . 2.4... 19,500 65,729 954 1,181 Newark........... 459,400 | 1,018,329 20,626 53,434 
New Brunswick... . 38,900 242,661 1,972 6,952 
MISSISSIPPI Paterson.......... 142,800 | 308,593 5,024 10,080 
Ee 12,900 66,803 360 1,475 Trenton........... 134,300 | 212,155 6,861 9,211 
Clarksdale.........| *7,552 70,185 520 890 
Columbus......... 11,500 | *51,342 310 425 || NEW MEXICO 
Corinth. .......... *5,498 57,405 180 247 Albuquerque....... 21,600 | 102,600 1,347 2,189 
Greenwood........ *],793 220,577 600 1,881 East Las Vegas.... *4,304 *22,867 339 419 
Greenville......... 15,400 | 166,461 540 2,120 SM ocd ca 4 inode *3,920 | 48,316 317 1,020 
Hattiesburg........ 14,200 | 116,063 480 943 WMI oc sek a nciew *5 544 71,958 320 893 
Jackson........... 28,900 | 305,258 1,640 3,070 Roswell........... *7,033 67,420 418 1,359 
RS ee eee 16,200 34,635 440 535 
Meridian.......... 24,500 | 177,337 970 1,485 || NEW YORK 
Natchez........... 13,200 | 117,270 440 970 Albany.......2.... 118,700 | 433,161 7,960 17,790 
New Albany....... *2,531 56,618 60 135 Amsterdam........ 35,600 61,385 1,520 2,120 
Okolona........... *3,852 | *39,035 60 125 Aubern........... °35,677 90,707 1,440 2,057 
| ees *5,055 46,305 200 255 CO “eee 16,000 43,420 765 1,421 
Vicksburg. ........ *18,072 | 113,678 970 1,685 Binghamton....... 72,900 | 239,386 3,476 6,524 
West Point........ *4,400 | *92,110 80 387 ie Ra: 544,300 | 724,443 37,891 43,787 
ee 14,000 31,051 590 714 
MISSOURI PRs ike ved wns 49,000 | 176,032 2,812 4,575 
Brookfield......... *6,304 | *24,778 104 192 || Geneva........... 16,200 | 72,908 957 2,373 
Cape Girardeau....} 14,400 | 192,007 410 1,365 Glens Falls........ 18,100 34,070 960 1,230 
Columbia.......... 10,700 | *29,672 397 456 Gloversville........ 22,100 | 46,028 1,080 1,750 
Hannibal.......... 20,000 | *143,219 682 1,429 Hornell........... 15,900 | 100,583 825 2,891 
Jefferson City...... 16,100 | 111,858 415 684 I Saget sy ca 19,300 39,559 1,242 1,449 
ere *29,902 | 227,205 1,162 2,240 Jamestown........ 44,300 | 128,100 3,100 5,183 
Kansas City....... 375,300 | 1,053,228 20,512 28,085 Kingston... ...... 28,400 83,052 1,160 2,200 
Kirksville......... *7,213 | *64,385 206 394 Malone........... *7,556 45,915 348 1,075 
dee a ie *3,549 | *27,518 84 156 Middletown....... 20,800 | 101,372 1,040 3,240 
Maryville......... *4,711 | *27,744 134 152 Newburgh......... 30,400 | *64,444 1,650 2,440 
Moberly........... 14,100 28,453 474 503 New York City... .| 5,924,000 | 7,720,083 | 526,126 | 570,729 
Poplar Bluff....... *8 042 38,138 189 226 Niagara Falls... ... 58,300 | 133,437 3,750 6,647 
St. Joseph......... 78,400 | 169,858 2,738 3,439 Norwich........... *8,268 35,610 309 648 
SE IONS 6 6... ace = 830,400 | 1,280,106 63,455 71,744 Ogdensburg........ 17,500 91,806 417 1,560 
RRS 23,000 61,892 550 624 Sanat 21,400 | 92,186 1,145 2,660 
Springfield.........| 50,600 | 309,138 1,314 1,682 Oneonta........... 12,200 | 47,404 594 984 
Oswego........... °22 369 71,404 663 1,323 
MONTANA Plattsburg......... 11,700 | 78,187 520 1,560 
MBACONGA «6.06% os 12,700 16,645 1,035 1,043 Poughkeepsie. ..... 35,800 99,028 2,320 4,000 
Billings........... 18,500 80,987 1,125 1,981 Rochester......... 320,800 | 513,915 23,580 | 28,365 
Bozeman.......... *6,183 16,875 365 520 Schenectady....... 93,000 | 203,879 6,560 9,230 
| RIES 43,100 83,017 3,735 4,527 Syracuse.......... 185,400 | 307,816 10,327 12,940 
Glasgow........... *2,059 | 59,664 135 858 TRESS RR 102,500 | 267,436 4,505 7,950 
Great Falls........ 30,900 77,710 1,845 2,574 Watertown........ 33,100 110,489 1,666 2,699 
RES ENG *5 429 51,558 339 919 || | 
Helena............ *12,037 32,571 1,103 1,670 || NORTH CAROLINA ; 
Lewistown......... *6,120 56,063 450 1,145 Asheville.......... 32,000 | 242,830 2,860 4,73 : 
Livingston......... *6,311 11,669 495 564 Charlotte. ..5....%. 54,600 237,466 4,225 5,86 
Miles City......... *7,937 75,525 495 1,205 Durham........... 43,900 | 113,373 1,340 2,010 
Missoula.......... *12,668 42,896 765 1,161 Edenton........... *2.777 32,415 130 215 
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Population Personal Income Taxes Population Personal Income Taxes 
cgi vied Trading Center 
eeiecintsied Trading | Trading | Trading | Trading Trading | Trading | Trading | Trading 
Center Area Center Area Center Area Center Area 
NORTH CAROLINA} (Cont’d) OREGON 
Elizabeth City..... *8,925 30,874 350 460 PUA oe Sh ccs *4,840 25,619 179 352 
Fayetteville........ *8 877 141,124 500 1,705 [re 17,000 26,953 470 832 
Gastemia.........: 17,600 | 114,530 620 1,450 aid sc acne *7,729 | *23,425 247 614 
Goldsboro......... 14,800 81,070 520 850 DIDS i.0'.00 oe *5,752 15,489 201 219 
Greensboro........ 48,700 229,522 2,300 4,565 Eugene............ 11,500 37,515 603 933 
Greenville.:....... TOuhie 95,099 305 660 Grants Pass....... *3,151 11,236 126 188 
Henderson....:.... #5222 47,052 300 425 Klamath Falls... .: *4,801 13,031 540 783 
PRIOR OB Wise cies 3 is *5,076 82,302 310 890 La Grande......... *6,913 27,465 272 702 
New Bern......... 12,200 118,331 400 1,190 Medford........ die *5,756 *20,405 436 682 
| 2°11 am ele a 31,000 209,333 2,220 3,200 Pendleton......... *7,387 29,139 436 901 
Rocky Mount...... 15,500 198,818 750 1,840 Portland........ *258,288 478,411 18,466 24,901 
SaliSBUEY ciara ss 6 <0 0s 18,400 79,456 670 1,165 Roseburg.......... *4,381 22,272 201 396 
Statesville......... *7,895 52,583 340 540 ee 20,100 65,967 670 1,283 
Washington........ *6,314 39,494 250 400 The Dalles...... a *5,807 *17,474 386 690 
Wilmington........ 37,700 181,911 1,630 2,190 
WUHISON 6 Licsrccty a «> 13,200 41,654 630 770 || PENNSYLVANIA 
Winston-Salem... .. 71,800 259,572 2,230 3,195 Allentown......... 94,600 | *138,712 3,893 4,939 
Altootia.........-~. 67,000 177,645 2,925 4,568 
NORTH DAKOTA Berwick. .......... 14,300 *48 349 209 550 
— rr *7,122 69,505 475 1,139 Bethlehem......... 64,400 *90,700 2,171 2,701 
Bowimiatt<..:..... *767 17,530 55 202 Bradford.......... 15,800 70,626 1,473 2,899 
Devils Lake....... *5,140 43,187 250 840 Cite: .......... 11,500 60,900 450 1,354 
Dickingon. .....+.. *4,122 21,429 180 290 Chambersburg... .. 14,100 73,306 487 1,151 
SS eee 25,600 148,771 1,590 3,236 Du Bois..... pee 14,400 170,704 714 3,303 
Grand Forks... . | 15,400 | 03°327 | T9901 Seee:.......... 37,400 | *117,252| 2,039} 4,125 
Jamestown........ *6,627 43,187 385 967 jo *93,372 | *153,536 5,060 6,158 
Mandan......<.<... *4 336 62,281 210 637 Gettysburg........ *4.439 34,733 165 346 
Eee 12,700 122,172 675 1,966 Harrisburg. ....... 84,600 | 233,229 4,331 6,328 
Vamey Caty......... *4,686 18,480 165 370 Johnstown......... 72,200 | 306,068 3,995 7,709 
Wahpeton......... *3,069 30.072 130 420 Lancaster......... 57,000 177,631 3,187 5,109 
re *4,178 39,1 68 170 453 es 25,300 65,182 927 1,432 
Lehighton......... *6,102 68,710 325 2,176 
OHIO Lewistown.........|  *9,849 74,229 504 1,175 
1) | 0) a *208,435 325,712 13,885 19,272 Lock Haven....... *8 557 79,495 346 1,553 
ROH ct eto 52 *6,418 51,922 275 512 Meadville......... 15,800 *60,667 803 1,785 
Se 109,800 291,270 6,174 11,683 New Castle........ 50,700 94,333 2,639 4,106 
Chithicothes...<.....< 16,800 95,966 714 1,102 Oil City........... 23,600 96,955 1,375 3,435 
Cincinnati......... 410,800 | 1,929,223 28,150 45,059 Philadelphia ...... 2,007,700 | 3,206,639 95,177 146,974 
Cleveland......... 960,500 | 1,419,496 36,614 56,936 Pittsburgh......... 637,100 | 2,403,975 59,191 131,226 
Columbus. ........ 285,500 599,743 12,875 16,910 Pottsville ......... 23,000 | 223,339 1,196 4,321 
ere 176,600 384,015 8,845 11,529 Reading........... 113,600 | 210,843 5,325 7,801 
East Liverpool... .. 22,100 86,821 1,243 3,199 St. Mary’s *6,967 *41,278 295 1,345 
Gallipolis.......... *6,070 | 49'836 79 > 3 eo eeee 143,100 | 349,813 8,197 | 12,128 
aS Pee 47,700 | 186,064 1,514 3,015 Shamokin. ........ 21,800 | 142,197 1,196 3,831 
Mansfield......... 32,500 84,995 1,464 2,450 Pe 25,500 102,902 1,523 3,570 
POMTER. 6. oss 15,300 *63,709 658 921 Stroudsburg... .... *5 278 25,060 184 475 
ae 33,400 132,397 975 2,526 Warren........... 15,300 47,754 987 1,481 
Portsmouth........ 39,800 110,568 1,592 2,469 Wilkes-Barre....... 78,300 | 427,594 3,961 12,402 
Sandusky.......... 24,800 73,040 1,072 2,060 Williamsport... .... 43,100 84,394 2,461 3,392 
Springfield......... 70,200 144,012 2,175 3,056 | Aa RI 49,400 149,119 2,362 3,390 
Steubenville... .... 32,600 104,401 2,354 3,806 
. wna 295,200 652,827 14,160 19,500 || RHODE ISLAND 
Youngstown Bie Birt 164,700 327,625 14,851 20,787 Providence........ 274,800 679,260 13,371 29,123 
Zanesville... ...... 30,600 203,595 1,225 2,847 
SOUTH CAROLINA 
OKLAHOMA Charleston......... 74,100 | 303,256 2,440 3,399 
ee eee *8,012 54,568 241 347 Columbia.......... 41,800 228,849 2,119 2,761 
| RR "3913 *81,357 154 659 Florence........... 13,600 256,357 403 2,088 
Ardmore ae 17,700 115,522 745 1,491 Greenville......... 28,100 | 241,752 1,517 2,321 
Bartlesville... .... 20,000 32,392 1,386 1,483 Greenwood........ *8,703 118,084 200 883 
Chickasha......... *10,179 70,208 434 678 Orangeburg........ *7,290 70,012 257 462 
CL GET) eae Sees *3,463 26,073 318 463 je *8,809 117,517 195 749 
Durant *7,340 63,247 155 236 Spartanburg. ...... 26,100 | 235,654 947 2,053 
Enid. re ee 18,400 98,332 960 1,717 AT ee ee *9,508 170,484 328 858 
Frederick ee ae *3,822 96,906 154 844 
Se 11,800 *27,550 385 403 || SOUTH DAKOTA 
ee *6,368 107,336 134 345 Aberdeen.......... 15,100 134,120 1,367 3,279 
Mewton. .......... *8,930 44,338 218 379 Brookings......... *3,924 17,320 171 257 
McAlester... ... *12,095 95,522 347 612 Huron............ *8,302 45,296 590 1,130 
torndeee *6,802 90,876 279 711 a eee *5,013 32,169 1,109 1,971 
Mskogee......... 32,500 193,119 1,517 2,220 Mitchell........... *8,478 16,015 402 431 
klahoma City..... *91,295 513,158 6,609 9,764 Mobridge........ 3,587 44,034 290 812 
kmulgee........, 26,600 129,403 1,032 2,181 [3 ee ee *3,209 26,695 210 602 
awhuska Apo ae *6,414 45,845 786 1,833 amd City... . *5,777 39,608 484 1,034 
Ponca City........ *7,051 39,386 966 2,092 Sioux Falls........ 31,200 | 206,979 2,629 4,833 
Stillwater. Foy *4,701 33,830 231 725 Watertown........ *9 400 34,996 669 994 
SEO Ee 135,900 271,652 8,496 11,217 Df *5,024 16,037 261 319 
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Population Personal Income Taxes Population Personal Income Taxes 
; r Trading Center 
tatiana Trading | Trading | Trading | Trading Trading | Trading | Trading | Trading 
Center Area Center Area Center Area Center Area 
TENNESSEE VIRGINIA 
Oc I eee *14,776 137,710 300 1,065 Charlottesville. .... 11,300 61,119 508 782 
Chattanooga....... 72,200 327,087 4,350 5,638 Covmepton......... *5,623 75,288 180 1,249 
Clarksville......... *8,110 | *53'141 338 366 || Danville...........| 23,200] 192,148 861 1'423 
Cleveland......... *6,522 19,964 150 161 Fredericksburg... .. *5 882 70,597 203 356 
Columbia.......... *5,526 | *114,003 263 592 Harrisonburg. ..... *5 875 59,704 208 339 
GRCKOON ....0..5552< 20,100 288,766 608 1,406 Lynchburg........ 38,500 120,195 1,830 2,262 
Johnson City. ..... 14,700 158,162 450 940 LS fc (s) | rrr 174,100 525,902 5,225 9,554 
Knoxville.......... 98,800 | 494,728 3,250 4,942 DR ites xsxee *3,068 95,606 108 606 
MEMDNIB.....6 655. 176,700 740,625 10,329 13,818 Petersburg......... 36,400 128,032 930 1,450 
Nashville.......... 137,000 610,431 7,050 8,792 Richmond......... 189,100 463,134 9,546 10,744 
Roanoke... 0.056. 61,900 309,986 3,440 4,636 
TEXAS Seeunton.......... °10,633 71,477 374 851 
Sree 10,500 *84,822 819 1,737 Winchester........ *6,883 *56,169 302 604 
a 18,200 | 129,234 1,310 3,004 
1 ee 38,200 161,395 2125 3,501 || WASHINGTON 
Beaumont......... 52,500 | 150,535 2,175 4,216 Aberdeen.......... 16,300 49,931 1,650 3,395 
Brenham.......... *5,066 74,139 318 779 Ellensburg......... *3,967 *17,737 291 635 
Brownsville........ 12,600 *91 454 477 1,828 eres 29,600 159,421 1,691 4,742 
Brownwood........ *§8 223 89,262 312 901 Port Angeles....... *5,361 13,982 412 459 
NE 5d *6,307 | 51,910 241 488 || Seattle............ 375,300 | 452,240 | 30,566 | 33,901 
Cleburne.......... 14,400 38,887 273 376 ee 109,000 | 381,793 8,960 15,611 
Corpus Christi..... 12,100 102,327 763 1,887 OO ere - 107,200 | 238,145 7,342 10,591 
ee: *11,356 77,436 936 1,467 Vancouver... ...... 14,900 36,594 742 963 
PEE eres *3,671 77,309 156 920 Walla Walla....... *15,503 *27,539 1,320 1,500 
1 eee 202,900 672,174 14,798 19,638 Wenatchee........ *6,324 43,668 1,155 1,793 
ULL ee *10,589 18,962 319 421 RUN oo ie eran: 5 23,100 76,173 1,856 2,470 
| Teer 109,200 315,498 3,788 6,689 
Fort Worth........ 159,200 | 336,402 6,257 8,300 || WEST VIRGINIA 
Galveston. ......... 49,100 | 62.225 3,075 3279 || Bluefield.......... 19,800 | 225,504 1,000 3,954 
Greenville......... 14,800 97,372 322 762 Charleston......... 50,700 | 306,714 2,960 6,652 
SS eee *6,952 *76,615 187 1,419 Clarksburg........ 30,900 | 241,718 1,237 3,061 
ci *138,276 426,222 13,625 16,968 POING og. 5 5 do dias *6,788 59,185 240 509 
Lampasas......... *2,107 *27,864 63 155 FPaitmont.......... 21,500 84,312 1,225 2,403 
CS 28,000 46,011 825 1,050 a *3.517 19,980 310 542 
Lubbock... ... 6... *4,051 66,521 Joe 159 Huntington........ 65,100 196,597 3,450 5,110 
eee *4,878 38,991 215 361 Ce *6,003 21,647 220 370 
Marshall.......... 16,200 99,026 312 767 Martinsburg....... 13,700 26,002 388 414 
Nacogdoches....... *3,546 121,020 135 519 Morgantown....... 14,100 67,808 840 1,376 
Nevacta.......... *5060 | 37,056 139 222 || Parkersburg....... 21,500 | 114,951 1,500 2106 
Orange... 0. cc. s 79.212 18,691 406 433 Point Pleasant..... *3,059 *21,459 90 140 
Palestine .......... 11,500 127,314 298 763 Sistersville......... *3°235 *14,186 190 230 
COS ae 17,700 77,587 468 711 Wheeling.......... *56,208 247,733 4,420 9,776 
CO *3,691 48,701 125 640 Williamson........ *6,819 47,494 460 858 
eee *16,205 101,575 215 1,513 
San Angelo........ *10,050 *50,677 624 1,521 || WISCONSIN 
San Antonio. ...... 204,700 | 446,741 7,688 | 10,150 || Appleton.......... 21,400 | 128,679 1,321 3,41 
Sweetwater........ *4:307 | *52'638 190 946 || Ashland........... *11'334 | 58,556 491 1,271 
Peter... .+:5. *5:965 | 43,332 415 774 || EauClaire......... 22°600 | 172,189 1,064 3,195 
Temple 11,100 | 85;264 475 1,130 || Fond du Lac....... 26,500 | 90,260 L171 2485 
Tomkens......... 12,900 | 362,946 468 2459 || Green Bay......... 34,900 | 141,185 1615 3,006 
OR eat sic 13,200 | 103.642 18 808 || Janesville.......... 21.200 | 72,162 1.218 3,391 
SP 44,800 178,246 2,438 3,244 Kenosha.......... 52,700 61,681 3,380 3,722 
Wichita Falls... ... *40,079 | *117,168 2,851 4,624 Ma Grosse. ...56 ks 30,400 163,692 1,472 3,604 
Woakum..... 0.6.4. *6,184 30,405 147 339 Madison... 60. 47,000 262,039 2,795 7,837 
Manitowoc......... 22,600 72,946 979 2,015 
UTAH Marinette......... *13,610 38,398 136 442 
Logan *9,439 29,218 251 417 Marshfield......... *7,394 36,943 788 1,533 
Ogden............ 37,600 | 107,649 2,329 4,940 || Milwaukee........ 517,100 | 804,321 | 42,568 | 54,231 
Salt Lake City... 133,400 | 363,502 7849 | 12,769 || Oshkosh........... 33,200 | 64,904 1.767 3,055 
Racine............ 69,400 91,161 4,062 4,814 
Rhinelander. ...... *6,654 21,097 409 652 
VERMONT Sheboygan......... 34,000 | 62,758 1,950 2,800 
is uihas aks *10,008 | *56,200 685 2,197 ee *39,671 | 122,629 1,595 2,514 
Bennington........ *7,230 | 21,687 487 765 || Wausau........... 20,300 | 152,417 1,028 3,169 
Brattleboro........ *7,324 *26,373 425 Tad, 
Burlington......... 24,300 60,074 1,000 1,537 || WYOMING 
Hartford.......... *4'739 | 38,854 17 1030 || Casper............ *11,447 | 78,731 1,791 4,120 
Rutland........... 15,900 | *64,879 775 1,728 Cheyenne......... 15,700 41,883 1,197 1,583 
St. Albans......... *7-588 | 30,114 416 590 || Laramie........... *6391 |  *18;808 671 1,749 
St. Johnsbury......|  *7,167 | 50,000 331 877 || Sheridan.......... *9'175 | 35,805 562 988 


* 1920 Population. 


°State Census 1925 


Advertising Appropriations 


Section 


How Much for Advertising? 
Advertising Budget Data 
Automobile Accessories 
Automobiles, Motor Trucks 
Book Publishing 

Building Materials 
Cereals and Flour Milling 
Cigar Manufacturers 
Clothing, Men’s and Boys’ 
Clothing, Women’s 
Confectionery 

Electrical Appliances 
Farm Machinery 

Financial Investments 
Food -Products 

Furniture and Furnishings 
Gloves and Hats 
Hardware Specialties 
Hosiery and Knit Goods 
Hotels and Resorts 

House Furnishings 
Jewelry and Specialties 
Laundry Equipment 
Lighting and Wiring 
Livestock and Poultry 


Machinery and Supplies 
Mail Order Houses 
Marine Equipment 
Musical Instruments 
Office Appliances 
Oil 
Paint and Varnish 
Paper 
Pens and Pencils 
Proprietary Medicines 
Radio Apparatus 
Refrigerator Manufacturers 
Rubber Specialties 
Schools and Colleges 
Seeds, Plants and Nursery 
Shoes 
Sporting Goods 
Stoves, Heaters and Furnaces 
Toilet Requisites 
Toys 
Transportation Agents 
Wholesalers 
Advertising Agencies 
Advertising and Sales 

Cost by Lines of Business 
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How Much Should Be Spent 
_ for Advertising? 


N THE last year there has been a noticeable 

trend away from the fixed appropriation for 

advertising. There is arising within the ranks 

of advertising men a group of thinkers who 
believe that there is and should be a direct relation- 
ship between sales aims and advertising expendi- 
tures. This opinion is in contrast to those who 
hold to the older, and more orthodox theory that 
the amount to be spent for this year’s advertising 
should be based entirely on last year’s sales. 

This older practice had its place in the advertising 
scheme of things in the early days of advertising, 
when the results from advertising were very indi- 
rect. The practice still has merit for those who look 
upon advertising entirely as good-will insurance. 
But the present conception of advertising is that it 
is a form of selling, and should be used as any other 
direct sales force according to your need for it. 

This is clearly demonstrated in an investigation 
made last fall by the Dartnell editorial staff to de- 
termine the amount of the appropriation which 
various concerns were spending for printing. In 
this investigation, since published in the October, 
1927, issue of PRITNED SALESMANSHIP, the Dartnell 
publication for those who sell and buy printing, 
more than forty-two representative advertisers de- 
clared they appropriated money for supplementary 
sales effort from month to month and according to 
the immediate task at hand. The same view is taken 
of other advertising activities. Advertising has now 
become such a recognized sales force that one can 
almost determine in advance what results will follow 
a given expenditure of money. 


Causes of Advertising Failures 


Advertising, wisely used, lowers selling cost by 
reducing sales resistance, not only so far as your 
own salesmen are concerned but at the point of 
_tesale as well. In some standard lines it has been 
proved that salesmen selling an advertised com- 
modity can make more money at half the commis- 
sion than salesmen selling an unknown and 
unadvertised product. In the same way it has been 
well established that a dealer or distributor selling an 
advertised product for which “consumer acceptance” 
exists, can make more money on a smaller mark-up. 
The advertising done for the product enables him to 
sell it more readily and gives him a turn-over from 
three to ten times greater on the same investment. 
Properly advertised and merchandised products do 
not back up on the distributor, but do give more 
uniform satisfaction and build a more desirable 
clientele for him. 

Advertising, consistently used, gives to the man- 
ufacturer a better control of his sales outlets, makes 
it easier for him to secure and hold a higher type 
of salesman, gives tangible value to his trade-marks 
and trade names which can be carried on a balance 
sheet, and most important of all, assures him of a 
higher percentage of repeat business. Since the prof- 
it in any business hinges directly on satisfied cus- 
tomers who come back, this item alone is enough 


to justify a definite and continuous advertising 
program. 

But it cannot be too emphatically stated that to 
be successful in a large degree advertising must be 
thoughtfully planned, ably executed, and followed 
through. Nearly every advertising failure can be 
traced to the failure of the advertiser to appreciate 
these vital essentials. The advertising graveyard is 
filled with concerns who have “tried” advertising. 
They have set aside a sum of money for a campaign. 
In the language of the street, “they have taken a 
shot at advertising” and missed. The successful 
advertisers are not those who “took a shot at ad- 
vertising,” but those who made advertising a definite 
part of their sales program, engaged the best adver- 
tising talent available and consistently kept on 
advertising year in and year out, increasing their 
appropriation as their business permitted, and hold- 
ing fast to a charted course. 


A Basis for Appropriation 


Advertising is a plant of slow growth, just as any 
good-will building campaign must necessarily be a 
matter of years rather than months. It is quite 
unreasonable to suppose that you can spend several 
thousand dollars for advertising and expect an 
immediate increase in sales. While this has been 
accomplished, it is the exception rather than the 
rule. Advertising is a means of short-cutting the 
building of good-will. It permits a business to do 
in a few years what formerly took many years. But 
it is no Aladdin’s lamp that you can rub with gold 
and secure the impossible. Consequently, when you 
decide to advertise, it is better to postpone adver- 
tising unless you are willing and able to follow 
through. “Taking a shot at it” is unfair to advertis- 
ing, and unfair to your business. Lay out a definite 
program, with a clear objective, and appropriate 
enough money to do the job right. 

The Palmolive Company, whose spectacular suc- 
cess is a great tribute to advertising, has always 
made its sales and advertising appropriation on a 
basis of anticipated sales. This company invested 
$900,000 in advertising one year; the next year, 


oriation had been figured on a percentage of last 


iran ; and the next, $3,000,000. If their appro- 


year’s sales, this company would be in the position 


[79] 


firs 


N 


of trying to do three times the business it did in the 
t#ear with only twice the advertising effort. 
udging from reports of more than 200 sales and 
advertising quota executives, and from opinions ex- 
pressed on the subject by authorities who have 
written exhaustively on this subject, a sales and 
advertising quota based on a certain percentage of 
the previous year’s sales, however easy to handle 
mathematically, does not furnish a true basis for 
operation. 

W. A. McDermid, former vice president, New 
York Sales Managers’ Club, writing in “Adminis- 
tration,” a journal of business analysis and control, 
says: 
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“Most advertisers base their appropriation on 
last year’s business which is equivalent to grinding 
with water that has gone over the wheel. A lean 
year would allow but a lean appropriation for what 
might be a big year and vice versa.” Even though 
it be an estimate only, a safer basis of calculation is 
next year’s sales. Even on pure theory, a system 
that requires a business to earn its appropriation by 
sales of the previous year is illogical because adver- 
tising never affects past business, and only part of 
its efficiency applies to current sales. 

“An appropriation should be based on analysis, 
instead of on guess, hope or fear. Certainly the way 
to approach the matter is not by setting aside a 
percentage of our past year’s sales and saying, ‘We 
have this much to spend boys, let’s spend it.’ For 
lack of analysis many concerns which need adver- 
tising badly are not using it; in some instances the 
reverse is true; in some they advertise too much or 
too quickly.” 


The Palmolive Plan 


An article in SALES MANAGEMENT, by A. J. Lut- 
terbach, comptroller, the Palmolive-Peet Company, 
Chicago, contains illuminating information on sales 
budgeting, and though adapted to large sales and 
advertising departments, contains a great many 
suggestions of value to the smaller type of organ- 
ization. Mr. Lutterbach says, in part: 


“We decided upon a 40 per cent increase in business, and we 
made it within 1.5 per cent. Our budget each year purposes to 
do three things: 

1. To devise a predetermined plan of general action —a plan 
by which we can direct the effort of our entire organization 
to something specific that we are trying to do. 

2. To set a selling plan for the salesman in the field. 

3. To establish a gauge and guide for executive control. 

“The steps in preparing this budget were as follows: 

1. To determine our objective. What should be our percentage 
of increase in sales? This took into account general business 
conditions, past, present, and anticipated. Our last year’s 
volume and the ease or difficulty with which we attained 
it was considered, as well as the attitude of the buying 
public. 

2. The second step was to allot this increase—to subdivide and 
apportion it: 

(a) By assigning individual quotas for next year to each 
article. 

(b) By assigning quotas to the salesmen, after we have 
established the above. 

“In assigning quotas we start with the district, and we ask, 
‘How many units can each district take?’ This is based on a 
record of sales, business conditions in the district, etc. We watch 
the districts that have been saturated, knowing that the same 
volume cannot be repeated. 

3. Then we assign grand totals by districts, in dollars and 

commodities. ; 

4. Then the district managers are called in and are given 
their quotas which they in turn take back and give to their 
men. The district managers and the salesmen are given 
commission quotas over and above their salaries.” 


Colgate & Co. keep their advertising appropria- 
tion sufficiently elastic to take advantage of any 
advertising opportunity that comes along. For in- 
stance, Briggs showed in one of his cartoons, the 
man who repeatedly forgets to buy that package of 
shaving cream. Colgate used this as an emergency 
appeal, and broadcast the country with the tie-up. 
On the other hand, Colgate does not dissipate its 
appropriation on stunts—it advertises consistently 
all of the time, sticking to fundamental policy. 

W.N. Gillett, vice president, the Chicago Paper 
Company, states that its plan for determining the 
amount and kind of advertising is contrary to ac- 
cepted custom or theory and that: “Itisa better part 


of wisdom to base our advertising appropriation and 
expenditures with first consideration to the size of 
our bankroll. The next contributing factor in de- 
termining our advertising appropriation is the ten- 
dency or ability of the advertiser or printer to buy 
paper. If, as was the case one year, very little paper 
for advertising purposes is being used, we reduce 
our advertising. 

“A third factor and probably equally unscientific 
is the character of advertising and the number, 


kinds and costs of publication which we think are . 


necessary to carry our message properly and ade- 
quately. In other words, we work backward on this 
also and if we feel that certain printing, advertising 
or publications are vital to the success of our pro- 
gram, we stretch the appropriation to cover them. 
Also, if we feel that in order to properly tie-up with 
our publication advertising it is necessary to pro- 
duce certain amounts and kinds of direct advertising, 
we do it. 

“In other words, it is more our practice to defi- 
nitely determine upon what we believe is necessary 
to do in the way of advertising and fit our appropri- 
ation to these plans than it is to establish a hard and 
fast amount of appropriation and try to fit our ad- 
vertising plans into this. Of course, these plans 
are subject to change or curtailment if conditions 
demand. We do not offer the above as a way of 
establishing a method or basis for anyone else, as 
undoubtedly one concern’s advertising problems 
differ from another’s in some particular and with- 
out knowing the objects to be gained by advertising 
and all the circumstances surrounding it, it would 
be presumptuous to attempt to suggest how it 
should be handled.” 


Simonds Has No Set Form 


“The method we have used for several years past 
has been based on a percentage of sales, covering 
the current year,” writes R. D. Baldwin, advertising 
manager, the Simonds Manufacturing Company. 
“Then as to the subdividing of the advertising ap- 
propriation, that is determined by existing condi- 
tions such as business prospects in different sections 
of the country or the producing capacity of the fac- 
tory on different lines of our manufacture. We do 
not have any set forms but think it necessary to 


keep the plan a flexible one which can be changed > 


to meet conditions on very short notice. It applies 
both to national and direct-by-mail advertising.” 

Mont. H. Wright, publicity director, John B. 
Stetson Co., writing in “Printers’ Ink,” advocates a 
flexible appropriation. “A cast-iron advertising ap- 
propriation based largely on results obtained the 
previous year seems to me to be entirely wrong,” 
he said. Instead, Mr. Wright advocated an analysis 
of the fundamental position and trend of business, 
that the time to advertise was all of the time, and 
that the time to advertise frugally is when business 
is ever extended, and to advertise heavily when 
business is gathering strength. 

“Our advertising appropriation is determined by 
taking a certain percentage of a big quota. Sales 
quotas are, of course, based upon results obtained 
in the past year giving information with a careful 
survey of what we may reasonably expect to do in 
the future,” states A. R. Brown, advertising de- 
partment, The Torrington, Company. 

“It has been our policy to base our advertising 
appropriation on 2 per cent of our sales,” says 
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C. W. Hord, second vice president and general sales 
manager, the American Crayon Company. 


Three per cent is the basis for Holmes of Missis- 
sippi, manufacturers of stationery, according to 


T. C. Holmes. 


John J. Bagley & Co., manufacturers of tobacco, 
Detroit, write, “We have found the best method to 
each year set aside a certain percentage of our gross 
business in dollars. At the present time we appro- 
priate 4 per cent of our gross business for the year 
to come; in other words, our appropriation for 1922 
was 4 per cent of our gross business for 1921.” 


Judging from sales and advertising data gathered 
for this report, from forty-six lines of business 
ranging from the $3,000,000 appropriation to that 
used by the retail dealer, there are certain funda- 
mental principles that stand out as guides for the 
sales executive. 

1. By taking a certain percentage of the previous 
year’s Sales. For establishing staples, where there 
is little variation in the volume, this method has its 
good points. Usually runs from 2 per cent to 5 per 
cent. Patent medicine men formerly put 75 per 
cent back into advertising. 

2. By taking a certain percentage of the antici- 
pated sales. Provides a mathematical formula which 
if based on conscientious market analysis, comes 
closer than the first method to providing an appro- 
priation adequate to the needs of the business. 

3. By appropriating enough to accomplish the ob- 
jectives of the business for the year. This puts the 


appropriation in the class of “factory costs’”—ele- 
vates it to a position where it occupies a place as an 
integral part of the business rather than as an 
“overhead.” 


4. By investing in advertising to buy inquiries or 
direct sales. This is the usual mail-order method 
used by mail-order houses, department stores and 
by others whose advertising cost must pay its way 
as it goes. 

5. By going the competitors “one better.” 


6. By appropriating a percentage of the previous 
year’s profits. Would not do for a new company 
trying to establish itself. 


7. By special appropriations, as the need for ad- 
vertising at a particular time becomes apparent. 


8. As a good-will investment, because advertising 
may not be profitable until third or fourth year. 


9. Basing the appropriation on a certain unit of 
the product known as the “case basis.” Frequently 
used in association campaigns; California Fruit 
Growers Exchange set aside 3% cents a box on 
oranges and 6 cents on lemons for advertising. 


A nation-wide investigation has been conducted 
to determine what 250 representative advertisers in 
leading lines of business appropriate for advertising 
and how it is divided in the different classes of ad- 
vertising. This material is presented in chart and 
tabulation form for handy reference in the following 


pages. 


References to Articles on Advertising 
Appropriations 


Advertising trends in twenty-two lines of business. SALES 
MANAGEMENT, March 6, 1926, page 321. 

How Westinghouse sizes up the various industrial markets. 
SALES MANAGEMENT, Oct. 31, 1925, page 575. 

What we have learned from seven years of keyed advertising. 
SALES MANAGEMENT, Feb. 20, 1926, page 245. 

Some current false notions about advertising. SALES MANAGE- 
MENT, May 15, 1926, page 739. 

Advertisers made sales records in 1925. Cxass, Jan. 1926, 
page 20. 

Selling cost 14 per cent in the industrial field. Cass, April, 
1926, page 24. . 

Vagaries of food advertising. ADVERTISERS’ WEEKLY, March 
13, 1926, page 10. 

Big swing in tobacco advertising. ADVERTISERS’ WEEKLY, May 
15, 1926, page 5. 

What advertising costs the big fellows. ADVERTISERS’ WEEKLY, 
Aug. 1, 1926, page 3. 

How shall the appropriation for export advertising be 
handled? Export TRADE AND FINANCE, Jan. 15, 1927, page 23. 

How to plan the export advertising appropriation. Export 
TRADE AND FINANCE, April 24, 1926, page 12. 

How much of the advertising appropriation should be held in 
reserve? PRINTERS’ INK MONTHLY, Aug., 1926, page 31. 


_ $10,000 for advertising and how. BuRROUGHS CLEARING House, 
Dec., 1926, page 19. 


How much shall we spend for advertising in 1927? WESTERN 
ADVERTISING, Nov., 1926, page 59. 

The graveyard of good-will companies. MAGAZINE OF WALL 
STREET, Sept. 25, 1926 page 1042. 

When the advertiser wants to cut his appropriation. SALES 
MANAGEMENT, Aug. 6, 1927, page 195. 

We crashed national markets on a limited advertising budget. 
(Henry A. Dix & Sons) SALES MANAGEMENT, Oct. 15, 1927, 
page 676. 

Advertising and its results. ADVERTISERS’ WEEKLY, Mar. 19, 
1927. 

Ideas that advertising turned into big businesSes. PRINTERS’ 
Ink MonTHLy, April, 1927. 

The Sheaffer Pen advertising budget. ApvERTISER’s WEEKLY, 
Oct. 1, 1927. 

Stakmore proves it doesn’t take a million dollars to advertise. 
SALES MANAGEMENT, Oct. 15, 1927, page 663. 

Reserve fund enables shovel advertiser to keep campaign 
flexible. CLAss & INDUSTRIAL MARKETING, Sept., 1927. 

This matter of “going national” in advertising. PRINTERS’ 
INK MonTHLy, Aug., 1927. 

Eleven methods of establishing an advertising appropriation. 
MARKETING, Nov. 12, 1927. 

How Nokol links advertising volume with peak. seasons. 
SALES MANAGEMENT, Nov. 26, 1927, page 921. 

How much shall be spent for printing? Prinrep SALESMAN- 
SHIP, Oct., 1927, page 105. 
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This agency does not believe 
that it can teach you sales 
management. ... But it does 
believe that its advertising 
should be the sales manag- 
er’s star salesman.... Right 
now our methods of work- 


ing with twelve sales manag- 


ers show that we know how 


to put this idea into action. 


HOMMANN & TARCHER, inc. 
$51 FIFTH AVENUE - NEW YORK 


"“—s 2 2 fa 2 2S a Os kk. 


When Advertising Counsel 
Should Be Employed 


URING the There are two distinct divisions in the — those things about 


past year 
there has 


relationship between an advertiser and his 


your business which 
will catch their 


beenagreat agency. The first division relates to the imagination and 
deal of criticism lev- selection of an agency well qualified by quicken their inter- 


eled at advertising 
agencies. Individual 


experience and temperament to work in ‘St. Many of the 


most successful busi- 


agencies have been the closest possible harmony with a client. nesses of today are 
criticized for influ- The second division relates to the methods built upon some sim- 


encing clients to 


spend too much to be followed by an advertiser, after the 


ple advertising idea 
dug out by an adver- 


money for advertiss | agency has been chosen, to work together __ tising agent. These 
ing. They have been — gg that the utmost return may be secured —_ t@!King points had 


accused of insincer- 


been buried in the 


ity in recommending from every dollar appropr iated for adver- product for years. 
one type of media tising. The data which has been gathered They were not put 


against another. 
They have been ac- 


_and arranged in this section is designed {hee by the advertis- 


ing agent, they were 


cused of this and principally in helping an advertiser in _ put there by the man- 
they have been ac — taking the first step toward the selection  ‘wfacturer_ himself. 


cused of that. After 


hearing some of Of an advertising agent for his work. 


these critics, one 

might easily doubt 

the wisdom of employing the services of any adver- 
tising agent, and wonder if there is any justification 
for their existence. 

The advertising agency business is no different 
from any other business. It is made up of good 
agencies and bad agencies, of sincere agencies and 
insincere agencies, of capable agencies and inca- 
pable agencies. To condemn the entire advertising 
agency business because a few have proved incom- 
petent, is obviously as unfair as to judge any great 
industry on the faults of a few. The plain facts are 
that the growth of the advertising agency business 
has not been an accident. It has grown because 
advertisers have found it profitable to employ the 
services of a disinterested, outside agency in plan- 
ning and executing an advertising campaign. And 
it should be remembered that where there is one 
much advertised instance of advertising agency in- 
efficiency, there are a hundred cases where advertis- 
ing agencies have put new life in run-down business 
enterprises and given new impetus to groping 
businesses. 


Who Should Employ an Agency 


Any concern spending upwards of $15,000 a year 
for advertising should employ an advertising agent 
to advise with them in the planning and prepara- 
tion of their campaign. Successful advertising, more 
than any other phase of selling, demands an out- 
side point of view. The average advertiser is too 
Close to his own business to be able to single out a 
dominant selling idea around which to build a suc- 
cessful advertising plan. The things that interest 
you about your business, seldom interest the public. 
A capable advertising man brings to bear upon your 
selling problem ability to interpret to the public 


But it remained for 
the advertising agent 
to discover them, give 
them national recog- 
nition through advertising, and use them as a means 
to increase and sustain sales. 

Manufacturers often hesitate to enlist the aid of 
an advertising agency because they are afraid the 
agency will influence them to spend more money for 
advertising than they can afford. The right kind 
of an advertising agent will not advise you to adver- 
tise unless, in his opinion, you have a product which 
can be successfully advertised. He cannot afford to 
be connected with an advertising failure any more 
than you can. His success as an advertising agent 
depends on his record for producing results for his 
clients. The advertising agency business is too com- 
petitive for him to give his competitors an oppor- 
tunity for gossip. There may be agencies who 
would allow the commissions obtained from an ill- 
advised campaign to influence their advice to you, 
but that kind of an agency does not stay in business 
very long. 


Utilizing the Agent’s Services 


The service of an advertising agency costs less 
than any other business specialist, because most 
publishers are glad to pay an agent for helping to 
make your advertising successful. They allow him 
a discount on your business, provided he is able to 
satisfy them regarding his ability and responsibility. 
In the case of a small advertiser this discount, or 
commission, may not be enough to pay for all the 
service involved in properly handling his advertis- 
ing but it will at least go a long way toward pay- 
ing the agent. Since you cannot buy advertising 
any cheaper direct, than you can through a recog- 
nized agent, it is to your advantage to utilize the 
agent’s services whenever possible. 

We have made a nation-wide investigation of all 
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the advertising agencies serving national advertis- 
ers and enjoying recognition from a publishers’ 
association. We have approached every national ad- 
vertiser in the United States and Canada, either 
personally through our staff representatives, or by 
questionnaires, and obtained their appraisal of the 
advertising agent they are now doing business with, 
as well as agents they have done business with in 
the past. Asa result of this investigation we have 
greatly augmented the file of data which we have 
been accumulating over the past eight years on each 
recognized advertising agency. We have further 
supplemented the data gathered through our staff 
and by mail, with information obtained directly 
from the agency such as letters they have written 
to clients about their method of operating and their 
success in handling various advertising programs 
and campaigns. While most of this data is of a con- 
fidential nature, and is for our own information only, 
we are always glad to answer any specific questions 
about any agency in which SaLes MANAGEMENT sub- 
scribers are interested and to assist them to the 
best of our ability in selecting an advertising 
agency that-is well qualified to make a success of 
their advertising — regardless of whether they are 
going to spend only a few thousand dollars or sev- 
eral hundred thousands for advertising. 


Selecting an Agency 


As the first step in the selection of an advertising 
agency we are publishing here information concern- 
ing agencies regarding whom we have received the 
most inquiries since our file was started in 1919, 
who have recognition from three or more publishers’ 
associations. In making up this list, weight has 
been given to the fact that an agency is a member 
of the Association of American Advertising Agen- 
cies and subscribes to the code of practices of this 
association. While there are some very able and 
conscientious agencies outside of the association, in 
fact the leading agent in the United States is not a 
member of the association, it will be usually found 
that the standards of those agencies which are mem- 
bers of the Four A are higher than those which are 
not, 

There are over 1,600 advertising agents listed in 
telephone and other directories. Of these 800 are 
recognized or approved by one or more of the pub- 
lishers’ associations as being capable of satisfac- 
torily serving advertisers in members’ publications 
and as being financially responsible. These 800 
advertising agencies are allowed a discount by the 
publisher for the service rendered his advertisers. 
Non-recognized advertising agents must make sep- 
arate arrangements with each publisher, and failing 
to make such arrangements his commission is usual- 
ly added to space bills rendered the advertiser. For 
that reason one of the first things an advertiser 
needs to know in choosing his advertising agent, is 
whether or not the agent is “recognized” and the 
extent of the recognition. 

It is only fair to state, however, that there are a 
number of thoroughly capable agencies who do not 
have recognition from all publishers’ associations. 
Some of these do not do general advertising work, 


and for that reason have never applied for recogni- 
tion to publishers’ associations with whose mem- 
bers they do not do business. For example, there 
are a number of agencies specializing in industrial 
advertising. These agencies limit their clients to 
that field. Since their work is with publishers of 
industrial and business papers they are interested 
only in what has been approved by the Associated 
Business Papers, Inc. Similarly there are agencies 
specializing in the execution of advertising cam- 
paigns of an agricultural nature. Naturally such an 
agency would be content with recognition from the 
Agricultural Publishers’ Association. Therefore it 
should be understood in choosing an agency that 
because a certain agency has not been formerly 
approved by all the publisher groups it does not 
follow that he has applied for such recognition and 
been rejected. 

At the same time, however, the standards of 
recognition by most of the publisher associations 
have become of such a nature, that they offer a 
sound basis for grouping advertising agencies for 
selective purposes. The extent of their recognition 
at least establishes their ability to serve a client in 
those fields where recognition has been accorded to 
them; and it quickly determines their financial re- 
sponsibility. Likewise it indicates to a great degree 
their general attitude toward the various advertis- 
ing media. Generally speaking the most capable 
agencies are those enjoying the widest recognition 
from publisher groups, and while not an infallible 
rule, it is a fair assumption that when an agency 
does not have recognition or approval of three out 
of the four publisher groups, there is a reason. It 
will usually pay an advertiser to investigate that 
reason. In our listing of advertising agencies this 
year we have grouped the agencies according to the 
extent of their recognition —and not our estimate 
of their capability. 


Choose an Agent You Can Work With 


It is not recommended —on the contrary, we 
urge that you do not attempt to select an advertis- 
ing agent from the meager information included in 
this report. You cannot select an advertising agency 
that way any more than you would choose a sales- 
man that way. The relation of an advertising agent 
with his client is a personal relation. It is not 
enough that you choose an able agent, you must 
choose an agent you can work with — men you are 
going to like and men who will like you. But from 
this list you can select six agents who appear to 
have the experience and organization you are seek- 
ing and investigate them more carefully. To this 
list add the names of three more you have heard 
about or whom you are inclined to favor. From these 
nine you can eliminate six after checking with our 
files or through your own private information. You 
can then personally interview the remaining three 
and pick one of them to handle your account. In 
this way you are reasonably sure of getting the one 
agent in the sixteen hundred who is best fitted to 
make the greatest possible success of your 
advertising. 


ae aa ae 


Ten Tests for Choosing An 
Advertising Agent 


The following tests are offered as a 
basis for the preliminary selection of a 
small group of advertising agencies— 
from whom one agency is to be chosen 
by personal interview and investiga- 
tion. These tests are based on the 
composite experience of a number of 
advertisers and advertising agencies. 


FIRST TEST: 


What experience has the agency had in advertising 
a product or service similar to yours? 


While it is true that many. of the outstanding 
advertising successes have been planned and ex- 
ecuted by advertising agencies with no previous 
experience whatever in that particular field, it is 
also true that the right kind of an agency learns by 
experience. The more experience he has had in 
meeting the problems peculiar to your business the 
less danger of mistakes and the less need of experi- 
menting. 

One of the first things you ought to know about 
an advertising agency which you are considering 
then is its experience. Find out if the agency has 
ever handled accounts in your line of business and, 
if so, with what success. It is sometimes desirable 
to choose an agent who has someone in the organi- 
zation with practical experience in the advertising 
department of a concern in your line. Even though 
this man may not be responsible for the creation of 
ideas and the copy may be prepared by another, his 
practical experience will be invaluable. It is well 
therefore to know just what the background of the 
principals of the agency might be, just as the first 
thing you want to know about a man you are em- 
ploying for a sales position is what sort of a back- 
ground he may have. 

_ A point of especial importance in this connection 
is the sales background of the different men in the 
agency. It is becoming more and more important 
that advertising copy should be more than flowery 
sentences and pretty sayings. It has to sell goods 
to stand up under the new order of things. Experi- 
ence as a salesman or as a Sales manager is there- 
tore a point in favor of an advertising agent. 

_ But while experience is important, just as it is 
\mportant in a salesman, it must not be over-em- 
phasized. After all, you are selecting your agent for 
his skill and ability in advertising craftsmanship. 
You are after advertising results, equally as much 
as sales results — and there is a difference. Experi- 
ence alone will not give you those results. But 
experience may save you some costly mistakes. 


SECOND TEST: 


How is the agency regarded by other advertising 
agencies and by publishers? 


A certain advertiser who wished to pick the one 
agency in the country best qualified to make a suc- 
cess of his advertising requested ten agents to call 
upon him. After questioning each of them about 
what they could do for him, their organization, 
ideals, etc., he asked each of them this question: 

“Next to yourself, what agency in the country do 
you consider the best fitted to handle our account 
successfully ?” 

After he had asked each this question he found 
that five of them had agreed upon one agent — who 
incidentally did not happen to be among the ten he 
had interviewed —as being second best. So he 
engaged that agency. 

While he would not recommend that procedure 
in choosing your agent, it is a fact that agents them- 
selves are the best judges of agents. It is their 
business. They know more about the successes of 
their competitors, and also their failures, than the 
advertiser. On the other hand, however, they are 
human. Being human, they are influenced by 
jealousy and other human shortcomings. For that 
reason it is not safe to place entire dependence upon 
what other agents tell you about their fellow agents. 
But, given proper weight, an agent’s opinion of an 
agent, if obtained indirectly, is valuable. 


Four “A” Membership Qualifications 


Fortunately there is an easy way to determine 
this point. Advertising agents, like other industries, 
have an organization known as the American Asso- 
ciation of Advertising Agencies. The qualifications 
for membership are, briefly, as follows: 


1. Size or volume of business is not an influential 
factor in determining the agency’s qualifications. 

2. Geographical location has no bearing, but does 
determine the council in which the application is to be 
voted upon. 

3. The applicant must have been doing business as a 
going concern. 

4. So-called “house agencies,” established by one or 
more advertisers, are not eligible for membership, nor is an 
agency which is owned by any publishing, printing, en- 
graving, or any other business from which the agency 
purchases in the interests of its clients. 

5. Experience counts: An applicant must be able to 
furnish references as to both business and advertising 
experience. ; 

6. The factors of character, ability, and financial re- 
sponsibility are considered as extremely important. 

7. It is desirable that an applicant shall have obtained 
satisfactory recognition within each of the four principal 
publishing groups. 

8. No agency is admitted that handles business at less 
than card rates, or makes rebates of any kind. 

9. There are strict requirements as to business methods. 
Some of the things that are frowned upon by the associa- 
tion are preparing of speculative plans, placing of men in 
the service of an advertiser at the agency’s expense, the 
hiring of men from an agency or any other organization 
because of control over a prospective account, the paying 
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of any remuneration to a third party as a means of secur- 
ing or holding an account, the taking of special profits or 
commissions without the knowledge of the client, the offer- 
ing or granting of any extension of credit or banking 
service to an advertiser as an inducement to get the 
business. 

While it is true that there are members of this 
association who do not live up to the full letter of 
these standards, it is a fact that the association 
requires strict adherence to the code from its mem- 
bers and will not admit into membership any agent 
who does not meet these tests or who is not accept- 
able to the present membership. It also does every- 
thing possible to insure its members living up to its 
standards and disciplines those who are found guilty 
of any unethical practices. An agency that is a 
member of this association, therefore, has much in 
its favor, although there are many worthy agents, 
with principles as high as those defined under the 
Four A code, who are not members of the associa- 
tion. 

The opinion of publishers, particularly publishers 
located in the same city as the agency, is also a 
good thing to have. Publishers are constantly in 
contact not only with the agents themselves, but 
also with the clients of the agents, and soon accumu- 
late a valuable store of information concerning their 
ability to serve clients successfully. However, pub- 
lishers all have their favorite agencies, usually those 
who send them the most business. Consequently 
their opinions, while valuable, must be accepted 
with reservations. For example, there is an agency 
in Cleveland which is especially able and has a 
string of successes to its credit. But it has rightly 
or wrongly earned a reputation for being a Saturday 
Evening Post agency, and has incurred the enmity 
of many publishers, especially business paper pub- 
lishers. Naturally the opinion a business paper 
publisher would have of this agent would be influ- 
enced by his feeling that this agency was not 
friendly to him. 


THIRD TEST: 


Has the agency an organization large enough to give 
you the best service in all phases of its work? 


It is a mistake to assume that mere size is any 
criterion of an agency’s ability to make a success of 
your advertising. Some of the most effective adver- 
tising in the country today is being produced by 
agents whose volume is comparatively small. Some 
of the least effective advertising is being produced 
by agents with large unwieldy organizations, and 
over-manned selling forces. 

The trend in advertising agency service is toward 
giving superlative service to a selected group of 
advertisers, rather than to build up a large list of 
“placing” accounts which are here today and down 
the street tomorrow. One of the largest agencies 
in the country makes it a policy to add only one new 
account each year. A well-known and successful 
Chicago agent limits the number of accounts he 
will handle to four. 

Nevertheless, there are definite advantages to be 
gained by dealing with a well organized agency. In 
the first place the large agency, by virtue of spe- 
cialization, can bring to bear on your problems a 
larger experience. Departmentization gives you the 
advantage of trained specialists in each phase of 
advertising. Instead of being dependent upon one 
man to prepare your copy, follow through the me- 


chanical preparation of the advertising, buy the space 
and interview the publication solicitors, organiza- 
tion makes it possible for a specialist in copy and 
plan work to write the advertising, another special- 
ist will attend to the art work and mechanical de- 
tails, still another specialist will buy the space, and 
others will check the advertising and work with the 
publishers. 

But it must be realized that a large agency, in the 
last analysis, is a group of small agencies welded 
together under one personality. Thus the matter 
of size, providing the agency is adequately staffed 
to properly handle your account in addition to its 
present accounts, is of secondary importance. Gen- 
erally speaking, however, if your account is a large 
one best results will probably be secured from a 
large agency; and contrariwise the smaller adver- 
tiser is likely to get the best results from a smaller 
agency. 


FOURTH TEST: 


By what publishers’ groups is the agency recognized 
or approved? 


It has been pretty definitely established that an 
advertising agent is the agent of the advertiser, and 
that in the absence of a definite agreement to the 
contrary, the advertiser is liable for the acts of his 
agent. Under certain conditions an advertising 
agent may contract for advertising space, the bills 
for this space might be paid to the agent by the 
advertiser, but the advertising agent might default 
in paying the publisher. Should the agent fail in 
the meantime the publisher would look to the adver- 
tiser for payment, even though the advertiser had 
already paid the bankrupt agent. 

[ven though this is a highly improbable situation 
it is just probable enough to make the financial 
standing of the agent a matter of concern to the 
advertiser. The best yardstick for measuring his 
financial responsibility is the recognition extended 
by the various publishing groups. Publishers, 
through special committees, carefully and_peri- 
odically check the financial position of agencies do- 
ing business with them. An agent who permits his 
account to become delinquent is reported to a cen- 
tral source, and if several publishers report the 
same agent as not paying his bills, that agent’s 
recognition is withdrawn. However, it should be 
made clear that to receive recognition an agent 
must apply to the publisher’s committee for it. 
There are agents who are in the best financial con- 
dition who feel no need of such recognition, and 
therefore, never apply for it since it involves making 
a financial statement. Nevertheless, the advantages 
of recognition are too great to be lightly foresworn. 

The publisher groups who formally “recognize’ 
or “approve” advertising agencies, and maintain the 
machinery for checking an agent’s activities are: 

Periodical Publishers Association (P.P.A.) 

Associated Business Papers, Inc. (A.B.P.) 

American Newspaper Publishers Association (A.N.P.A.) 
Agricultural Publishers Association (A.P.A.) 

In addition to the national organizations there are 
a number of semi-national and local organizations, 
such as the Southern Newspaper Publishers Asso- 
ciation. In Canada there are the Canadian Daily 
Newspaper Association, Canadian Weekly News- 
paper Association and the Business Periodicals 
Association. 
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What an Advertising 
Agency Should Do 


N advertising agency is supposed to know more than anybody 
else about how to sell things by advertising. 


It may have a lot of other abilities that come in handy— 
research, merchandising, and what not—but its one exclusive job 


is up there in the first paragraph. 


Just as a doctor is let alone with his bottles and a lawyer with 
his briefs, so should an advertising agency be let alone if it can do 


this one job superlatively well—and fired if it can’t. 


In order to sell things by advertising all an agency needs to 
know is human nature; all it needs to use is commonsense; its 


only tools are words and pictures. 


Yet so rare are these abilities that there will always be difficulty 
in getting good advertising, just as there is always difficulty 


in getting good stories or great art. 


Like literature and art, their new little brother advertising is 


easy to dabble in and hard to excel in. All three are done excel- 


lently well only by those who are born knowing how to do them. 


GROESBECK-HEARN, Inc. 


An Advertising Agency Primarily Interested in Sales 


415 Lexington Ave. 
New York City 


Members, American Association of Advertising Agencies 
Members, National Outdoor Advertising Bureau 
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It is also desirable that the agency you elect to 
prepare your advertising should be a member of the 
Audit Bureau of Circulations and the National Out- 
door Advertising Bureau. 


FIFTH TEST: 


What is the reputation of the agent in 
holding accounts? 


An advertising agency that is rendering satisfac- 
tory service to the clients has a smaller turn-over 
in accounts, as a rule, than an agency that is inter- 
ested in accounts merely for the commissions they 
can get out of them. That is obvious. By asking 
an agent to give you a list of his accounts and tell 
you how long each has been with him you can get a 
very good idea of his ability to serve you satisfac- 
torily. By getting in touch with the advertisers 
which he has been serving over a period of years 
you can also get from them valuable information 
about the agency’s ability to satisfy its clients. 

The right kind of an advertising agent increases 
his business by developing his accounts. The other 
kind of advertising agency follows a policy of get- 
ting rid of his small accounts for clients that will 
yield larger commissions. If you are a compara- 
tively small advertiser stay clear of that kind of 
agency, because you can depend upon it that they 
will quickly lose interest in your advertising the 
moment a bigger advertiser looms on the horizon. 
An agent who can point to several accounts, which 
have started with him on a small scale, and which 
have steadily increased their advertising appropria- 
tions year after year, is a good agent to have. 

But it is only fair to add that the agent is not 
always to blame for his accounts leaving home. 
There are too many advertisers who think that 
good advertising calls for a radical change of copy 
every few years. They no sooner get established 
with one agent than they begin to want something 
different — something new. ‘They forget that the 
really successful advertisers are not those that 
change their advertising copy as a chameleon 
changes its color, but are those that have set for 
their advertising a definite aim and stay with their 
plan until that aim is accomplished. 

Then again there are advertisers who have set 
ideas about advertising technique and copy. Often 
their ideas do not jibe with the ideas of the agency. 
In the clash of views the agency may decide that 
they do not care to assume responsibility for the 
success of an advertising program which the dic- 
tates of their judgment and experience lead them to 
believe is unsound. We know of a two million dollar 
account in the middle west which changed agencies 
simply because the advertiser insisted that a plan 
of campaign should be followed which the agent 
believed unwise and would end disastrously. So 
he withdrew, rather than run the risk of the failure 
being chalked up against his agency. 


SIXTH TEST: 


Does the agency offer special inducements or 
secret rebates to get business? 


We have no bone to pick with the advertiser who 
wants to get every possible value out of his adver- 
tising dollar. On the contrary, we admire the man 
who is a “good buyer.” But one of the first rules 
for being a good buyer is to buy only the best when 


it comes to brains— because the highest priced 
brains are usually the least expensive. 

You can get advertising counsel at any price you 
wish to pay, just as you can get coal for any price 
you wish to pay. But all coal is not just coal, and 
all advertising agents are not just advertising 
agents. There are degrees. You can choose, if you 
wish, an agent who will handle your advertising on 
a brokerage basis and rebate the commissions, 
There are still a few agencies of that sort in busi- 
ness. You might compare them to “yard sweep- 
ings” in the coal business. Or you can find an 
agency who will agree to handle your advertising 
with certain kinds of plus-service thrown in — they 
might be willing to let you put your advertising 
man on their payroll, or give a job to one of your 
wife’s poor relations, There are unprincipled men 
in the advertising agency business, too. You would 
probably class them as “mine run with sixty per 
cent slag” in the coal business, and you will get 
about the same proportionate service from them as 
you would get heat units out of that grade of coal. 

But, take our advice and stay clear of the agent 
who solicits your business on a price basis, no mat- 
ter how tastefully he fixes up the sugar coating of 
your pill. If you are a successful business man, 
doing business along sound, ethical lines, seek out 
an agent of the same stamp. There is a world of 
wisdom in that saying of Plutarch: “If you live 
with a lame man you will learn to halt.” An adver- 
tising agent who is’so weak that he has to rebate 
his commissions and offer trick inducements to get 
business is a lame duck. Can you afford to identify 
yourself with that type of agency? 

There are advertisers who are very well pleased 
with their “saving” in their advertising agency rela- 
tions. Like the Chinaman with a two pence against 
his eye, he sees the two pence he saves but can't 
see the thousands of dollars that are slipping away 
from him. Do not fool yourself. You can’t get real 
agency service without paying for it. The right 
kind of an agent, with a record of results back of 
him, does not have to stoop to trick deals to get 
business. He does not have to make extensive 
researches without pay. He does not have to put 
your wife’s poor relations on his payroll. 


SEVENTH TEST: 


Is the agency attempting to serve too many accounts 
for the size of his organization? 


As has already been pointed out, the number of 
accounts handled by an agency may mean a great 


deal or it may mean nothing. There are any num-. 


ber of agencies who are serving from fifty to a hun- 
dred clients who are not as worthy of consideration 
as an agency serving only four or five clients. It 1s 
no particular trick for an agency to accumulate a 
large list of “accounts.” But it is something for an 
agency to hold three or four important clients year 
after year. There are several.accounts in this coun- 
try, any one of which represents an advertising 
appropriation of more than the combined appropria- 
tions of fifty or sixty “average” accounts. The im- 
portant thing for you to know is: Has the agency an 
organization adequate to properly serve the accounts 
already on its books, and capable of serving you as 
well? If the agency is a one-man organization and 
already handles — we won’t say serves — forty ac- 
counts, you are safe in assuming that you are not 


Marcu 31, 1928 


SALES MANAGEMENT 113 


- 

a q The principals of the 
agency are men of broad 

business experience, who 

never forget that the purpose 

of advertising is to build sales economically. 


« The agency is strictly governed by certain com- 
mon sense policies and by an old-fashioned belief 
in business integrity. 


( As a safeguard to its customers as well as itself, 
it takes care not to undertake too many new 
accounts in a given period, though always steadily 
and conservatively expanding its organization. 
Of equal importance is 


Tuts agency offers advertisers two 
. things of great importance; the management viewpoint 
, on advertising; and copy that always tells the story 


with all types of both editorial and advertising copy 
writing. They never attempt to do the clever thing 
instead of the thing that is sound, but they know 
how to put across the true news story of a product or 
institution inan original, dramatic andeffective way. 


« This is a general advertising agency of that for- 

tunate medium size which permits of full facil- 
ities in all departments and assures the average ad- 
vertiser spending $50,000 or more the loyal service 
of the principals. Established 11 years ago, it enjoys 
a settled reputation for discounting its bills. Its list 
of accounts constitute its oldest and best references. 


its strict credit policy. 


(( It fixes its chargesona 
professional basis and 
has a reputation for putting 
back an unusual percent- 
age of its income into the 
service of itscustomers. Its 
careful buying saves itscus- 
tomers large sums. Itssug- 
gestions frequently show 
the advertisernew ways to 
cash in on his advertising. 


MEMBER OF A. B. C.; N. O. A. B.; Chicago Ass’ n of Commerce. 
RECOGNIZED BY A. N. P. A.; A. P. A.; P. P. A.; A. B. P. 


Cl) 
Carroll Dean Murphy, Inc. 


CAdvertising 


Carrott D. Murpny, Pres. &% Treas. 


Franr R. Scowence., V. Pres. Myron T. Harsuaw, V. Pres. 


26th Floor Pure Oil Tower, Chicago 


( Several of the agency's 

heads have been prin- 
cipals in other leading 
agencies and on some of the 
largestadvertising accounts 
in the world. One was 
with both the U. S. and 
Illinois Chambers of Com- 
merce. Another was an in- 
dustrial management spe- 
cialist co-operating with 
leading metropolitan 
banks. Mr. Murphy’s 25 


( It invites accounts only from concerns organized 
to use advertising profitably and progressively. 
It makes its own independent survey of the adver- 
tiser’s situation, advantages and resistances, and 
presents its sincere outside counsel without ‘‘Yes- 
ing.’’ All plans, service and contacts are in the 
hands of principals who are stockholders. Plans 
recommended by it are fundamental and can be fol- 
lowed without expensive new starts. Five-year 
quotas have repeatedly been set up and realized. 


( The agency has complete recognition and places 

extensive campaigns in all mediums. It espe- 
cially emphasizes co-ordination of National space, 
newspapers, trade papers and direct work in line 
with a fundamental marketing program. It super- 
Vises mailings, dealer helps, merchandising, etc., 
for customers—or on request, produces the entire 
campaign. In volume of trade paper advertising it 
is one of the country’s leading agencies. 


(( Before any series of advertisements is released 
_* by this agency, it must tell the advertiser's log- 
ical story in an original, unified and persuasive way. 
The heads of the agency have had broad experience 


first basic discussion of adver- 
tising appeals to humat mo- 
tives, written by Mr. Murphy 
in 1912, of which more than 


printed, has now be:nrepri red 


be sent free on official request. 


years of editorial, sales, 
advertising and agency work include analytical 
studies of the policies and methods of hundreds of 
America’s best known concerns, and the publica- 
tion of many business books and magazine articles 
on Sales Management, Advertising, Financial Ad- 
vertising and most other phases of Management 
—an unusual business background. 


(( The agency’s specialized experience is an extra 

asset for advertisers selling food products, build- 
ing materials, clothing, furniture; automotive, elec- 
trical, refrigerating and heating equipment, and 
other important lines. The agency knows the farm 
market intimately and has had distinguished suc- 
cess in intefpreting large financial institutions to 
their public. Inquiries invited. 


‘(What Makes Men Buy,"’ the 


half a million copies have bze1 


as a booklet by us and will 
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going to get very much of that man’s time. On the 
other hand, the agency may handle two hundred 
accounts but if it is organized to properly service 
these accounts you need have no hesitancy in en- 
trusting your advertising there. 

One of the common complaints made by Dartnell 
subscribers in the investigation we have just con- 
cluded is that the smaller and even moderate sized 
agencies are inadequately organized to handle 
“bulges” in their billing. Most small agencies have 
one or two “bread and butter” accounts guarantee- 
ing to them a substantial income. These are usually 
large and important advertisers. When these ad- 
vertisers engage upon a seasonal campaign, or call 
for extra service, the agent who is under-organized 
might neglect his smaller advertisers in order to 
meet the temporary demands of his principal ac- 
count. It is well, therefore, to make certain that 
the agent has an adequate copy and plan depart- 
ment to meet these contingencies. 

As a general rule it is a safe plan to reject an 
agency which is over-staffed on the selling end. 
The real service agency does not employ an army 
of solicitors to canvass the highways and byways 
for business. It is more interested in building up 
its service facilities, permitting the reputation for 
rendering real service thus earned to attract new 
business. It is, therefore, a good idea to ask an 
agency with whom you are negotiating, how many 
new accounts they have added in the last year. If 
their reply indicates that they are adding one new 
account after another, without developing an organ- 
ization to handle the new business properly, pass 
them up. 


EIGHTH TEST: 


Is the agency old enough to have the experience 
and connections needed to best serve you? 


While the age of an agency is important, it means 
nothing until all the factors relating to its age are 
taken into consideration. There are agencies in this 
country forty years old that still live in the dark 
ages of advertising. They have completely failed to 
keep step with progress. They continue to place 
the same patent medicine accounts that they placed 
in George Rowell’s time; they have no conception 
of research work, no sense of obligation for the 
results of their copy, no aim in life other than the 
grubbing of a few commissions. If age alone meant 
anything — these agencies would rank near the top. 

But when you find an agency that has been es- 
tablished for some years, whose record shows that 
it has been one of the leaders in advertising agency 
progress, and who is just as up-to-date as its young- 
est competitor, that agency is entitled to more than 
passing consideration. It is logical to assume that 
during the years it has been in business it has gath- 
ered a great deal of advertising wisdom and experi- 
ence that should be of value to you. We must 
remember that important as brilliant copy and 
attractive lay-outs in advertising are, sound judg- 
ment based on experience is just as important. This 
seasoned judgment is most likely to be found in an 
older agency. 

On the other hand, however, there are any num- 
ber of comparatively young agencies who are equal- 
ly qualified to give you the counsel you need because 
the principals of the agency are men of wide experi- 
ence. It is, therefore, a good plan when selecting 
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an agency to ascertain exactly what the experience 
of each agency principal has been. 

It is interesting to note that out of the four hun- 
dred agencies in the Dartnell list, the following 
agents appear in a list “of persons and firms who 
are recognized as general advertising agents and as 
such entitled to the agent’s commission,” published 
in 1889: J. Walter ‘Thompson, N. W. Ayer & Son, 
Lord & Thomas, Charles H. Fuller, Nelson Ches- 
man & Co., Remington. The modern conception of 
an advertising agency as a service organization dates 
from 1910, prior to that date the functions of the 
agent were those of a broker of advertising space. 
The first advertising agent is generally reputed to 
have been Volney B. Palmer, who opened his office 
in Boston in 1840. The first New York agency was 
John Hooper who began business in the early for- 
ties. Hooper later sold his business to George |’. 
Rowell, founder of Printers’ Ink, in 1870. 


NINTH TEST: 


What is the policy of the agent in charging for cuts 
and supplementary material? 


A large part of the difficulties which advertisers 
get into with their agencies arises over charges for 
art work, engravings, printing, and the other sup- 
plementary materials that are involved in a com- 
plete advertising program. There are agencies who 
will take an advertising account on a basis that 
offers them little or no profit on the space, figuring 
to get their entire profit out of “extras.” If it is the 
policy of the agency to bill you whatever he wishes 
for these “extras” trouble is sure to follow. 

So one of the first things to find out is how the 
agent proposes to handle his charge for this sort 
of work. He is entitled to a fair compensation, and 
you should expect to pay for whatever work is done 
on your account. But the time to find out what his 
basis of charge will be, is before you appoint him, 
and not after. 

Some agents handle art work, engravings and 
printing on the same basis that they handle space 
advertising. That is to say, they charge a flat per- 
centage for all advertising handled by them, re- 
gardless of whether it is space advertising, getting 
out a booklet, or preparing a campaign of dealer 
helps. They invoice the client at the net rate 
charged them, less any discount from the publisher 
or engraver, and add to it an agreed upon percen- 
tage to cover their service. This is usually a satis- 
factory arrangement, although there are other plans 
just as satisfactory. The important thing is to be 
sure that the matter of charging for extras is covered 
in the agreement — otherwise you may be paying 
the agent an indirect fee that is all out of proportion 
to what you thought you were going to pay. 


TENTH TEST: 


Is the agency willing to handle your account on a 
month-to-month basis or require a contract? 


At first thought, it would seem that an advertis- 
ing agency which believes in itself should be willing 
to take your advertising account on a basis that 
would permit severing the relationship on short 
notice. 

It is debatable, however, if this is the best ar- 
rangement to make with your agent — for several 
reasons. First, before an advertising agent can give 
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JOSEPH EWING THOMAS M. JONES ALFRED K. HIGGINS 


EDWARDS, EWING G JONES 


Advertising and Merchandising 


HE sense to study the market 

thoroughly and learn the facts. 
Unusual creative ability to formulate 
highly effective marketing plans and 
advertising appeal based on.such facts. 
These are the outstanding values 
available to the advertiser by a fortu- 
nate grouping of strong advertising 
and selling minds in this organization. 


CO 


NEW YORK PHILADELPHIA 
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you the service to which you are entitled, he has to 
spend considerable time and money in studying 
your problems. If he does not do this thoroughly, 
it is difficult to conceive how he can spend your 
money most advantageously. If your arrangement 
with your agent is subject to termination at short 
notice, the agent cannot afford to make the thorough 
study of your advertising problem he should. On 
the other hand, if you have an agreement with him, 
assuring him of your business for a definite period, 
he knows just how much he can afford to spend in 
preliminary work. 

A second reason in favor of a time contract is 
that you protect yourself against yourself. It is a 
well known fact that few advertising undertakings 
show immediate results. Advertising success is a 
plant of slow growth. It takes time to develop. 
Very often an advertiser starts his advertising in 
high hopes and sits back to wait for a deluge of 
business. But the avalanche of orders does not 
come. He gets cold feet and cancels his advertis- 
ing. Had he the courage to hang on for a few 


months longer, the orders would come and he would 
reap a full measure of success. But he stops too 
soon, and pays dearly for his lack of courage. A 
time contract covering a one, two or even five years’ 
advertising might save him that loss. Yet he gets 
that protection without putting his head in a poke 
because no reputable agency wishes to continue 
a contract if the results were hopelessly inadequate 
to the cost of the advertising — or the contract not 
mutually agreeable. 

And still another reason for a long term contract 
is that it enables the agent to buy space to better 
advantage, placing him in a position to take advan- 
tage of rate increases and in using the fact that you 
have embarked on a definite program as a basis for 
getting special consideration from publishers. Then, 
too, a definite, clear-cut agreement between adver- 
tiser and client, setting forth exactly the basis of 
operation and the basis of charges, will save a great 
many disputes later which might easily be the 
means of rendering a promising advertising effort 
nil. ; 
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Advertising Agencies Recognized by ‘Three 
or More Publishers’ Associations 


HILE the recognition is not in itself 
indicative of an agent’s capability, it at 
least serves as a convenient yard-stick 
for grouping agencies who are qualified 

to render a general advertising service. It is only 
fair to state, however, that there are many capa- 
ble agencies, particularly those specializing in 
distinct branches of advertising, who have never 
applied for recognition in all the associations and 
who for that reason have never been formally 
approved by three or more publisher groups. 

For the purposes of this classification we have 
taken into consideration only those publisher asso- 
ciations which are of national scope, as follows: 

ANPA—American Newspaper Publishers’ As- 
sociation. 

PPA—Periodical Publishers’ Association. 

APA—Agricultural Publishers’ Association. 

ABP—Associated Business Papers, Inc. 


All of the above mentioned associations make 
careful inquiry into the capability, experience, 
character and financial standing of an agent be- 
fore extending recognition, and most of them 
have a systematic means of withdrawing such 
recognition if an agency deteriorates in its service 
to clients or becomes financially insecure. 


THE AITKIN-KYNETT COMPANY Established 1916 
1420 Walnut Street, Philadelphia, Pa. 
Branch Office: 730 Fifth Avenue, New York City 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
A. K. AITKIN, partner. Buys magazine space. H. H. 
KYNETT, partner. Buys newspaper space. Clients stress 
service in connection with intensive merchandising, and 
securing cooperation of sales force with the advertising. 


AJAX ADVERTISING CO., INC. 

232 Madison Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 
DEWEY PINSKER, president. A. W. MCMAHON, vice 

president. A. J. GRIEN, secretary. W. G. CLAUSEN, treas- 

urer. Serves about fifteen advertisers, the oldest of which 
are Devoe and Reynolds Company, U. S. Kalsomine Com- 
pany and the Kaumagraph Company. 


Established 1923 


ANFENGER ADVERTISING AGENCY, Inc. Est. 1918 
Board of Education Building, St. Louis, Mo. 

Recognition: ANPA; PPA; APA; ABP. 
Louis E. ANFENGER, president; ENNo D. WINIUS, vice 
president; RALPH KALISH, secretary. Letters on file from 
five accounts placed by this agency express satisfactory 
relations, some extending over a period of nine years. One 
Dartnell subscriber who has used their service, grades 
them especially high on cooperation with the sales depart- 
ment. Serves about twenty accounts, including Hill Bros. 


Fur Co., Missouri-Kansas-Texas Lines, Roxana Petroleum 
Corporation. 


ARCHER ADVERTISING COMPANY 
312 Temple Bar Bldg., Cincinnati, O. 
Recognition: PPA; APA; ABP. 
This agency serves the Beaver-Remmers-Graham Com- 


pany, advertising toilet soaps, and other well known ad- 
Vertisers. 


F. WALLIS ARMSTRONG COMPANY 
16th and Locust Streets, Philadelphia, Pa. 
Member: ABC. Recognition: ANPA; PPA; APA. 
F. WALLIS ARMSTRONG, president and treasurer; ARTHUR 
G. SHEW, vice president; WILLIAM G. BAER, vice president; 
L. WARD WHEELOCK, JR., secretary; HERBERT R. DOAK, 
assistant treasurer. One of the older agencies. Fifteen 
accounts, including Campbell’s Soups (since 1909), and 

Whitman’s Candies (since 1915). 


Est. 1901 


JOHN FALKNER ARNDT & COMPANY Est. 1924 
Lewis Building, 15th and Locust Streets, Philadelphia, Pa. 
Recognition: ANPA; APA; ABP. 


JOHN F. ARNDT, president. Six years’ advertising expe- 
rience. Formerly assistant sales manager, Franklin Sugar 
Refining Company, formerly with F. Wallis Armstrong 
Advertising Agency. Davin B. ARNDT, secretary-treas- 
urer. Four years’ advertising experience. Formerly with 
The Manufacturers’ Appraisal Company. Although only 
four years old, this agency has developed rapidly. It 
serves twenty-eight advertisers, including Thomas Hal- 
ton’s Sons and the R. H. Hood Company, both manufac- 
turers of textile machinery, and has a good grasp of in- 
dustrial advertising problems. Its scope, however, extends 
to all fields as attested by the variety of accounts which 
they handle. 


AUBREY AND MOORE, Inc. Established 1922 
410 North Michigan Avenue, Chicago, Illinois 

Member: NOAB. Recognition: PPA; APA; ABP. 
JAMES T. AUBREY, president. Formerly advertising man- 
ager, Hearst’s International Magazine Co.; advertising 
manager, Packard Motor Car Company; Erwin, Wasey; 
Western Clock Company. JOHN C. Moors, vice president 
and treasurer. Formerly with Nichols-Moore Company, 
Cleveland. Principals are young men who are making 
a good record. One client states that he has done business 
with four Chicago agencies and feels no hesitancy in rec- 
ommending Aubrey and Moore. Thirty accounts, the 
three oldest being Interstate Iron & Steel Company, Gen- 
eral Tobacco Company, Casement Hardware Company. 


N. W. AYER & SON 

300 Chestnut Street, Philadelphia, Pa. 

Branches: 200 Fifth Avenue, New York City; 30 State 
Street, Boston; 164 West Jackson Boulevard, Chicago; 
215 Market Street, San Francisco. 


Member: ABC. Recognition: ANPA; PPA; APA; ABP. 


WILFRED W. Fry. With Ayer since 1909 and now admin- 
istrative head. Experience as road salesman and execu- 
tive, also in manufacture and distribution of dairy 
products. Director of leading national bank in Philadel- 
phia. WILLIAM M. ARMISTEAD. With agency since 1909. 
Trained in circulation and advertising departments of a 
daily newspaper, owner of his own agency in Atlanta, 
later with the R. J. Reynolds Tobacco Company. Has full 
charge of service to Ayer clients. JAMES M. MATHEs. 
Sixteen years with agency. Prior experience as road 
salesman, wholesale groceries. Resident partner in charge 


Established 1869 


‘of New York office. ADAM KESSLER, JR. With the agency 


since 1901. Has under his direction the study of business 
and the formulations of recommendations for merchan- 
dising and advertising, also the direction of finances. Pre- 
vious experience, selling drugs at retail, managing director 
of a truck and wheel company, part owner and directing 
factor in retail grocery business. GEORGE H. THORNLEY. 
Eighteen years with Ayer. Member of firm in charge of 
business getting division. 

This agency is one of the outstanding agencies in the 
world and has been closely identified with many of the 
great advertising successes of the past fifty years. It is 
the institutional type of large agency, with high ideals 
and well organized in every department. Clients represent 
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N. W. AYER & SON—(Continued) 


practically every field of advertising activity. N. W. 
Ayer & Son are generally believed to place the largest 
volume of advertising of any agency in the country, and 
are one of the oldest. Letters on file from fifty of their 
clients express uniform satisfaction with the service they 
receive from this agency. 


JOSEPH E. BAER, Inc. 

171 Madison Avenue, New York, N. Y. 

Branches: Handsboro (Mississippi), Los Angeles 
Recognition: ANPA; PPA; APA. 

JOSEPH E. BAER, formerly advertising manager of Abra- 

ham & Strauss, and of Snellenburg & Company. BERNARD 

L. BAER, with this agency since 1919. JANE BAER, secre- 

tary. Agency reports special success with textiles, and 

with direct-mail and interlocking correspondence cam- 

paigns. 


Established 1905 


S. C. BAER COMPANY 
2527 Kemper Lane, Cincinnati, O. 
Recognition: ANPA; PPA; APA. 
S. C. BAER, sole owner. Twelve years in advertising 
capacities with the International Harvester Company, 
Blaine-Thompson Advertising Agency and the Monitor 
Stove Company. One of the principal Cincinnati agencies 
handling twenty-eight accounts, three of the oldest being 
The Huenefeld Company, The Monitor Furnace Company 
and the Allen Manufacturing Company. The best work 
a agency has been done in the household equipment 
eld. 


Established 1922 


J. W. BARBER ADVERTISING AGENCY 
80 Boylston Street, Boston, Mass. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


HAROLD F. BARBER, proprietor. With this agency for 
twenty-five years. H. WESLEY CURTIS, account executive, 
with this agency for twenty-two years. One of the pio- 
neers in the agency business, now in its second genera- 
tion. Two of its sixty-five accounts have beer. retained 
forty years or more; thirteen for more than ten years. 


Est. 1866 


BARNES & FEHLING COMPANY 
1600 Walnut Street, Philadelphia, Pa. 


Recognition: ANPA; PPA; APA. 


WARREN S. BARNES, LouIS A. FEHLING. Handle ten ac- 
counts in diversified lines. 


BARROWS, RICHARDSON & ALLEY 
420 Lexington Avenue, New York, N. Y. 
Branch: Boston 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
R. L. BARRows. Twenty-two years in department store 
and as publisher’s representative and advertising agency 
executive. W. M. RICHARDSON. Twenty years as pub- 
lisher’s representative and in advertising sales and plan 
work. E. V. ALLEY. Twenty-four years as newspaper 
man, publisher’s representative, and advertising agency 
executive. H. L. WHITTEMORE. Eighteen years as sales- 
man, advertising manager and advertising agency exec- 
utive. A. H. SAMUELS. Sixteen years’ experience as 
newspaper writer, and director of copy and art work in 
advertising agency. H. M. BILLERBECK, space buyer. 
This agency is handling twenty-odd accounts, the three 
oldest being The A. Schoenhut Company, Berger Brothers, 


Est. 1916 


the Autocar Company—all of these accounts secured first 


year of agency. Clients speak highly of their copy and 
merchandising. One adds: “They kept after us very hard 
to be sure that we took the fullest advantage of every 
advertisement in the way of reprints, window display 
cards, etc. They are particularly strong on merchandis- 
ing. 


BARTON, DURSTINE & OSBORN, Inc. Est. 1919 
383 Madison Avenue, New York, N. Y. 
Branches: 220 Delaware Ave., Buffalo; 30 Newbury St., 
Boston 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 


BRUCE BARTON, president. Widely known as editor, author 
and publicist. Roy S. DURSTINE, secretary and treasurer. 
Author of numerous books and articles on advertising. 
Specializes in administration and marketing plans. ALEx- 
ANDER F. OSBORN, vice president, in charge of Buffalo 
office. One of the leading agencies in the country, 
Twenty men, besides the principal, are owners of the 
agency. Large and capable staff of associates and sub- 
ordinates, highly organized, but not departmentized. Place 
a very large volume of business. Serving sixty-five ac- 
counts, including several of very large annual volume. 
Eight accounts have been with the agency since 1919, 
when the agency was organized. They are Alexander 
Hamilton Institute, P. F. Collier & Son Co., Crowell Pub- 
lishing Co., General Baking Company, Lewis & Conger, 
Lr =" Company, Wildroot, Inc., Yawnan & Erbe 
g. Co. 


THOMAS E. BASHAM COMPANY 

Our Home Life Building, Louisville, Ky. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


THoMAS E. BASHAM, president. Fifteen years’ agency 
experience, twenty years’ selling experience. J. S. Hurr, 
space buyer. One of the three leading agencies in Louis- 
ville, and one of the two that are members of the AAAA. 


Letters from three clients, two of whom have placed ad- 
vertising through Basham over ten years, speaking favor- 
ably of service. The agency has about fifty active 
accounts, including among its oldest H. Fendrich, Axton 
Fisher Tobacco Co., Tobacco By Products and Chemical 
Corporation. 


Established 1912 


CHARLES AUSTIN BATES 
67 West 44th Street, New York, N. Y. 


See Sales and Advertising Counsellors. 


J. DL. BATES ADVERTISING AGENCY 

1653 Main Street, Springfield, Mass. 
Recognition: ANPA; PPA; APA. 

J. D. BATES, president. Formerly advertising manager 

Good Housekeeping. Thirty years’ experience in the 

agency field. The organization handles twelve to fifteen 

special accounts with national or territorial distribution. 


Est. 1897 


GEORGE BATTEN COMPANY, Inc. Established 1891 
383 Madison Avenue, New York, N. Y. 
Branch: Chicago, Ill.; Boston, Mass. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
WILLIAM H. JOHNS, president. Varied experience in pub- 
lication work prior to joining Mr. George Batten in 1892, 
vice president and general manager until 1918. STARLING 
H. BUSSER, vice president. Sales and newspaper manage- 
ment experience prior to agency work. Twenty-five years 


with this agency. R. J. HAYWARD, treasurer. General . 


business experience previous to entering advertising 
agency work. Eight years with this agency. CHARLES J. 
BABCOCK, vice president. Early experience in sales and 
advertising work in retail dry goods and department store 
fields. Sixteen years with this agency. F. R. FELAND, 
vice president. Early experience as reporter, editorial 
writer, and advertising agency copy-writer. Seventeen 
years with this agency. Natt W. EMERSON, New Eng- 
land manager and vice president. Early experience in 
sales merchandising work in shoe and leather industry. 
Ten years with this agency. S. W. PAGE, business promo- 
tion manager. Early training in merchandising and ad- 
vertising work in the grocery field. Joined this agency in 
1919. FRANK M. LAWRENCE, secretary, R. F. OWSLEY 
(magazine), and H. C. BRANDAU (newspaper), space 
buyers. 

This agency is handling sixty-three accounts, thirty-two 
of which have never used any other agency. Enthusiastic 
reports come from their three oldest accounts—National 
Lead Company (thirty-four years), Pompeiian Company 
(twenty-five years), and Pro-Phy-Lac-Tic Brush Com- 
pany (twenty-nine years). The firm does a general ad- 
vertising business and has had.experience in almost every 
form of marketing activity. 

George Batten Corporation of Illinois, McCormick Build- 
ing, Chicago, Ill. See above. A subsidiary of the George 
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Reach for the PENCIL 
or reach for the HAT? 


In “Sentimental Tommy,” Sir James M. Barrie 
describes how Tommy sat through an entire 
school examination struggling for just “the” 
word. 

A bread wholesaler made mention of this 
episode, last week, in speaking to a vice-presi- 
dent of this company about the birth pains 
of an advertisement. 

“I suppose,” he queried, “that some days 
you pick up your pencil and then the whole 
morning slips by without your having writ- 
ten a single word?” 

“On the contrary,” replied the V.P.,“instead 
of waiting for bread ideas to come to me, I 
pick up my hat and go talk to a few bakers.” 

The most worth-while advertising is the 
copy that gives the reader a new idea, new 
information. 

But you can’t give out in copy what you 
haven’t taken in. 


That is why we stress the importance of 


using young writers of copy. They search, 
write, speak, with undimmed enthusiasm. 
They are tireless in their efforts to make your 
advertising alive with interest. There is no 
point too distant if wearing out some shoe 
leather will produce new ideas — or uncover 
a hidden source of new information. 

Their work is exciting, and their written 
copy shows it. 

The average age of the men and women in 
our Copy Department is thirty years. Nat- 
urally some are over thirty. Naturally some 
are under thirty. 

Our policy is simply to employ and train 
in the important business of writing copy the 
kind of men that aren’t afraid of pushing 
a few doorbells before they push their 
pencils. 

And women who think first of pounding 
the pavements before they pound their 


Underwoods. 


GEORGE BATTEN COMPANY, Inc. Advertising 


NEW YOR K + 
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GEORGE BATTEN COMPANY—(Continued) 


Batten Company, Inc. WILLIAM H. JOHNS, president; 
R. L. Hurst, vice president and general manager; 
CHARLES MITCHELL, vice president; R. J. HAYWARD, treas- 
urer, F. R. FELAND, secretary. 

This branch, although a separate corporation, for organi- 
zation reasons is intimately associated with the George 
Batten Company, Inc., of New York, in client service. 


THE BAYLESS-KERR COMPANY 
1162 Hanna Building, Cleveland, O. 
Recognition: ANPA; PPA; APA; ABP. 

WILLIAM N. BAYLESS, president. Formerly in advertising 
agency work in Detroit; eleven years advertising manager, 
Conklin Pen Company, Toledo, O. Three years chief of 
service, Powers-House Company. Horace D. KERR, vice 
president and treasurer. Eight years with The Atlas 
Portland Cement Company, New York and Chicago. Four 
years in advertising agency work in Cleveland. V. S. 
LOVENTHAL, secretary. For some years connected with 
American Credit Indemnity Company. WALTER BUTCHER, 
space buyer and production manager. 


While not as large as some of the other Cleveland agen- 
cies, it is doing very good work, according to letters on 
file from clients. The business was organized in 1920 as 
the Schulte-Tiffany Company, later changing to the Tif- 
fany-Bayless Company and in March 1926 to The Bayless- 
Kerr Company. Mr. Bayless, prior to going into agency 
work, was highly regarded as an advertising manager in 
the middle west. The company now handles about twenty 
accounts, the three oldest being The Ohio Desk Company; 
The Fred G. Clark, Inc. (Hyvis Motor Oil), and The Gras- 
selli Chemical Company. 


Established 1920 


STERLING BEESON, Inc. Established 1924 
612 Second National Bank Building, Toledo, O. 
Recognition: PPA; ANPA; APA; ABP. 

STERLING BEESON, president, city editor Toledo News-Bee. 
With U. S. Advertising Corporation, Toledo. Rosert S. 
CUMMINGS, vice president. Originally with Theodore Mc- 
Manus, then with The Martin V. Kelley Advertising 
Agency as vice president, had agency of his own before 
joining this firm. FRANK A. Kapp, vice president. Orig- 
inally member advertising department Willys-Overland 
Company; advertising manager, Mitchell Motor Company; 
vice president and general manager, Associated Blue Book 
Publishing Company; secretary, Charles H. Fuller Com- 
pany, Chicago. CARROLL McCREA, vice president formerly 
city editor, then political editor Toledo Blade. Seven 
years advertising manager, now advertising counsel, To- 
ledo Scale Company. H. REED STURGEON, secretary and 
treasurer, The Stearns Motor Company, Cleveland; Willys- 
Overland advertising department, advertising manager, 
John Willys Export Corporation. JOHN O. MUNN, vice 
president, nine years assistant advertising manager, 
Willys-Overland Company. 


A leading Toledo agency handling twenty-seven active ac- 
counts in diversified lines of business. Have reports from 
five advertisers, all favorable. One writes: “Mr. Beeson 
handled our account for a number of years before he 
formed his present agency and we are well pleased with 
both his copy and service.” Another: “All our dealings 
with this agency have been satisfactory in every respect.” 
Three of the oldest accounts are Bunting Brass & Bronze 
Company, The Oval Wood Dish Corporation and The Conk- 
lin Pen Manufacturing Company. 


BEHEL & HARVEY, Inc. 

326 West Madison Street, Chicago, III. 
Recognition: ANPA; PPA; APA. 
W. S. Harvey, JR., president and space buyer. V. W. 
BEHEL, JR., secretary-treasurer. A personal service type 
of agency serving over twenty advertisers. Have a good 
background for advertising products sold «through hard- 
ware dealers. Three of their oldest accounts are Dole 
Valve Company, The Martin-Senour Company, Martin 

Varnish Company. 


Established 1922 


JULIAN J. BEHR CO., Inc. Established 1911 
Walnut and Fourth, Cincinnati, O. 
Branch: 93 Fifth Avenue, New York City 


Recognition: ANPA; PPA; APA; ABP. 
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JULIAN J. BEHR, president. I. SCHIFRIN, vice president 
treasurer and space buyer. CHARLES H. Toslias, secretary. 
A personal service type of agency, serving some forty ad- 
vertisers, including a number of important mail order 
accounts. Publishers report that the agency has a good 
reputation for holding accounts and rate it high finan- 
cially. Three of the older accounts served by this agency 
are The K. D. Lamp Co., The Crown Overall Mfg. Co., 
The Raymond Bag Co. 


AUSTIN F. BEMENT INCORPORATED 
3-143 General Motors Building, Detroit, Mich. 
Chicago Branch: 456 Wrigley Building, North Section 

Member: ABC. 

Recognition: ANPA; PPA; APA; ABP. 
AUSTIN F. BEMENT, president; Epwarp S. EVANS, vice 
president and treasurer; G. C. ELDREDGE, general man- 
ager; L. GRANT HAMILTON, business manager; M. T. 
GORTON, production manager. The principal work of this 
agency has been on The Packard Motor Car Company 
account, which it handles in addition to six other accounts. 
For more than a year, Austin F. Bement Incorporated 
has handled the account of the Portland Cement Associa- 
tion, with headquarters in Chicago, through the Chicago 
office in charge of C. C. Loveless. 


Est. 1925 


BENSON, GAMBLE, JOHNSON & READ 

222 West Madison Street, Chicago, III. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 


Consolidation of Benson & Gamble, established 1909; and 
Johnson, Read & Company, established 1915. JoHN BeEn- 
SON, twenty-one years’ experience in general advertising 
agency practice. He is nationally known as a student of 
business economics and is broadly identified with adver- 
tising affairs. T. S. GAMBLE, eleven years’ agency experi- 
ence principally covering department store, automotive 
and financial lines. CARL P. JOHNSON, formerly with Lord 
& Thomas for ten years; experience in manufacturing and 
jobbing lines and on editorial staff of metropolitan news- 
paper. GEORGE H. READ, formerly with Lord & Thomas 
for several years as plan and copy man; advertising man- 
ager, Hartman Furniture Company and American School 
of Correspondence; advertising experience totals twenty- 
one years. ARTHUR T. LEwIs, formerly advertising man- 
ager for several companies including a retail furniture 
store, a mail order concern and an automotive specialty 
house; experience covers thirteen years. 


This agency serves a group of clients whose businesses are 
well diversified as to kind and size; organized to give each 
account the personal attention of principals. Principal 
clients of long standing are: Halsey, Stuart & Co.; Fin- 
nell System, Inc.; The Northern Trust Company of Chi- 
cago; Herrick Refrigerator Co.; National Association of 
Ice Industries; Northwestern University; and Bowersock 
Mills & Power Co. (manufacturers Jenny Wren Flour). 
A total of fifteen accounts are served. 
For further information concerning this agency see page 521. 


THE BIOW COMPANY, Inc. Established 1916 
9 East 40th Street, New York, N. Y. 

Member: AAAA. Recognition: ANPA; PPA; APA. 
MILTON H. Biow, president. W. D’HONAU, director of 
production. Twenty active accounts, including Bulova 
Watch Company and Yale Electric Company. Clients 
stress high degree of artistic quality in copy and layouts. 


Est. 1909 


BIRCH-FIELD & COMPANY, Inc. Established 1913 
110 West 40th Street, New York, N. Y. 
Branch: Rochester 

Recognition: ANPA; PPA; APA. 
C. A. BIRCH-FIELD, president and treasurer. W. L. BIRCH- 
FIELD, vice president. H. E. KING, vice president. DAvID 
TYNION, vice president. This agency handles thirty-six 
accounts in such lines as machinery, clothing, real estate, 
awnings and crocheting silks. 


BISBERNE ADVERTISING COMPANY, Inc. Est. 1920 
58 East Washington Street, Chicago, III. 

Recognition: ANPA; PPA; APA. 
Marcus BERNSTEIN, president. Twenty-seven years’ ad- 
vertising and agency experience. RALPH J. ROSENTHAL, 
vice president. Fourteen years’ experience in advertising 
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Serving 


Brooke, Smith & French, Inc., 
are preparing advertising for 
and aiding in the merchan- 
dising of these products: 


Vacuum Cleaners 
Industrial Drying Systems 
Paints, Varnishes, Enamels 
Automobile Cleaners 
Radio 
Safety Switches 
Vacuum Street Sweepers 


Trust Service 


Porcelain Insulators 
Show Cases 


Banking Service 
Store Fronts Motor Trucks 


Fractional Horsepower Motors 


Automobile Bumpers 


Warning Signals for Automobiles 


Steam Drainage Equipment 


MEMBER—American Association of Advertising Agencies; 

Audit Bureau of Circulations; National Outdoor Adver- 

tising Bureau; Direct Mail Advertising Association, Inc. 
Founded 1907. 


ustries 


-Home Ventilators Investment Banking Service 
Heating and Ventilating Equipment 
Industrial Motors Air Washing Apparatus 
Motor Cars Wedding and Engagement Rings 
Mine Ventilating Equipment Hotel Service 
Floor Polishers 


Power Plant Devices Remote Control for Motors 


Steam Traps Unit Heaters 


(111) 


Brooke. Smith 
&French.Inc 


National Advertising and Merchandising, Detroit, Mich. 
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BISBERNE ADVERTISING CO.—(Continued) 


and agency work. MILTON FREvuD, vice president. R. 
BERNSTEIN, secretary-treasurer. Ten years’ advertising 
and agency experience. This agency places the advertis- 
ing for about seventy accounts in diversified lines of busi- 
ness, but mainly mail order. Some of its oldest accounts 
are Gregg School, American Seating Company and the Art 
Institute Art School. It also handles the advertising of 
the Armour Institute, Chicago. 


BISSELL & LAND, Inc. Established 1920 
339 Boulevard of the Allies, Pittsburgh, Pa. 


Member: AAAA. 
Recognition: ANPA; PPA; APA; ABP. 


JOHN BENNETT BISSELL, president. Sales experience cov- 
ering 18 years—4 years house-to-house selling; 5 years 
salesman Carnegie Steel Company; 8 years contracting 
engineer and sales manager building materials. Entered 
advertising agency business in 1922 as president of Bissell 
& Land, Inc. LEON D. HANSEN, vice president-general 
manager; 7 years on Pacific Coast as president of Hansen 
Advertising Company; 2 years assistant manager of a 
sales company in San Francisco; 1 year street car adver- 
tising in New Orleans; 5 years with Street & Finney, 
New York; 2 years vice president and New England man- 
ager of Goode & Berrien, New York. C. J. LAND, vice 
president. Three years with Miller Saw Trimmer Com- 
pany in their sales and advertising departments. How- 
ARD D. TAyLor. Seven years copy and contact, N. W. 
Ayer & Son, Philadelphia; 5 years copy chief and con- 
tact, Critchfield & Co., Chicago; 6 years copy and plans, 
George Batten Company, New York and Chicago. E. D. 
CoTTER, treasurer. 


This agency has been especially successful in handling 
steel and industrial accounts, although it serves a number 
of accounts in other lines. Employs about thirty people, 
and claims to be the only large agency in the country 
handling complete mail campaigns with a mailing depart- 
ment capable of mailing 40,000 pieces daily. Letters on 
file from five clients speak highly of the copy which Bissell 
& Land have prepared and their ability to initiate prac- 
tical suggestions. 


BLACKETT & SAMPLE, Inc. 
58 E. Washington Street, Chicago, III. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


Members of firm: HILL BLACKETT, J. G. SAMPLE, E. F. 
HUMMERT, G. R. MCGIVERN, space buyer. One of the 
progressive Chicago ‘agencies serving a limited number of 
important advertisers. Three oldest are the manufactur- 
ers of Ovaltine, Allan A Hosiery and Underwear, Alemite 
High Pressure Lubrication. 


Established 1923 


THE BLACKMAN COMPANY 
120 West 42nd Street, New York, N. Y. 
Branch: Gwynne Building, Cincinnati, O. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

J. K. FRASER, partner. Formerly of copy department of 
Ward & Gow; also assistant advertising manager, Na- 
tional Biscuit Company. Advertising experience with 
Mahin Agency, Chicago, and Hampton Agency, New York 
City. In charge of national sales, Eastern Division, Street 
Railways Company. F. J. HERMES, partner. Seventeen 
years in retail clothing business; nineteen years’ agency 
executive experience. M. L. WILSON, partner. Ten years 
advertising manager of The Churchman; two years gen- 
eral manager of Cosmopolitan Magazine; nineteen years’ 
agency executive experience. A. W. DILLER, account exec- 
utive. Formerly in the insurance selling field. RAy GILEs, 
account executive. Formerly advertising salesman and 
assistant sales and advertising manager for motor truck 
company. RICHARD COMPTON, account executive. Food 
specialist, formerly in grocery field. MARK WISEMAN, in 
charge of copy. Formerly with Collier’s Weekly. Law- 
RENCE MEADS, head of marketing department. Formerly 
salesman in publishing company, also Loose-Wiles Biscuit 
Co. Eastern advertising manager of monthly magazine. 


This agency has as clients such companies as Procter and 
Gamble Company, National City Company, Vacuum Oil 
Company, Lehigh Portland Cement Co., The Stanley 
Works, and others. Serves fifteen such advertisers. 


Established 1908 


BLAINE THOMPSON COMPANY 

18 East Fourth Street, Cincinnati, O. 
Member: ABC; NOAB. 
Recognition: ANPA; PPA; APA. 


MYER LESSER, president and treasurer; E. K. Wooprow, 
vice president. This agency handles about sixty active 
accounts in widely diversified lines of business. Especially 
well qualified to advertise a product sold through drug- 
gists. 


Established 1901 


JOHN W. BLAKE ADVERTISING AGENCY _ Est. 1920 
45 S. Broadway, Yonkers, N. Y. 
Recognition: ANPA; PPA; APA. 

JOHN W. BLAKE. This agency has had considerable ex- 
perience in mail order advertising, although it handles ten 
accounts of a diversified character. One client writes: 
“Their main consideration is to make sales and not alone 
spend money.” 


CHARLES BLUM ADVERTISING CORPORATION 
1120 Spruce Street, Philadelphia, Pa. Established 1907 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


\ (HERE 


THE 


PRINCIPALS 
DO THE 
SERVING 


Bissell & Land 


Advertising and Merchandising 
339 Boulevard of the Allies 


Pittsburgh 


Bisseit & LAND is a group of trained advertising men who 
have come together by the mutual attraction of similar ideals. 


The experience of this group equals that of agencies many 
times its size because here are men who have done a major 
job of contact, plans, merchandising and copy on some of 
the largest accounts in the country, and some of the most 
successful. 


In dealing with this group, every client gets the entire ben- 
efit of this experience. 


To a big account we offer the services of men accustomed 
to handling big accounts. 


To a small account we offer the same service to help it to 
grow. 


Every executive of this company devotes his entire time to 
the service of its accounts. 


Here might be some interesting arguments in favor of an 
agency where the principals do the serving —showing that 
smaller accounts get a greater share of our executives’ time 
than would be possible in a large organization. 
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CHARLES BLUM ADVERTISING CORP.—(Continued) 


CHARLES BLUM, president. Over 25 years in advertising 
with agencies, and earlier experience in selling. EDWARD 


- A, McCay, vice president. Seventeen years with advertis- 


ing agencies, previous contact in engineering sales side of 
large manufacturing concerns and in service department 
of printing establishment. Wm. H. GREEN, treasurer. 
Agency handles more than 50 accounts, the average length 
of service being over 10 years. Nine accounts are listed 
as having been with the agency 16 years or more. Clients 
stress service in connection with origination of package 
designs, display devices, etc. 


BONSIB, Inc. Established 1924 
701 First National Bank Building, Fort Wayne, Ind. 
Recognition: PPA; APA; ABP. 

Louis W. BONsIB, president and treasurer. M..A. BONSIB, 
vice president. R. F. KELTy, secretary and art director. 
W. F. CARTO, production manager. This agency has 
been successful in working with accounts which are estab- 
lishing national distribution through dealers. They have 
been able to serve in this way several automotive, radio 
and furniture concerns, who report favorably upon their 
work. The agency is now serving about thirty accounts. 


BOTSFORD-CONSTANTINE COMPANY Est. 1917 
45 Fourth Street, Portland, Ore. 
Branches: 6625 White Bldg., Seattle; 420 Standard Oil 
Bldg., San Francisco 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


C. P. CONSTANTINE, president. D. M. BoTsForp, first vice 
president. STANLEY G. SWANBERG, vice president, San 
Francisco; RAY ANDREW, vice president, Seattle; MERLE 
W. MANLY, vice president, Portland; F. COYKENDALL, 
space buyer. One of the leading agencies in the Pacific 
Northwest, serving about thirty active accounts. Four 
of their oldest accounts are Crescent Manufacturing Com- 
pany; Jantzen Knitting Mills; Oregon City Woolen Mills; 
Pacific Coast Biscuit Company. One client states: “They 
excel in merchandising ideas and cooperation with the 
sales department.” 


THOMAS M. BOWERS ADV. AGENCY, Inc. 
304 S. Wabash Avenue, Chicago, III. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


ELI DAICHES, president. O. OSTEN, vice president. HARRY 
A. BATES, vice president. J. F. BROWN, space buyer. 
Handles about twenty-five active accounts, of which the 
W. W. Kimball Company (pianos) is the oldest. Other 
accounts are Bush Conservatory of Music, Morrison Hotel, 
Aluminum Products Company. 


Est. 1914 


BRANDT ADVERTISING COMPANY 
431 North Michigan Avenue, Chicago, III. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


E. §. BRANDT, president; C. T. BEALL, secretary-treas- 
urer; L. W. GESLER, G. H. E. HAWKINS. D. P. Paus, 
space buyer. Letters on file from ten of this agency’s 
twenty-five clients speak highly of their service. Such 
expressions as: “They are wonderful people to work 
with,” “They are certainly very fine men,” run through 
the letters. The three oldest accounts they handle are 
John Puhl Products Company, Curtiss Candy Company 
and the Boncilla Laboratories. Mr. Hawkins was former 
advertising manager for “Gold Dust” washing powder. 
Serving about twenty-five advertisers. 


Est. 1919 


W. L. BRANN, Ine. 
270 Madison Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 


W. L. BRANN, president. S. E. LANGDOC, treasurer. C. H. 
PANGBURN, account executive. T. E. JENNINGS, produc- 
tion manager. W. J. CLAUSEN, space buyer. A general 
advertising agency serving Johns-Manville Corporation, 
ew York; Asbestos Miners and Manufacturers, Mont- 
gomery Ward & Co., Chicago, Ill.; Lane Bryant, Inc., New 
York; Oxford Paper Co., New York. This agency is 


oy well qualified to advertise products sold by 
il. 


Established 1922 


EMIL BRISACHER & STAFF 
401 Flood Building, San Francisco, Cal. 
Branch: Petroleum Securities Building, Los Angeles 


Member: NOAB. Recognition: ANPA; PPA; APA. 


EMIL BRISACHER, president. Twelve years’ experience in 
the advertising agency business. A. MCKIE DONNAN, in 
charge of copy department. Several years’ experience as 
salesman and sales manager. Three years as advertising 
manager. Seven years in advertising agency work. 
AUSTIN MCNEILL, in charge of publicity; ten years’ ex- 
perience in metropolitan newspapers; formerly associate 
editor of San Francisco Examiner. MILTON D. JACOBS, 
vice president in charge of contact, eight years manager of 
Progressive California edition of San Francisco Chronicle. 
BERT F. WILLIAMS, in charge of production, three years’ 
experience in advertising work. ROBERT VAN NORDEN, 
space buyer. Letters from six of this agency’s clients in 
the national field grade it high on copy and service. Rec- 
ommended for food products, real estate, financial and de- 
partment store advertising. Handles about sixty accounts. 
RoBeERT J. DAVIS is manager of the Los Angeles office. 


BROCKLAND & MOORE, Inc. Established 1923 
608 Federal Commerce Trust Building, St. Louis, Mo. 


Recognition: ANPA; PPA; APA. 


W. R. Moors, president; D. S. SNow, vice president; J. F. 
BROCKLAND, secretary-treasurer; M. FLOOD, space buyer. 
One of the smaller agencies in St. Louis, but rendering 
personal service to about twenty accounts. One client 
writes: “We have found them thoroughly reliable and 
thorough, and cannot recommend them too highly.” Three 
oldest clients are: F. B. Chanberlain Co., Walton Supply 
Co. and Abraham Fur Co. 


BROMFIELD & COMPANY, Ine. 

45 West 34th Street, New York, N. Y. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 

Percy B. BROMFIELD, president. Fifty-three years in 

agency work. C. M. BLENDER, secretary. Relatively small 

agency of the personal service type. Seven active ac- 
counts, including W. Atlee Burpee Company, Powell’s 

Candies, G. D. Tilley. Clients rate agency high on copy 

and the initiation of practical suggestions. 


BROOKE, SMITH & FRENCH, Inc. Established 1907 
206 Eliot Street, Detroit, Mich. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 


CHARLES W. BROOKE. Formerly with the Westinghouse 
Electric & Manufacturing Company, then specialized in 
the merchandising of technical products. Sales agent, 
sales manager and sales advisor for a number of eastern 
manufacturers. WILLARD S. FRENCH. Several years with 
the French Paper Company; five years traveling sales rep- 
resentative for a building material manufacturer, sales 
manager for two years. Guy C. SMITH. Experienced 
in mail order business—fourteen years’ general advertis- 
ing agency experience. E. L. TRiFFIT, formerly editor 
and owner of country newspapers and an oil trade paper. 
Advertising manager for a large farm implement com- 
pany, assistant to president of an automobile accessory 
company. H. H. OHLMACHER, formerly editor and busi- 
ness manager of a business paper, two years writing 
public utility advertising copy, six years with Burroughs 
Adding Machine Company. R. S. O’NEILL. Eight years’ 
editorial experience on newspapers; member of the copy 
department of Erwin-Wasey for three years; assistant 
copy chief of the Campbell-Ewald Company for four years. 
An organization serving a number of active accounts in- 
cluding Graham-Paige Motors Corporation, Sparks-With- 
ington Company, Federal Motor Truck Company, Eureka 
Vacuum Cleaner Company and the American Blower 
Company. Ten clients comment on their copy.. One 
writes: “Their copy has always been very effective and 
has received several awards.” Another states: “We hold 
them in highest esteem after a close relationship of many 
years.” 


For further information concerning this agency see page 121. 
ROBERT H. BROOKS, ADVERTISING 


802 Boyle Building, Little Rock, Ark. 
Branch: Brooks of Illinois, Chicago, II. 


Recognition: ANPA; PPA; APA; ABP. 


Rosert H. BROOKS, president; WILL H. Howe t, vice pres- 
ident; R. W. MowEnr, secretary-treasurer. 


Established 1919 


Established 1874 
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BROWN ADVERTISING AGENCY, Inc. 
110 West 40th Street, New York, N. Y. 

Recognition: ANPA; PPA; APA. 
Louis Brown, president. J. T. KING, vice president. H. 
MITCHELL PRICE, secretary. SAMUEL HALPERN, treasurer. 
Handles forty-seven accounts, and is particularly well 
equipped to service accounts in the automotive, wearing 
apparel and shoe fields. 


THE BUCHEN COMPANY Established 1914 
28 East Jackson Boulevard, Chicago, IIl. 

Branch Offices: 709 Prudden Building, Lansing, Mich.; 

204, Rue Royale, Bruxelles, Belgium 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

WALTHER BUCHEN, president. Formerly copywriter with 
J. Walter Thompson Company, and Erwin Wasey & Com- 
pany, then vice president of Gardner Advertising Com- 
pany, St. Louis; later plan and production manager for 
J. Walter Thompson Company, Chicago. HENRY WARE 
ELIOT, JR., vice president and treasurer. Formerly owner 
of a printing company, later with the Cheltenham Agency. 
JOHN F. PRICE, vice president. Five years’ contact and 
service man with Henri, Hurst & McDonald. Five years as 
vice president and general manager of Merrill Price & 
Taylor. Mr. Price has had seventeen years of retail and 
merchandising experience with many of the most impor- 
tant national advertisers in the United States. Space 
buyers—JOHN M. MCDONALD, R. H. IRVINE and G. O. Mc- 
CAUSLAND. This agency serves twenty-nine advertisers 
including Reo Motor Car Company, Nichols & Shepard 
Co. and Barber-Greene Company, all of which have been 
with them a long time. 


BURNET-KUHN ADVERTISING COMPANY Est. 1916 
605 North Michigan Avenue, Chicago, IIl. 
Recognition: ANPA; PPA; APA. 

J. S. BURNET, president; P. R. KUHN, vice president; F. J. 
Woops, secretary; E. K. MASSEY, space buyer. This 
agency handles about twenty accounts, including South 
Bend Watch Company, Stover Mfg. and Engine Co., Free- 
port, Ill., and the institutional advertising for the Tribune 
publications. 


BURNS-HALL ADVERTISING AGENCY, Inc. Est. 1919 
137 Second Street, Milwaukee, Wis. 

Member: ABC. 

Recognition: ANPA; PPA; APA; ABP. 
B. K. BURNS, president. Copywriter with two large 
agencies, assistant advertising manager for B. Kuppen- 
heimer, Chicago. C. H. HALL, vice president. Assistant 
advertising manager Carson, Pirie, Scott & Company (Re- 
tail). Advertising manager, Boston Store, Milwaukee. 
N. L. TELANDER, secretary. Road salesman. Advertising 
department, Butler Brothers, Chicago. W. H. PRUEMERS, 
treasurer. Publishers give this agency a good grade. 
Reports from three Dartnell subscribers served by this 
agency speak highly of copy. Oldest accounts are Pitts- 
burgh Plate Glass Company, Wadhams Oil Company, 
Koehring Company. Total accounts twelve. 


JOHN L. BUTLER COMPANY 

Public Ledger Building, Philadelphia, Pa. 
Recognition: ANPA; PPA; APA. 

JOHN L. BUTLER, president. Handles four accounts, The 

Fifth Avenue Corset Company, George Royale & Co. 

(Dolly Madison Bedspreads), Chatham Manufacturing 

Co. (Blankets), and Public Ledger Company. 


Established 1927 


CAHILL ADVERTISING COMPANY 

860 Pacific Building, San Francisco, Cal. 

Branch: Harris Building, Los Angeles 
Member: NOAB. Recognition: ANPA; APA; ABP. 


E. W. CAHILL. Eleven years in New York City, asso- 
ciated with International Correspondence Schools, Fletch- 
er’s Castoria, Pennsylvania Railroad, White Rock. One 
of their twelve clients writes us: “We have better sales 
cooperation from Cahill than any other agency we have 
ever had contact with.” Three of their oldest accounts 
are Western Meat Co., Globe Grain & Milling, Workman 
Packing Co. 


Established 1915 


CALKINS & HOLDEN, Inc. 
247 Park Avenue, New York, N. Y. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


EARNEST ELMO CALKINS, president. Author of “The Busi- 
ness of Advertising” and other books; contributor to lead- 
ing magazines; awarded Bok medal 1925. Tom Hatt, 
twenty-two years with this agency. W. C. CALKINS, Jr., 
vice president, thirty-one years in selling and advertising. 
R. P. CLAYBERGER, treasurer, twenty-three years with this 
agency. JAMES A. (RENE) CLARKE, secretary and art 
director. JOHN MAGEE, vice president. NORWOOD WEAVER, 
vice president. F. J. FITZGERALD, space buyer. 


Established 1902 


This agency concentrates on a relatively small number 
of accounts and is famed for dignified advertising of out- 
standing quality, both as to copy and illustration. They 
conceive their business as advertising, including all mer- 
chandising and research necessary to make the advertising 
successful. 


CAMPBELL-EWALD COMPANY, Inc. 

General Motors Building, Detroit, Mich. 

Branches: Chicago, New York City, Toronto, Cincinnati, 
San Francisco, Los Angeles, Montreal and Paris 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


H. T. EWALD, president; Guy C. BROWN, vice president 
and secretary; J. FRED WoopRUFF, vice president, treas- 
urer and general manager; FLETCHER RICHARDS, vice 
dent; W. H. TAYLOR, vice president; J. L. HaArpic, A. J. 
FEINBERG, I. A. MATTINGLY, J. H. NEEBE, H. A. DONAHUE, 
S. C. Brown, P. SEIDENSTRICKER, R. H. CROOKER, R. H. 
BREDING, R. J. HOLIHAN, E. R. BORNMAN, B. A. 
WALKER, E. E. ROTHMAN, account executives. A _ well 
organized agency with a staff of 375 people. Vol- 
ume of business ranks among the first five agencies in the 
country. Serves 102 clients, two of whom have been with 
the agency fifteen years, one for thirteen years, one for 
eleven years, two for ten years, etc. An important part of 
this agency’s service is a field contact organization. 
Handles accounts ranging in size from $15,000 a year to 
one of the largest in the world. Equipped to handle any 
type of advertising. 


For further information concerning this agency see pages 126-7. 


Est. 1912 


THE CAPLES COMPANY 
225 East Erie Street, Chicago, II. 
Branch: 2002 Grand Central Terminal, New York City 
Member: NOAB. Recognition: ANPA; PPA; APA. 
R. C. CAPLES, president; RALPH HARTSING, vice president, 
secretary and treasurer; ROBERT C. MARKLEY, vice presi- 
dent, Chicago office; F. L. BELT, vice president, New York 
office; W. E. GIBSON, space buyer. This agency has made 
a reputation in serving railroads and travel advertisers, 
including the Union Pacific System, the Illinois Central 
System, the Chicago, Rock Island & Pacific Ry., and the 
American Express Company. Total accounts number 
twenty-five. It also handles a number of resort accounts. 


Established 1921 


CARR & COLUMBIA, Inc. 

17 East 38th Street, New York, N. Y. 
Member: NOAB. Recognition: PPA; APA; ABP. 
SHIRLEY N. Carr, president; Curtis F. CoLUuMBIA, vice 
president and treasurer. This agency has an excellent 
background for advertising any product of an architec- 
tural or decorative nature, and has conducted several im- 
portant campaigns in the specialized field on home building 

and furnishing. It serves about twenty accounts. 


Established 1919 


CASEY-LEWIS COMPANY Established 1921 
Cotton States Life Building, Nashville, Tenn. 
Recognition: ANPA; PPA; APA. 

RuMSEY LEWIS, president, secretary and_ treasurer. 
WALKER CASEY, vice president. FE. E. WHITE, space 
buyer. Serves about thirty accounts, mostly in Tennessee. 
Three of their oldest accounts are W. G. Bush & Com- 
pany, Wheeler-Okell Company, and Caldwell & Company. 
The principals are young men, but letters from clients 
speak highly of their advertising craftsmanship. 
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CECIL, WARWICK & CECIL, Inc. 
247 Park Avenue, New York City 
Branches: Richmond and Baltimore 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
JoHN H. CECIL, president; JAMES M. CECIL, secretary and 
treasurer; H. P. WARWICK, vice president; J. H. WHITE- 
LEY, C. VREDENBURGH, E. J. BANNVART; S. JACKSON, space 
buyer. Handling twenty-seven accounts, including Plant- 
ers Nut and Chocolate Company, Richmond Hosiery Mills, 
The Nunally Company, Venice Co. 


Established 1914 


THE CHAMBERS AGENCY, Ine. » Established 1905 
339 Carondelet, New Orleans, La. 
Branches: 1243 Penobscot Bldg., Detroit; 551 Fifth Ave- 
nue, New York; Starks Bldg., Louisville, Ky. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


S. O. LANDRY, president. Merchant, banker, business 
manager, Hoyt Agency, Street & Finney, New York. 
MoRTON CALDWELL, vice president. Seventeen years’ news- 
paper advertising experience. D. W. PIPES, JR., secretary; 
J. J. WOLF, JR., art director and director; T. R. Harris, 
vice president and manager New York office. One of the 
largest advertising agencies in the South, with an organi- 
zation of sixty people serving about 100 accounts, includ- 
ing Standard Oil Company of Louisiana, Louisville and 
Nashville R. R., Humble Oil and Refining Company, 
Glover’s Dog Medicines, Agfa Films, etc. Most of their 
accounts are national. Letters on file from fifteen clients 


praise especially painstaking service and merchandising 
groundwork. 


CHAMBERS & WISWELL, Inc. 

260 Tremont Street, Boston, Mass. 
Recognition: ANPA; PPA; APA. 

GEORGE J. CHAMBERS, president. Harry L. STONE, vice 

president. F. DERBY HALL, vice president. EDWARD J. 

ZEIGLER, secretary. GEORGE C. WISWELL, treasurer. 


Established 1920 


CHAPPELOW ADVERTISING CO., Inc. 
1709 Washington Avenue, St. Louis, Mo. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

B. E. CHAPPELOW, president. Twenty-nine years in adver- 
tising agency work; five years previous in newspaper 
advertising work. DANIEL A. RUEBEL, vice president. 
Fifteen years’ agency experience, one year in banking 
business, three years in newspaper reportorial work. 
NORMAN LEWIS, vice president. In charge of plans mer- 
chandising. Fourteen years’ agency experience, three 
years’ experience with direct mail agency, seven years’ ex- 
perience as advertising and sales manager of different 
companies selling consumer and technical goods. ELMER 
G. MARSCHUETZ, vice president. Eight years in advertising 
agency work, five years previous in sales promotion work 
with large manufacturing concern. J. A. HUBBARD, sec- 
retary. Twenty-one years’ agency experience. J. F. FIN- 
GERLIN, treasurer and general manager. Twenty-two years 
m agency work. F. S. CoODDING, nineteen years’ agency 
experience, two years editorial work on class publications, 
two years newspaper reportorial experience. W. J. JOHN- 
SON, space buyer. 


This agency serves thirty accounts in such diversified 
fields as food products, oil, women’s silk hosiery, men’s 
hats, shoes, wire rope, refractories, credit insurance, bonds. 
letters on file from ten of these accounts comment espe- 
cially on the merchandising ability of the principals. It is 
Significant that Chappelow has handled the Three-in-One 
Oil account (New York) for twenty-five years. 


Est. 1903 


CHARLES ADVERTISING SERVICE 

23 East 26th Street, New York, N. Y. 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


H. H. CHARLES, president; Cary A. ROWLAND, secretary; 
JOSEPH BOORSTER, space buyer. This agency handles 
twenty-four accounts, the three oldest being Bateman 

fg. Company; Nash-Acme Harrow Company and Mas- 
Ssey-Harris Harvester Company. This agency specializes 
to a large extent on products sold to farmers. Mr. Charles 
ls a former president of the New York Advertising Club. 


Est. 1907 


NELSON CHESMAN & COMPANY 
1127 Pine Street, St. Louis, Mo. 
Branches: Chicago, New York City, Cleveland, Chat- 
tanooga 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
RICHARD PENDERGAST, president; Louis H. BUDKE, vice 
president and treasurer; CONRAD BUDKE, secretary; PAT- 
RICK J. MULLALY, manager at Chicago; FRANK F. LarR- 
MORELLE, manager at Cleveland; ROSSITER HOLBROOK, 
manager at New York; HENRY TRITSCHLER, manager at 
Chattanooga; JOHN FEINSTEIN, space buyer. One of the 
larger St. Louis agencies, especially well qualified to ad- 
vertise drug products and oil specialties. The agency 
handles and places about one hundred advertising ac- 
counts. F 


Established 1874 


CHURCHILL-HALL, Ine. 

50 Union Square, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

H. B. LEQUATTE, president and general manager. Eleven 
years’ experience with Chicago agency. Became business 
manager of New York agency in 1918. Joined Churchill- 
Hall in 1921, as president. E. S. LEONARD, secretary- 
treasurer. W.M. FITZ, copy chief. E.C. Norris, director 
of research. Among the accounts served, the following 
have been with this agency upwards of six years: Bos- 
ton Woven Hose & Rubber Co., E. P. Dutton & Co., Gor- 
ton-Pew Fisheries Co., Ltd., and Multibestos Co. 


Established 1912 


W. K. COCHRANE ADV. AGENCY 
30 North Dearborn Street, Chicago, III. 
Recognition: ANPA; PPA; APA. 
W. K. COCHRANE, president and treasurer; D. D. CocH- 
RANE, vice president; Miss E. B. MCINTYRE, secretary and 
space buyer. This agency has a good background for 
handling moving picture advertising. For the past four 
years it has served the Universal Pictures Corporation of 
New York, and Balaban and Katz of Chicago. One client 


writes: “They give us service that leaves nothing to be 
desired.” 


Established 1900 


DAVID H. COLCORD 
222 West Adams Street, Chicago, III. 
See Advertising Specialists. 


COLLINS-KIRK, Inc. Established 1919 
752 North Michigan Avenue, Chicago, III. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
GEORGE R. COLLINS, president. Twelve years’ advertising 
experience. WALLACE F. KIRK, vice president. Eight 
years’ advertising agency experience. Fifteen years with 
the Chicago Tribune. A. E. MUNN, treasurer. Thirteen 
years’ advertising agency experience. Serves about 
twenty accounts and has had best results in advertising 
food products. It places the advertising for John F. Jelke 
Company, James S. Kirk & Company, and Murine. 


WENDELL P. COLTON COMPANY Established 1909 


165 Broadway, New York, N. Y. 
Branch: Boston 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


W. P. COLTON, president; W. J. McDONALD, vice presi- 
dent; E. B. VAN HOOK, vice president; R. S. COLTON, sec- 
retary; F. E. Fitcu, J. F. McDONALD. Active accounts, 
thirty, including Durham Duplex Razor Company, Liver- 
pool & London & Globe Insurance Company, Jaeger Co., 
Inc., Richardson & Boynton Company, Wade & Butcher 
Co., Inc., and Lackawanna Railroad. 


FRANK M. COMRIE COMPANY 

310 South Michigan Avenue, Chicago, III. 
Recognition: PPA; APA; ABP. 

FRANK M. CoMRIE, president and treasurer. Over twenty- 

five years with J. Walter Thompson Company. Vice presi- 

dent of Vanderhoof, Condict & Comrie (now Vanderhoof 

& Company). THOMAS F. LANNIN, formerly with Wm. H. 


Established 1919 
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CAMPBELL-EWALD 


COMPANY 


H. T. Ewald, President 


J. Fred Woodruff, Vice-President & Treas. 
F, D. Richards, Vice-President 


Guy C. Brown, Vice-President & Sec’y 
W. H. Taylor, Vice-President 
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In Every City and Village in the United States 


A new meaning has been given to the term, 
“‘national advertising agency’’ by Campbell-Ewald 
Company. Not only is this organization engaged 
in conducting advertising and publicity campaigns 
nationwide in scope. It is also actually represented 
in every city and village in the United States. 

The Campbell-Ewald organization consists of ten 
offices located in the following cities: Detroit, New 
York, Chicago, San Francisco, Los Angeles, Port- 
land, Seattle, Montreal, ‘Toronto, and Paris, France. 


In addition, twenty-three trained men, with head- 


quarters in the places indicated on the map, are 
constantly traveling their territories in the interests 
of Campbell-Ewald clients. These men are selected 
for their tact, resourcefulness and general ability. 
They visit every community of any importance at 
frequent intervals during the year. Ina few years 
time they have saved hundreds of thousands of dol- 
lars for Campbell-Ewald clients and have proved 
themselves an important link between manufac- 
turer and consumer in the process known as— 
Advertising Well Directed. 
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Advertising Well Directed Ww 


American Automobile Association 
American LaFrance Co. 

Apex Electrical Mfg. Company 
Ashley-Dustin Steamship Lines 
Bank of Detroit 

Benjamin Dansard & Co. 

Blue Bird Diamond Syndicate 
Bon-Dee Golf Company 

Brown- Lipe Chapin 

Buick Motor Company 
Burroughs Adding Machine Co. 
Capper’s Farmer 

The Carrom Company 

The Car-To-Home Fruit Company 
Chevrolet Motor Company 
Consolidated Paper Company 
Copeland Products, Inc. 
Delco-Remy Corporation 
Detroit & Cleveland Nav. Co. 
Detroit & Pt. Huron Steamship Co. 
Detroit & Windsor Ferry Co. 
De-Vry Corporation 

Duo-Set Golf Company 

Fireside Industries, Inc. 
Fyr-Fyter Company 

Forbes Magazine 

Getgey- Jung Company 
Gilmore & Chavenelle 

Gregory, Mayer & Thom 
Harrison Radiator Corporation 
Hercules Corporation 


CLIENTS 


Holley Carburetor Company 

Hyatt Roller Bearing Company 

Keystone Watch Case Company 
— Howard Watches 

Kleiner Cigar Manufacturing Co. 

S. S. Kresge Company 

Lewis Manufacturing Company 

Link Belt Company 

Mason Tire & Rubber Company 

The Milson Company 

National Association of Real 
Estate Boards 

National University Society, Inc. 

New Departure Manufacturing Co. 

Nicholson-Erie-Dover Ferry Line 

Oakland Motor Car Company 

Olds Motor Works 

Paintex Products Corporation 

Patterson Brothers & Company 

Ph. H. Postel Milling Company 

Premier Cushion Spring Co. 

Recreation Company, Inc. 

Rosenthal Publication 

Royal Easy Chair Company 

Silent Automatic Corporation 

Taylor Cap Company 

Union Trust Company 

Union Title & Guaranty Company 

United Motors Service, Inc. 

Webster Cigar Company 

White Star Navigation Co. 


IN CANADA 


Belding Corticelli, Ltd. 

Canadian General Electric Co., Ltd. 
Canadian Industrial Alcohol, Ltd. 
Chevrolet Motor Co. of Canada, Ltd. 
General Motors of Canada, Ltd. 

Life Underwriter’s Association 
McLaughlin Motor Car Co., Ltd. 
Olds Motor Works of Canada, Ltd. 


Oakland Motor Car Co., of Canada, 
Ltd. 

Orange Crush Bottling Co., Ltd. 

Ontario Tractor Company 

Pacific Lumber Company 

Sawyer-Massey, Ltd. 


Westinghouse Union Battery Co. 
Wolsey, Ltd. 
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FRANK M. COMRIE—(Continued) 


Rankin Company and Critchfield & Company. S. F. CIcERo, 
space buyer. CHARLES A. PHELPS, secretary. JEROME E. 
MASEK, production manager. This agency serves about 
twenty-five accounts in highly varied lines. It has an 
especially good background for advertising lines allied to 
refrigerators and automobile accessories. Commenting on 
their. service, one client states: “They have always given 
their honest opinion regardless of how it affects them 
financially.” 


ANDREW CONE GENERAL ADVERTISING AGENCY 
18 East 41st Street, New York, N. Y. Established 1890 


Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
FREDERICK H. CONE, president and treasurer. Twenty- 
six years with this agency. GEORGE F. NOLAN,: executive 
vice president. F. E. RICHARDS, secretary, with this 
agency seven years. GERALD C. SMITH, vice president. 
W. E. SIMLER, vice president. Agency reports handling 
about forty-five accounts, several of which are in the real 
estate field. 
S. A. CONOVER COMPANY Established 1916 
99 Chauncey Street, Boston, Mass. 


Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
S. A. CONOVER, president and treasurer; FRANK B. BALD- 
WIN, vice president; H. L. CRONIN, secretary. This agency 
handles about fifteen accounts, and for most of them they 
not only prepare and place the advertising, but assist in 
preparing marketing plans, researches, etc., the extra 
service being done on an extra service charge basis. Three 
oe = are: Sanford Mills, Dr. True’s Elixir, United 

ruit Co. 


THE CONOVER-MOONEY COMPANY 

750 N. Michigan Ave., Chicago, III. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


ROBERT JOHNSTONE MOONEY. Formerly vice president of 
a Chicago agency. Prior to his agency connection, he was 
one of the editors of the New York Tribune and associate 
publisher of the Chicago Inter Ocean. H. B. COHEN. 
Twelve years’ advertising experience. OSWALD F. 
SCHUETTE. Formerly Washington correspondent of the 
Chicago Inter Ocean, Leslie’s Weekly, Iron Age; editorial 
writer on Hearst papers. Four years war correspondent 
on the Chicago Daily News. JOHN F. Sowers. Twenty 
years’ agency experience. Serves about thirty accounts, 
including a number of household commodity and food 
products accounts. Responsible for the Sauer Kraut cam- 


Est. 1917 


paign, Hoffman Heater Co., Sta-Rite Hair Pin Co., Vitro- 
lite Co., Puritan Hams & Bacon (Cudahy Packing Co.), 
E. K. Pond Co., and E. & A. Opler. 


COOLIDGE ADVERTISING COMPANY 
Insurance Exchange Building, Des Moines, Ia. 


Member: AAAA. 

Recognition: ANPA; PPA; APA; ABP. 
IvAN COOLIDGE, president. Nine years in newspaper ad- 
vertising. R. E. BROHOLM, vice president. Formerly in 
farm paper and educational work. PAUL BLAKEMORE, 
secretary. Formerly in newspaper and educational work. 
HENRY J. KROEGER, production manager. Formerly sales- 
man and copywriter. This agency has wide experience 
in advertising products sold to the farmer, and also prod- 
ucts merchandized through retail channels. Four of their 
oldest accounts are The Boyt Company, The Bartles-Shep- 
herd Oil Company, H and H Cleaner Company, The Par- 
sons Company. 


THE CORMAN COMPANY 
49 West 45th Street, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
S. WILBUR CORMAN, president and general manager. For 
seven years prior to 1916 general manager for N. W. Ayer 
& Son, with a background of wholesale and retail mer- 
chandising experience. E. H. WILKINSON, vice president 
and treasurer. E. H. CUMMINGS, secretary and space 
buyer. Now handling eight national accounts, including 
Hardman, Peck & Company; Haviland China Company; 
National Bank of Commerce in New York. 


THE PAUL CORNELL COMPANY, Ine. 
28 West 44th Street, New York, N. Y. 
Recognition: PPA; APA; ABP. 

PAUL LINCOLN CORNELL, president. Formerly with Mar- 
shall Field & Company, L. A. Westermann, Goodrich and 
Diamond Rubber Company four years. Twelve years’ 
sales and advertising experience. NORMAN M. MARKWELL, 
vice president. Five years advertising manager of Nulo- 
moline Company. Three years advertising manager, 
American Molasses Company. Six years’ advertising 
agency experience. ALFRED STANFORD, secretary. In 
charge of copy and art departments. Author of three 
novels and contributor of fiction to various magazines. 
MorTON R. GOLDSMITH, treasurer. Advertising depart- 
ment experience with New York Times and Literary 
Digest. For seven years as vice president in charge of 
sales of the Buffalo Shirt Company. 

A capable agency, of the personal service type serving 
sixteen advertisers in varied fields. The sales promotion 
work which this agency has done for the Irish & Scottish 


Est. 1913 


Established 1912 


Est. 1926 


A record of 35 years of 
success in advertising and 
sales promotion is a re- 
liable guarantee of the e 
service and the ability of our organization 


Frank M. Comrie Co. « Tribune Tower... Chicago 


ficiency of our 
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THE PAUL CORNELL CO., INC.—(Continued) 


Linen Damask Guild, Inc., in connection with department 
stores has been noteworthy. Letters from clients indica- 
tive of conscientious service. Among the accounts are 
Freed-Eisemann Radio Corporation, Standard Varnish 
Works, Hardman Peck & Co. 


For further information concerning this agency see page 131. 


CORNING, Incorporated 
St. Paul, Minn. 


Recognition: ANPA; PPA; APA. 


LEAVITT CORNING, president and treasurer, extended ad- 
vertising experience with St. Paul newspapers and in ad- 
vertising agency work. L. R. GATES, secretary, formerly 
advertising manager for a St. Paul wholesale grocery 
concern; H. M. THOMPSON, vice president. A smaller 
agency of the personal service type serving about thirty 
accounts in varied lines of business, nearly all located in 
the Twin Cities. Three of the older advertisers served by 
this agency are Gordon & Ferguson, Scott Briquet Com- 
pany and the Northwestern Fuel Company. 


Established 1904 


COWAN, DEMPSEY & DENGLER, Inc. 
25 West 45th Street, New York, N. Y. 


Recognition: ANPA; PPA; APA. 


StuaRT D. COWAN, president; W. L. DEMPSEY, vice presi- 
dent; H. W. DENGLER, JR., vice president and treasurer; 
and a group of executives specializing in the various 
phases of the service. The organization operates on a fee 
basis combining the functions of marketing counsel with 
the services of an advertising agency. 


Est. 1924 


THE CRAMER-KRASSELT CO. Established 1898 
425 Van Buren Street, Milwaukee, Wis. 
Branch: 727 W. Seventh Street, Los Angeles, Cal. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


F, G. CRAMER, president; W. A. KRASSELT, vice president 
and treasurer; A. W. SEILER, secretary; A. L. VANDER- 
JAGT, second vice president; H. T. DYSON, third vice presi- 
dent; C. T. MCELRoy, assistant treasurer; F. AUMUELLER, 
director direct mail department; O. JAY BLAKE, director 
business extension; C. M. DANIELL, space buyer. Cramer- 
Krasselt clients endorse the merchandising counsel given 
by this agency, which has a sound understanding of the 
proper relationship between advertising and selling effort. 
This company serves about forty active accounts covering 
practically all industries, with particularly strong repre- 
sentation in the home equipment field. 


. 


CRITCHFIELD & COMPANY 

14 E. Jackson Blvd., Chicago, III. 

Branches: Palace Building, Minneapolis, Minn.; 40 E. 49th 
Street, New York, N. Y.; 205 Times Building, Chat- 
tanooga, Tenn. 

Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


Scorr S. SMITH, president; A. L. SALISBURY, vice presi- 
dent; E. P. NESBITT, secretary; R. J. BIRKLE, treasurer; 
R.C. SCRYMIGER. One of the oldest of the larger Chicago 
agencies. They have had a broad experience in automo- 
tive, agricultural and hardware markets. They now serve 
one hundred and five general accounts in widely diversified 
lines. Some of their oldest and important. accounts are 
Firestone Tire & Rubber Company, Ford Motor Company 


(Lincoln Division), Wheeling Steel Corporation, Deere & 
ompany. 


For further information concerning this agency see page 133. 


SAMUEL C, CROOT COMPANY, Inc. 
28 West 44th Street, New York, N. Y. 
Recognition: ANPA; PPA; APA. 
SAMUEL C. CrooTt, president; PETER J. LARNEY, vice presi- 
ent; STANLEY GIBSON, secretary-treasurer. A relatively 
' agency organized to give close personal service to 
ourteen accounts, including Eberhard Faber, Krementz 
®& Company, Chas. Scribner’s Sons, and others. Good 
Sackground for merchandising jewelry. 


Est. 1923 


J. H. CROSS COMPANY 

1700 Walnut Street, Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


J. H. Cross, president. C. T. MILLER, vice president. D. 
D. CHRISMAN, secretary. V. A. HARRIS, treasurer. One 
of the leading Philadelphia agencies, with a particularly 
good slant on advertising a product for resale. 


Established 1914 


CROSS & LA BEAUME, Inc. 

250 Fifth Avenue, New York, N. Y. 
Recognition: PPA; APA; ABP. 
J. FREDERICK CROSS, JR., president and secretary. Twenty 
years’ experience in advertising and sales work, including 
publishing, manufacturing and agency work. E. I. La 
BEAUME, vice president and treasurer. Nineteen years’ 
experience in editorial, advertising and sales work. This 
organization is servicing a limited number of selected 

accounts. 


Established 1924 


CROSSLEY & FAILING, Inc. Established 1922 
809 Terminal Sales Building, Portland, Ore. 


Recognition: ANPA; PPA; APA. 


J. T. CROSSLEY, president. Three years’ experience in 
engraving business. Two years as production manager in 
other agencies. Two years at head of own agency. Five 
years with present agency. M. R. MACKEY, vice presi- 
dent; E. M. SooYsSMITH, secretary and treasurer. Handle 
about twenty-five active accounts, the oldest among them 
being Ben Selling, United States Bakery, Oregon Journal, 
Northwestern Electric Company and Warrenton Clam 
Company. 


CROWELL, CRANE, WILLIAMS & CO. 
612 North Michigan Avenue, Chicago, Ill. 


Member: NOAB. Recognition: ANPA; PPA. 


L. A.- CROWELL, president. Formerly a newspaper writer 
for several years. Writer of Marshall Field & Company’s 
newspaper advertising for four years. Advertising man- 
ager of chain store group. Twelve years as copywriter 
for Lord & Thomas; vice president and manager of Chi- 
cago office of Van Patten, Incorporated. Four years a 
principal of Benson, Gamble & Crowell. R. P. CRANE, 
vice president and treasurer. Twenty-one years with Lord 
& Thomas. F. H. MARLING, secretary. Two years with 
Doubleday, Page & Company, selling advertising. Ten 
years with Benson, Gamble & Crowell. 


Est. 1926 


Although organized January 1, 1926, this agency has 
served most of its accounts for several years through its 
principals while in partnership in another Chicago agency. 
Confidential letters from the presidents of two of their 
most important accounts state they are entitled to highest 
rating on both copy and service. Another client says: 
“We find them exceedingly useful in making practicable, 
working suggestions to bring about the result we desire 
to accomplish.” Their three principal accounts are The 
Parker Pen Company, The Liquid Carbonic Corporation 
and The Chicago Flexible Shaft Company. 


JOHN CURTISS COMPANY, Inc. Established 1920 


250 Park Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 


JOHN CURTISS, president and treasurer. L. D. WER- 
THEIMER, vice president and general manager. A list of 
six accounts, headed by Cunard Steamship Company, and 
Thos. Cook & Son. In addition to these accounts this 


id serves several important advertisers in the general 
field. 


DANIELSON & SON Established 1886 
205 Industrial Trust Building, Providence, R. I. 
Recognition: ANPA; PPA; APA. 

GEORGE W. DANIELSON, president. FRANK E. DODGE, vice 
president. IRVING A. KEACH, treasurer. LAWRENCE T. 
GOODMAN, secretary. Handling fifty accounts, largely 
located in New England. Long experience in connection 
with jewelry, silverware and allied lines. Three oldest 
accounts: Brownell & Field Co., Everett & Barron Co., 
G. L. & H. J. Gross. 
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D’ARCY ADVERTISING COMPANY 
1501 Locust Street, St. Louis, Mo. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
W. C. D’ARcyY, president. J. F. OBERWINDER, vice presi- 
dent. EDWARD BEECHER, vice president. A. L. LEE, vice 
president. P. J. ORTHWEIN, vice president. C. C. PANG- 
MAN, secretary and treasurer. J. E. SULLIVAN, space 
buyer. One of the leading agencies in the country. Han- 
dles approximately thirty important accounts, many of 
which are located outside of this agency’s point of opera- 
tion. One client, of twenty years’ standing, writes: 
“They have been a big help, not only in planning our 
advertising, but in merchandising counsel as well. The 
amount we were to spend always seemed secondary to 
the results to be achieved.” Some of the oldest accounts 
for which this agency has rendered noteworthy service 
are Coco-Cola (Atlanta), General Tires, White Trucks 
and Anheuser-Busch. 


Established 1906 


DARLOW ADVERTISING COMPANY 
410 South 19th Street, Omaha, Neb. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
A. B. DARLow. Seventeen years’ advertising and selling 
experience. E. H. ALLEN, manager and vice president. 
Twelve years’ experience in advertising and selling. C. B. 
DARLOW, space buyer. Twelve years’ advertising and sell- 
ing experience. An agency of the personal service type, 
handling a large number of accounts, mostly located in 
Nebraska. Have a good background for advertising any 
products sold to farmers. 


Est. 1905 


THE DAUCHY COMPANY, Inc. 

9 Murray Street, New York, N. Y. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 

GEORGE E. HARRIS, president. Forty-three years with this 

company. GEORGE E. Harris, JR., treasurer. Thirteen 

years with company. ANNA V. GRACE, secretary. Twenty- 
seven years with company. W. H. BENNETT, space buyer. 

Thirty-one years with company. Now handling thirty- 

nine accounts, seventeen of which have been with the 

agency for more than twenty years. Clients stress service 
in building up small accounts. Among the older accounts 
are: Hiscox Chemical Works (45 years), The “Oxo” Co. 

(44 years), Allen S. Olmsted (35 years), Kemp & Lane 

(38 years). 


Established 1867 


DUDLEY DAVIS, Inc. 
524 Dermon Building, Memphis, Tenn. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


H. D. DAvis, president and treasurer. JOSEPH DAVIS, vice 
president and secretary. 


Established 1925 


BEN DEAN ADVERTISING AGENCY Est. 1919 

525 Michigan Trust Building, Grand Rapids, Mich. 
Recognition: PPA; APA; ABP. 

BEN DEAN. Fifteen years’ agency and newspaper experi- 

ence. A small agency of the personal service type, with 

a good background for advertising furniture or allied 

products. Most of its twelve accounts are in that field. 


HENRY DECKER, Ltd. 
128 West 31st Street, New York, N. Y. 


Recognition: ANPA; PPA; APA. 


HENRY DECKER, president. Thirty years’ experience in 
agency work. RALPH H. MEADE, vice president and active 
head of the agency. Six years in manufacturers’ sales 
and advertising work; five years in agency work. FRANK 
J. WARDE, secretary. Fifteen years newspaper work, 
eleven years agency work. One of the oldest agencies 
in New York. Total accounts handled forty-nine. Three 
accounts which have been with the agency over a period 
of years are Wilson Chemical Company, Ballard Pencil 
Company, Junior Food Products Company. 


Established 1882 


CHARLES H. DENHARD & COMPANY 

17 East 45th Street, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

CHARLES H. DENHARD, president. J. C. PFEIFFER, vice 


Est. 1922 


president and secretary. Harry D. HERRON, treasurer, 
Handling sixteen active accounts, including D. Appleton 
& Company, Harper & Brothers, G. P. Putnam’s Sons. 


GEORGE S. DE ROUVILLE ADVERTISING 

452 Broadway, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

GEORGE S. DE ROUVILLE. Twenty-two years advertising 

and sales manager previous to establishing this agency. 


Handle about twenty-five accounts in a wide variety of 
fields. 


Est. 1918 


ELMER H. DOE ADVERTISING AGENCY 
315 Keller Building, Louisville, Ky. 

Member: NOAB. Recognition: ANPA;; PPA; APA. 
Handle approximately twenty accounts in varied lines, but 
chiefly among building materials and foods. They also 
have the Louisville Industrial Survey account. 


Est. 1914 


DOLLENMAYER ADV. AGENCY, Inc. Est. 1897 
519 Metropolitan Life Building, Minneapolis, Minn. 
Recognition: ANPA; PPA; APA. 

ALBERT DOLLENMAYER, president. A. N. WALTERS, vice 
president. A personal service type of agency, confining 
its activities to the vicinity of St. Paul and Minneapolis. 
Serves about twenty-two clients, including Pillsbury Flour 
Mills, Bohn Refrigerator Company and Baker Importing 
Company. Has a good background for marketing a food 
product or a product sold to farmers. 


DONOVAN-ARMSTRONG 
1211 Chestnut Street, Philadelphia, Pa. 


_ Members: ABC. Recognition: ANPA; PPA; APA. 


H. M. DONOVAN, partner. Varied experience in newspaper 
work, merchandising and sales activities. Twenty-three 
years’ agency experience. J. C. ARMSTRONG, partner. 
Thirty years’ experience in newspaper work and general 
agency service. GEORGE MITCHELL, M. E. Fifteen years’ 
experience in the application of advertising to mechanical 
products. J. A. MCFADDEN, general publicity work. Nine 
years with this agency. S. IF. HAXTON, thirteen years in 
merchandising research, and service executive work on 
prominent national accounts. R. W. DEDEKIND, space 
buyer. Serves fourteen important advertisers including 
Henry Disston & Sons, Inc., North Bros. Mfg. Co., Fayette 
R. Plumb, Inc. These are their oldest accounts. 


Established 1911 


DOREMUS & COMPANY, Inc. 
44 Broad Street, New York, N. Y. ; 
Branches: Chicago, Boston, San Francisco 


" Member: NOAB. Recognition: ANPA; PPA; APA. 


CLARENCE W. BARRON, president. EVERETT T. TOMLINSON, 
JR., vice president. HuGH BANCROFT, secretary. H. A. 
HoPkKINS, treasurer. F. C. GOULDING, assistant secretary. 
J. C. HOSKINS, assistant treasurer. W. E. JACOBY, assis- 
tant treasurer. R. E. WILLIAMS, assistant treasurer. 
CHARLES J. KELLER, local manager Chicago office, 208 So. 
LaSalle street. L. W. Munro, local manager Boston 
office, 30 Kilby street. R. GoRDON Murray, local manage? 
San Francisco office, Hunter-Dulin Building. Widely 
known as a specialist in handling and placing financial 
accounts, due to close relations of the personnel with the 
Wall Street Journal and Boston News Bureau. 


Established 1903 


DORLAND AGENCY, Inc. Established 1883 
244 Madison Avenue, New York, N. Y. . 
Branches: Atlantic City, N. J.; Jacksonville, Fla.; Paris, 
France; London, England; Buenos Aires, Argentine; 
Rio De Janeiro, Brazil 
Member: NOAB. Recognition: ANPA; PPA; APA. 


WALTER E. EpcE, chairman of board. With agency 
Atlantic City since it began. Howarp S. HADDEN, pres 
dent. Sixteen years in New York and Philadelphia, _ 
ing own agency and McLain-Hadden-Simpers. we 
A. PorTER, vice president. The agency handles i 
five accounts in the United States and acts for twenty 
American advertisers in foreign countries. The = 
oldest accounts (all fifteen years) are: Chemical — 
Brooklyn Trust Company, Harmon National Real Esta 
Corporation. 
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DORRANCE, SULLIVAN & COMPANY, Inc. 
130 West 42nd Street, New York, N. Y. 
Member: ABC. 
Recognition: ANPA; PPA; APA; ABP. 


STURGES DORRANCE, president and treasurer. Experience 
includes service as general superintendent, J. Horace Mc- 
Farland Company, special representative Collier’s, eastern 
advertising director, McClure’s; automotive representa- 
tive, International Magazine Company, vice president 
Thomas F. Logan, Inc. HORACE CLEVELAND, vice presi- 
dent. Formerly officer of Cheltenham Advertising Agency 
and Frank Seaman, Inc. Advertising director, Cheney 
Brothers. FRANK J. COUPE, vice president. Formerly 
general sales manager Sonora Phonograph Company, vice 
president Redfield agency, president Coupe & Wilcox Ad- 
vertising Agency. 


Est. 1921 


One of the prominent New York agencies. Now serving 
thirty important clients such as American Tobacco Com- 
pany, American Cigar Company, Royal Typewriter Com- 
pany, United States Shipping Board, Copper & Brass 
Research Association, Church & Dwight Co., Inc., Chat- 
ham Phenix National Bank & Trust Company. The offi- 
cers and staff have had broad experience in sales and 
executive positions with manufacturing concerns and 
clients stress the ability of the agency to grasp the client’s 
point of view. 


For further information concerning this agency see page 145. 


CHARLES F. DOWD, Inc. 
408 Richardson Building, Toledo, O. 
Member: NOAB. 
Recognition: ANPA; PPA; APA; ABP. 
CHARLES F. DowD, president and treasurer. RALPH B. 
Way, vice president. R. T. CARRITHERS, secretary. PAUL 
W. AusTIN. A small agency of the personal service type 
serving eighteen accounts. Three oldest accounts are 


Haughton Elevator and Machine Company, Edward N. 
Riddle Company, Toledo Edison Company. 


Established 1925 


THE JOHN H. DUNHAM COMPANY _Established 1921 
431 North Michigan Avenue, Chicago, Ill. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


JoHN H. DUNHAM, president. H. R. VANGUNTEN, secre- 
tary and general manager. Staff, about forty people. 
Serving twelve accounts of diversified character, out- 
standing among which are Alfred Decker & Cohn (Society 
Brand Clothes); Armour and Company, Soap Division 
(Dona Castile, Luxor-Krasny Cosmetics, Lucian Lelong 
perfumés) ; Fansteel Products Company (Balkite Radio) ; 
Williamson Candy Company (Oh Henry Candy). An 
agency large enough to bring effective organization effort 
to any advertising or merchandising problem, yet not so. 
large as to preclude very close personal service. 


DUNLAP-WARD ADVERTISING COMPANY 
Keith Building, Cleveland, O. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
J. H. BALDWIN, president. WALKER EVANS, JR., vice presi-. 
dent. F. K. HALL, secretary and space buyer. An agency 
of the personal service type whose principal accounts are 
Chandler-Cleveland Motors Corporation; Mansfield Tire & 
Rubber Company; Climax Cleaner; Columbia Axle Com- 
pany, all located in the Cleveland district. 


THE GEORGE L. DYER COMPANY 
285 Madison Avenue, New York, N. Y. 
Branch: 33 South Clark Street, Chicago, Ill. 


Member: AAAA; NOAB; ABC. 
Reeognition: ANPA; PPA; APA. 


J. WIDEMAN LEE, JR., president; W. G. VAN ScHMus, 
treasurer; JOHN STARR HEWITT, secretary; W. L. Dorts,. 
E. M. STERLING, H. A. RICK, vice presidents. 


The George L. Dyer Company has been in business twenty- 
five years; six as Arnold & Dyer, and nineteen years as 
The George L. Dyer Company. It has handled accounts 
in practically every line of business and has been asso- 
ciated with some of the outstanding advertising successes 
of the country. At the present time it serves forty-eight 
accounts. Among the better known of these are: The 
United States Rubber Company, Weyerhaeuser Forest 


Established 1909 


charge for this service. 


When Considering 
An Advertising Agency 


HE Dartnell Corporation maintains in Chicago a file of data 

covering all recognized advertising agencies. This data includes 
reports from clients and former clients of these agencies, promotional 
literature and information provided by the agency as well as clippings 
of advertisements which the agencies have published in Sates MaAn- 
AGEMENT and other publications. 


While it is contrary to the Dartnell policy to recommend any adver- 
tising agency, we are always glad to answer specific questions about 
any agency our subscribers may have under consideration from the 
data which. we have accumulated in the past ten years. There is no 


Address: Editorial Department 
THE DARTNELL CORPORATION, 4660 Ravenswood Ave., CHICAGO 


Publishers: Sates MANAGEMENT - PRINTED SALESMANSHIP - The Dartnell Business Services 
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VERTISING 
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RK 
MINNEAPOLIS 


cA handbook of 650 
pages covering the essential 
up-to-the-minute facts of 
marketing and advertis- 


ing. Price $2.00 postpaid. 


The Executives’ Handbook 
of Advertising and Marketing Information 


The Critchfield Digest of 1928 brings to the executive a 
veritable vest-pocket encyclopedia of sales, merchandising 
and advertising data. Here in one volume of 650 pages, 
measuring 514° x 314” x 34”, we have assembled infor- 
mation on domestic and export markets, population, busi- 
ness and copyright laws, national income, motor vehicle 
registrations, railroads, surfaced highways, that is essential, 
almost daily, in the conduct of business. 


Essential data on every general magazine, farm paper, 
trade paper and foreign language publication. Circulation 
figures — size of type page —number of columns to 


Every buying center in the United States and Canada 
is analyzed by population, car registration, industries, 
banks, retail outlets, together with the local newspapers 
covering these markets. The domestic market analysis shows 
that 33% of the nation’s business is transacted in but 12 of 
the 3068 counties in the United States. 66 counties do 55° 
of the business; 225 counties do 75%; 632 counties do 85%. 

We have added greatly to the scope of this latest annual 
edition of the Critchfield Digest, making it, we believe, 
the most useful of any issue in its 18 years cf existence. You 
will find that every word of information and every table 


page, column size—halftone screen— line rate — page 


rate—dates forms close—date of issue, etc., are given. 


is not only instructive, but easy to find, in the handy, 


portable quick-reference form in which it is presented. 


CRITCHFIELD ¢ COMPANY 


ADVERTISING 


Chicago 


New York 


Minneapolis 
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THE GEORGE L. DYER COMPANY—(Continued) - 
Products, The Aluminum Company of America, The 
American Thermos Bottle Company, Quaker Oats Com- 
pany, American Face Brick Association, Best Foods, Inc.; 
Mueller’s Macaroni. 


EDWARDS, EWING & JONES, Inc. 
North American Bldg., Philadelphia, Pa. 
Branch: New York, N. Y. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
JOSEPH EWING, president; THoMAS M. JONEs, vice presi- 
dent and treasurer. GROSVENOR L. BALL, secretary. This 
agency is the result of a merger of the Joseph Ewing 
Marketing counsel and research service of New York and 
George W. Edwards & Company, Inc., of Philadelphia 
(established 1908). This agency is in a position to render 
particularly strong service to manufacturers marketing 
a product that needs strong merchandising methods. 


For further information concerning this agency see page 115. 


Established 1926 


A. R. ELLIOTT, Inc. 

53 Park Place, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

A. R. ELLIOTT, president. DANIEL M. ELLIOTT, vice presi- 

dent and treasurer. N. F. HANF, secretary. Now hand- 

ling 42 accounts, including Lea & Perrin’s Sauce; Chau- 

tauqua School of Nursing; J. L. Prescott Company. 


Established 1884 


A. W. ELLIS COMPANY 
40 Central Street, Boston, Mass. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 
A. W. ELLIs. H. C. MacGowan, space buyer. L. L. Mayo, 
production manager. Executives have had advertising 
and selling experience covering a wide diversity of manu- 
factured goods. Mr. Ellis has more than 40 years’ experi- 
ence. Clients stress service in small, substantial accounts 
where agency reliability is particularly important. One 
of the important New England agencies. 


Established 1904 


THE ERICKSON COMPANY, Inc. 
381 Fourth Avenue, New York, N. Y. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
A. W. ERICKSON, president. Thirty years’ advertising ex- 
perience, twenty-five as president of The Erickson Com- 
pany, five as advertising manager. Director of numer- 
ous manufacturing concerns. NEWCOMB CLEVELAND, vice 
president. Twenty-five years’ agency experience. Previ- 
ously advertising and sales executive for nationally dis- 
tributed food product. HARRY DWIGHT SMITH, vice presi- 
dent, formerly president of the Fuller and Smith Agency 
of Cleveland. Thirty-one years’ advertising and business 
experience. Guy H. RICHARDS, space buyer. One of the 
leading agencies in the country. Mr. Erickson has been 
a leader in the development of better advertising methods. 
The same is true of Mr. Smith. This agency serves some 
of the most important national advertisers, among the 
oldest being James McCutcheon & Company, The Barrett 
Co., Valentine & Co., Congoleum-Nairn, Inc.,.Bon Ami Co. 
Several clients with fifteen years’ experience with this 
agency speak highly of their plan and copy work, as well 
as their general cooperation with all departments of the 
business. A well-organized, thoroughly capable agency. 


ERWIN, WASEY & COMPANY, Ltd. _—_ Established 1914 

844 Rush Street, Chicago, Ill. 

Branches: New York City, London, Paris, Brussels, Rot- 
terdam, Zurich, Copenhagen, Berlin, Milan, Stock- 
holm, Helsingfors (Finland) 

Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 

L. R. WASEY, president; ARTHUR KUDNER, vice president 

and treasurer; GERALD PaGE-WooD, vice president and 

secretary. OWEN B. WINTERS, vice president in charge of 

New York office. One of the foremost advertising agen- 

cies and one of the few American agencies which operate 

internationally. Serves such important advertisers as 

Goodyear Tire & Rubber Company, Postum Cereal Com-, 

pany, United States Gypsum Company, Kohler of Kohler, 

A. C. Spark Plug Company, Carnation Milk Products 

Company, Wahl Company, etc. An institutional type of 

agency qualified by experience and organization to adver- 

tise any product or service. 


Established 1901 


N. W. Ayer & Sons 
Barron Richardson & Alley 
George Batten Co., Inc. 
Bissell & Land, Inc. 
Blackman Company, Inc., 
Brooke Smith French, Inc. 
Campbell-Ewald Co. 
Critchfield & Company 
Barron G. Collier, Inc. 
Cowen, Dempsey & Dengler 
D’Arcy Advertising Co. 
Geo. L. Dyer Company 
Erwin-Wasey & Company 
Fuller & Smith 


green, Inc. 


A Few of the Leading Agencies Who Subscribe to 


The Dartnell Sales Service 


Gardner Advertising Co. 
Glaser & Marks, Inc. 
Greenleaf Company 
Stanley E. Gunnison, Inc. 
Hannah-Crawford, Inc. 
Hommann & Tracher, Inc. 
Honig-Cooper Co. 

H. B. Humphrey Co. 

F. W. Hunt Adv. Service 
Ralph H. Jones Co. 
Klau-Van Pietersom-Dunlap-Young- 


Lambert & Feasley, Inc. 


H. K. McCann Company 
Geo. H. MacDonald, Ltd. 
The Moss Chase Co. 
Newell-Emmett Co. 

Olson & Enzinger 

Geo. Harrison Phelps, Inc. 
Potts Turnbull Co. 

Frank Presbrey Co. 
William Rankin Co. 
Frank Seaman, Inc. 
Russell M. Seeds Co. 
Sidener-Van Riper Adv. Co. 
Williams & Cunnyngham 
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i. If you want to know about our work, 

k- watch the advertising of the following: 
BON AMI 

nt CONGOLEUM RUGS 

. VALSPAR VARNISH 

a. GRINNELL SPRINKLERS 

te McCUTCHEON LINENS 

= . PETER SCHUYLER CIGARS 

er, ANSCO CAMERAS AND FILM 

ots COLUMBIA WINDOW SHADES 

. ARCADIAN SULPHATE OF AMMONIA 

DUZ 
ne TARVIA 
7 HAVOLINE OIL 


WALLACE SILVER 
THE DICTAPHONE 
BARRETT ROOFINGS 
NAIRN INLAID LINOLEUM 
COOPER HEWITT WORK-LIGHT 
NEWSPAPER INSTITUTE OF AMERICA 
PLYMOUTH BINDER TWINE 
INDIAN GASOLINE 
BONDED FLOORS 
NEW-SKIN 


W hat we've done for others we can do for you 


Member of the American Association of Advertising Agencies 
Member of the Audit Bureau of Circulations 
Member of the National Outdoor Advertising Bureau 


\\ 
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EVANS, KIP & HACKETT, Inc. 
247 Park Avenue, New York, N. Y. 
Branch: London, England 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


Davip G. EVANS, president. Thirty-two years in manu- 
facturing, merchandising, advertising, selling and banking. 
S. KEITH EVANS, vice president. Thirty-two years in re- 
tailing, manufacturing, merchandising, selling, advertising 
and publishing. E. F. HACKETT, vice president. Twenty 
years in magazine and editorial work, publicity and selling. 
GARRETT B. Kip, treasurer. Twenty years in financing, 
brokerage, selling, economic investigations home and 
abroad. H. E. THOMAS, secretary and assistant treas- 
urer. W. T. MARQUIS, space buyer. All of this agency’s 
clients are on a fee basis; in most cases the fee being 
automatically absorbed by the commission paid the agency 
by publishers when equal to the minimum fee of 500 
monthly. Included among its accounts are Ingersoll 
Watch Company, Garrison Fire Detecting System, Oyster 
Shell Products Corporation. Clients say their merchan- 
dising work has been extremely helpful. 


Established 1917 


FARNSWORTH & BROWN, Inc. 
2 West 45th Street, New York, N. Y. 


Recognition: ANPA; PPA; APA. 


FRANK W. FARNSWORTH, president. Twenty-seven years 
of advertising experience, much of it with J. Walter 
Thompson Company and The Blackman Company. Eb- 
WARD B. BROWN, treasurer. Twenty-five years in adver- 
tising work; formerly service and production manager for 
Frank Seaman Company. ANDREW W. CRAWFORD, secre- 
tary. Ten years’ advertising experience. This agency 
handles nineteen accounts, the three oldest being the Daisy 
Manufacturing Company, C. J. Hamilton & Son, Daniel 
Green Felt Shoe Company. This agency works closely 
with sales departments. Clients recommend them for 
diagnosing marketing problems. All accounts under the 
direct supervision of owners. 


Established 1921 


FECHEIMER, FRANK & SPEDDEN, Inc. 
415 Brainard Street, Detroit, Mich. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
S. M. FECHEIMER, president. Fifteen years advertising 
manager, Truscon Steel Company. E. G. FRANK, vice 
president. Five years advertising manager, Truscon Lab- 
oratories, Detroit; for six years manager of copy depart- 
ment, Campbell-Ewald Company. R. G. SPEDDEN, secre- 
tary; wide experience in advertising and merchandising. 
Handles display, direct mail and billboard advertising 
in general industrial, financial and mercantile fields. 
Services about twenty-five accounts, including Truscon 
Steel Company, Chamberlin Metal Weather Strip Co., 
R. C. Mahon Co., Caille Motor Co., Security Trust Co., 
Bull Dog Electric Products Co., Miraclean Company, etc. 


Est. 1924 


FEDERAL ADVERTISING AGENCY, Inc. Est. 1909 


6 East 39th Street, New York, N. Y. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
ROBERT TINSMAN, president. Eighteen years as head of 
this agency, formerly service director of the Dry Goods 
Economist. J. J. GEISINGER, vice president. Eleven years 
with this agency, formerly service director N. W. 
Ayer & Son for twenty years. F. E. NIXON, vice president. 
With this agency since its formation; formerly with Dry 
Goods Economist and Retail Stores. FRANCIS J. KAUS, 
vice president; Guy GILPATRIC, vice president. One of the 
leading agencies in the country. Well organized and cap- 
able. Handling about fifty accounts, including Schulte 
Cigar Stores, American Safety Razor Corporation, Sin- 
clair Oil Corporation, Strathmore Paper Co., Knox Gela- 
tine Company, Van Raalte Company, Bradley Knitting 
Company, H. J. Heinz Co. Federal operates its accounts 
through a three point contact—an account director, a serv- 
ice representative and a detail representative. 


For further information concerning this agency see page 139. 


A. H. FENSHOLT 
549 West Washington Street, Chicago, IIl. 


Recognition: ANPA; PPA; ABP. , 
A. H. FENSHOLT. R. D. ALLBRIGHT, associate. Serve a 


limited number of advertisers iin the industrial and tech- 
nical field, including Allen-Bradley Company, Belden 
Manufacturing Company, Bodine Electric Company and 
the Kimble Electric Company, Newcombe-Hawley, Inc., 
Automotive Maintenance Machinery Co. Clients recom- 
mend this agency highly. 


FERRY-HANLY ADVERTISING CO. Est. 1908 
6 North Michigan Avenue, Chicago, IIl. 
1110 Grand Avenue, Kansas City, Mo. 
Branches: New York, N. Y.; Rock Island, III. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


WALLACE J. FERRY, president. Formerly‘ associated with 
Kansas City Star, successively reporter, sporting editor, 
dramatic editor, assistant city editor. Advertising writer, 
large mercantile house, advertising agency executive for 
eighteen years. C. P. HANLY, vice president. Eighteen 
years’ experience on copy and sales plans and as agency 
executive. Two years’ experience selling merchandise to 
wholesale and retail trade. Seven years manager Chicago 
office. JAMES E. STICKNEY, secretary. Formerly on Kan- 
sas City Star- for twelve years as telegraph editor and 
writer. Eleven years as officer and account executive in 
agency. BRUCE B. BREWER, treasurer. B. F. McGuirt, 
manager of New York office. Several years’ mail order 
experience; eleven years on copy and plans in agency; spe- 
cial work in selling and organizing. PAUL R. PRESTON, 
manager of Rock Island office. Ten years advertising 
director of large implement company. Three years in 
agency work. Space buyers: Miss L. WEBSTER, Kansas 
City; Miss H. ULBER, Chicago. 


One of the leading western agencies, handling a well diver- 
sified list of about one hundred-accounts. Letters on file 
from twenty-seven of this agency’s accounts stress copy 
and cooperation with sales department. One client writes: 
“The work they have done at every stage of the develop- 
ment of our. business has been intelligent and efficient.” 


For further information concerning this agency see page 141. 


LAWRENCE FERTIG COMPANY, Inc. ° 
183 Madison Avenue, New York 
‘Recognition: ANPA; PPA; APA; ABP. 
LAWRENCE FERTIG, president. Formerly with A. I. Namn 
& Son, Brooklyn—account executive and secretary for 
Carr & Columbia, New York Advertising Agency. ALEX- 
ANDER SLAVITT, vice president. Three years assistant 
advertising manager of Packard Motor Company, New 
York—later in charge of sales promotion, New York 
American—one year copy chief of Wales Advertising 
Agency. J. K. BURLEIGH, art director and account execu- 
tive. Five years assistant art director and copywriter 
for Postum Cereal Company—four years assistant pub- 
licity manager for Universal Pictures Corporation. 


Est. 1923 


A moderate sized agency serving a group of twenty-four 
accounts of which Wise and Golden Rule Shoes, Dix-Made 
Dresses, Terri Vanities, Shamrock Radio and Gunther 
Furs are the most important. This agency has a good 
knowledge of the women’s wear field and has a record for 
conscientious service. 


FISHER-WILSON ADVERTISING AGENCY _ Est. 1904 
1627 Locust Street, St. Louis, Mo. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
C. L. FISHER, president. Twenty-five years’ advertising 
experience. D. E. NIRDLINGER, vice president. Twenty 
years’ advertising experience. H. R. WILSON, vice presi- 
dent, seven years’ advertising experience. An agency 
of the personal service type, handling about forty ac- 
counts. Have an especially good background for adver- 
tising shoes and products sold to shoe retailers. Also 
serve several food accounts. Three oldest accounts are 
Einsenstaat Mfg. Co. (23 years), Hoyt Metal Company 
(17 years), Measuregraph Co. (14 years). This agency 
also serves the National Candy Company and the Na- 
tional Confectioners Association. 


RICHARD A. FOLEY ADVERTISING AGENCY, Ine. 
1600 Arch Street, Philadelphia, Pa. Established 1900 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
Cuas. H. Eyies, LEE E. Hoop, Cuas. C. SHOEMAKER, 
RusseLL GRAY, JACOB GOLDHABER. One of the leading 
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HOW we cause our clients to spend 
more advertising money 


David G. Evans 


Does this sound self-centered, grasp- 
ing? It isn't. 

We know of but one sound, common- 
sense way of building larger advertis- 
ing expenditures. This:—to help build 
the profits, to add strength and vol- 
ume to our clients’ businesses. 


We have contributed in abundant 
measure to some notable successes in 
business building. An extremely small 
advertising appropriation six years 
ago started one client from the infant 
stage to gratifying size and unusually 
large profits. 


Our experience, however, is not con- 
fined to small accounts. Many promi- 
nent advertisers can testify that we 
have helped and are helping to make 
big businesses larger and more prof- 
itable. 


It is our policy to regard advertising 
as only a part of the program that 
builds business. Result getting ad- 
vertising really is made out of material 
furnished by the needs of the business. 
The needs of the business can only be 
determined by a study of every phase 
of that business. Often this may jus- 
tify an entire revision of the sales and 
merchandising policy of the house. It 
may mean the discarding of certain 
numbers in the line or the adding of 
others. Everything that can be done 
to make the advertising function with 
full effectiveness is done. Then— 
when the business itself is right— 
advertising is prepared that actually 
meets the requirements of that busi- 
ness. The finished advertising product 
is a natural evolution of existing 


needs. 


that we know how. 


The executives of this organization have been students of business 
for the last thirty years. They possess the judgment and analytical 
ability that produce sound plans. We never advertise until we know 


EVANS, KIP & HACKETT 


INCORPORATED 


Merchandising 
386 Fourth Avenue 


S. Keith Evans 


- Advertising 


New York City 


Garrett B. Kip 


E. F. Hackett 
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RICHARD A. FOLEY ADV. AGENCY (Continued) 


agencies in Philadelphia serving a number of important 
advertisers. Agency experience covers work on food prod- 
ucts, candy, railroad transportation, smoking tobacco, 
cigars, dairy products, drug store products, farm products, 
soft drinks, business schools, men’s clothing, hotels. 
Clients rate highly for copy and plan. 


FONDA-HAUPT COMPANY, Inc. 
286 Fifth Avenue, New York, N. Y. 


Member: AAAA. 

Recognition: ANPA; PPA; APA; ABP , 
Douw H. FOonpaA, president and treasurer C. F. DOHERTY, 
vice president and secretary. An agency with an excep- 
tionally good sales viewpoint. Handles about twenty-six 
accounts, most of which are sold through department, dry 
goods and specialty stores. Three oldest clients are Ben- 
jamin & Johnes, Clipper Belt Lacer Company and Jacob 
Adler & Co. 


Established 1916 


ALBERT FRANK & COMPANY 

14 Stone Street, New York, N. Y. 

Branches: Chicago, Boston, San Francisco, London (Eng- 
land) 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
FRANK J. REYNOLDS, president; HARRY RASCOVAR, vice 
president and treasurer; E. W. KIMMELBERG, vice presi- 
dent; M. RoBERT HERMAN, vice president; JOHN H. 
SCHWARTING, JR., vice president. W. FRANK MCCLURE, 
vice president in charge Chicago office. J. B. HyYpDRON, 
vice president; LLOYD B. MYERS, vice president and art 
director; MARK ASH, secretary; GEORGE BoRSsT, assistant 
secretary. An old well-established agency. This agency 
has been generally recognized as specializing in financial 
accounts of which it handles a large number. The agency 
advises us, however, that they are completely equipped to 
render service in art, copy research and merchandising on 
general accounts, and last year placed $3,000,000 of such 
advertising. 


Established 1872 


FREEZE & VOGEL, Inc. 
383 Milwaukee Street, Milwaukee, Wis. 


Recognition: ANPA; PPA; APA. 


C. D. FREEZE, president. H. S. WRIGHT, secretary and 
treasurer. H.C. VOGEL, vice president. C. W. GARRISON, 
vice president. This agency handles about twenty-three 
accounts, the three oldest of which are Flaxlinum Insulat- 
ing Company; Concealed Bed Corporation and Oelerich & 
Berry Company. 


CHARLES DANIEL FREY CO. 
30 North Michigan Avenue, Chicago, IIl. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
CHARLES DANIEL FREY, president. JOHN J. LOUIS, vice 
president. A. M. STEWART, treasurer. R. G. TIMMERMAN, 
space buyer. It is the policy of this agency to confine 
itself to leading national accounts, which include Crane 
Co., S. Karpen & Bros., United States Radiator Corpo- 
ration, The Atlas Portland Cement Company, Wilson 
Brothers, The Plumbing and Heating Industries Bureau, 
Moline Implement Company and others. Serves ten im- 
portant advertisers. 


Established 1927 


Established 1911 


HARRY M. FROST COMPANY, Inc. 
260 Tremont Street, Boston, Mass. 
Branch: Lynn, Mass. 

Recognition: ANPA; PPA; APA. 


Harry M. FRostT, treasurer; KARL M. FROST, space buyer; 
J. RAYMOND MINITER, production manager; JOSEPH D. 
SWEENEY, automotive specialist. Handling a list of 125 
local and national accounts, including many radio, mechan- 
ical and automotive. Three oldest accounts are: Boston 
Machine Works Co., W. J. Young Machinery Co., Lynn 
Gas and Electric Company. 


J. JAY FULLER, ADVERTISING 
259 Delaware Avenue, Buffalo, N. Y. 


Recognition: ANPA; PPA; APA. 


J. JAY FULLER, president and treasurer; NORTON E. 
FORGIE. vice president; HORACE A. LANEY, vice president; 


Established 1915 


S. Ray JONEs, vice president; JOHN T. HOYLE, secretary. 
This agency handles approximately forty-five accounts. 
Letters on file from eight clients indicate complete satis- 
faction with the agency, particularly insofar as their 
ability to prepare result-getting copy. One client writes: 
“We are very well pleased with the service they have 
given us.” 


FULLER & SMITH, Inc. 
1501 Euclid Avenue, Cleveland, O. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


ARTHUR JUDSON, chairman of the board. Thirty-two years 
in journalism, selling and advertising. W. W. Fawcett, 
president. Twenty-seven years in advertising, advertising 
department of John Wanamaker, free lance, nineteen 
years’ agency work; in charge, creative plans and service. 
A. L. BILLINGSLEY, vice president. Fifteen years in bank- 
ing, publishing and agency work. E. S. SWAZEY, vice 
president. Sixteen years in statistical, free lance and 
agency work. R. ZIESING, JR., vice president. In charge 
of media plans. Nine years in agency work. P. W. Mur- 
PHY, secretary, treasurer and general manager. Nineteen 
years with Fuller & Smith. E. J. ALEXANDER, manager 
market study department. 


Established 1907 


A well organized and capable agency with a record for 
satisfactory service. Has not a large list of accounts, 
compared to its volume, but serves such important adver- 
tisers as American Multigraph Sales Company, Detroit 
Steel Products Company, The Seiberling Rubber Company, 
Statler Hotels Company, Inc.; Westinghouse Electric & 
Manufacturing Company, and Willard Storage Battery 
Company. This agency has a good background for adver- 
tising automotive products, building materials, and office 
appliances. 


GALE & PIETSCH, Inc. 
6 North Michigan Avenue, Chicago, III. 


Recognition: ANPA; PPA; APA. 


ALBERT L. GALE, president. WALTER G. PIETSCH, vice 
president and treasurer. G. A. HAMILTON, secretary. 
Agency handles approximately fourteen accounts, divided 
about equally between dairy products, canned goods, and 
building materials. 


Established 1927 


GARDINER & WELLS COMPANY 
2 Park Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 
A. J. WELLS, president. ° Experienced as salesman, pub- 
lisher and advertising agent. Twenty-five years in adver- 
tising. A. W. HUuTAF, vice president. Outdoor advertising 
and advertising agency experience covering twenty years. 


Established 1913 


J. H. WEINBERG, treasurer and space buyer. Twenty 
years’ agency and financial experience. 
GARDNER ADVERTISING COMPANY Est. 1908 


1 Pershing Square, New York; 1627 Locust Street, St. 
Louis, Mo.; 360 N. Michigan Avenue, Chicago, IIl. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 


H. S. GARDNER, president. Twenty-five years’ experience, 
nineteen years as president of this company. Is also 
president of the Twinplex Sales Company, manufacturers 
of Twinplex Stropper, and of Wizard Lightfoot Company, 
manufacturers of Wizard Arch Builders. HENRY C. GoR- 
DON, vice president, in charge of the New York office. 
Nine years’ experience as financial executive; seven years’ 
manufacturing experience as sales manager and manager. 
Howarp L. SPOHN, vice president in charge of the Chicago 
office. Twenty years in the automotive field in advertis- 
ing, selling and executive capacities. For a number of 
years with several newspapers, acting as managing editor 
and advertising manager. Technical writer for Theodore 
MacManus. With Class Journal for twelve years as gen- 
eral field representative. J. E. FINNERAN, vice president, 
New York office. Seven years’ general advertising and 
merchandising experience as assistant advertising man- 
ager and advertising manager of large department store. 
Advertising manager of daily newspaper. Manager mer- 
chandising department of large western daily. Advertis- 
ing manager of western agricultural paper. FRANK M. 
ORCHARD, vice president, St. Louis office. Eight years, 
practical experience in retail grocery business. Six years 
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THE TEN TESTS ON WHICH FEDERAL 
INVITES THE ADVERTISER’S ATTENTION 


10 


HERE, FHEN, ARE THE TEM FST S. 


Experience ..»Federal’s account executives assemble specialized merchandising experi- 
ence in foods, textiles, toilet goods, clothing, tobacco, business and home equipment, 
building materials, stationery goods, hardware, oils, automobiles, and musical instruments. 


Reputation. . Our clients, our competitors, and the publishers are our references for 
professional standing and responsibility. 


Organization. .. Our organization includes sixty-eight people trained to Federal 
methods, each department directed by a specialist of outstanding ability. 


Recognition . Federal is a member of the American Association of Advertising Agencies, 
National Outdoor Advertising Bureau, Audit Bureau of Circulations and also duly recognized 
by Periodical Publishers Association (P.P.A.), Associated Business Papers, Inc. (A.B.P.), 
American Newspapers Publishers Association (A.N.P.A.), and Agricultural Publishers 
Association (A.P.A.). 


Record, . . Federal has retained three out of the four accounts with which it began busi- 
ness nineteen years ago. Ninety-two percent of Federal’s billing for 1927 was on accounts 
with us from two years to nineteen years. 


Terms... Our ‘‘Terms. of Agreement’ defines our one-price way of doing business, and 
is fully in line with the best practice as defined by the established standards of the American 
Association of Advertising Agencies. 


Size... Federal is large enough to secure every attention from publishers, but not so large 
as to permit its service ever to become factory-like. Our three-point contact is continuously 
efficient, comprising account executive, the copy writer, and the detail representative. 
Behind them the entire Federal staff for consultation as required. 


A &é... Federal is now in its twentieth year, and feels its judgment is thoroughly seasoned 
by practical experience. It has learned the value of intelligent interpretation backed by 


thorough marketing knowledge. Our principals are men and women of acknowledged 
authority in their various fields. 


Policy ...Our policy as regards cuts, drawings, and printed matter is clearly defined in 


our ‘Terms of Agreement’’—15% over the actual cost. We find this arrangement fair and 


satisfactory, while it encourages us to take an active creative interest in supplemental 
advertising, such as direct mail, which is so often essential to complete success. 


Contract... The only contract we employ is our ‘‘Terms of Agreement’’ outlining the 
extent of our services, billing methods and the like, “‘subject to cancellation by either 
party at the end of twelve months by giving three months’ notice in advance’’. It is so 
plain and fair that it has never once led to any disagreement after years of operation. 


suggested by this publication to which we heartily subscribe. To interested advertisers we sug- 
gest a visit and a check-up. No appointment necessary—drop in any day and see how we think 
and work. After all, it is only quality of thought and method of work that demonstrate one good 
agency's performance over another’s. And that is how we want you to judge— 


FEDERAL ADVERTISING AGENCY, INC., 6 EAST 39TH STREET, NEW YORK 
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GARDNER ADV. CO.—(Continued) 


representative and western manager of Butterick Publish- 
ing Company. EDWARD R. GARDNER, secretary-treasurer. 
Seven years with this company. 


It handles about forty accounts, three of the oldest being 
Cooper-Wells & Company, Twinplex Sales Company, 
Ralston Purina Company. Each branch office of this 
agency is a self-operating unit. Well organized and ca- 
pable of serving advertisers in any field. 


THE GEYER COMPANY Established 1912 
Third National Bank Building, Dayton, O. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


B. B. GEYER, president, general manager. A. W. NEALLY, 
vice president; R. E. COWDEN, secretary; C. J. SPENGLER, 
space buyer. A personal service type of agency handling 
eighteen accounts, mostly located in Ohio. Three of the 
oldest clients are The Comer Manufacturing Company, 
The Rotospeed Company, The Dayton Rubber Manufac- 
turing Company. This agency also advertises Frigidaire 
and Delco products. Staff of eighty. 


L. S. GILLHAM COMPANY, Inc. Established 1919 
1031 South Broadway, Los Angeles, Cal. 
Office: Salt Lake City 

Member: AAAA. 

Recognition: ANPA; PPA; APA; ABP. 
K. L. HAMMAN, president. President also of K. L. Ham- 
man—Advertising, Inc., of Oakland; Johnston-Ayres 
Company of San Francisco, and L. S. Gillham Company, 
of Salt Lake City. L. S. GILLHAM, vice president. Six- 
teen years’ experience in advertising and merchandising, 
as the head of agency bearing his name in Salt Lake 
City and Los Angeles. H. C. FIESTER, service manager. 
Client executive in Salt Lake City one year. Manager of 
advertising agency at Boise, Idaho, one year. W. D. 
HAMMAN, secretary-treasurer. This agency is affiliated 
with the K. L. Hamman—Advertising, Inc., Oakland, Cali- 
fornia; Johnston-Ayres Company, San Francisco, Syver- 
son-Kelley, Inc., Spokane, Washington, and has a fully 
organized office in Salt Lake City under M. C. NELSON, 
service manager. They serve about sixteen accounts, in- 
cluding the Union Pacific Railroad, Los Angeles Steamship 
Company, Monolith Portland Cement Company. 


GLASER & MARKS, Inc. Established 1921 


234 Boylston Street, Boston, Mass. 
Recognition: ANPA; PPA; APA. 


Louis GLASER, president. Formerly newspaper reporter, 
Washington, D. C.; newspaper advertising solicitor, Wash- 
ington, D. C. Advertising manager of Rock Plaster Man- 
ufacturing Company, New York. Advertising manager of 
Kops Bros., New York; with Ewing and Miles Advertising 
Agency; Doremus and Morse Advertising Agency, both of 
New York, N. Y. H. J. MARKS, vice president and treas- 
urer. Formerly assistant advertising manager, Stude- 
baker Brothers Company of New York. Assistant to 
advertising manager, United States Tire Company; copy 
chief, Ethridge Company, New York. With Gibbons of 
Toronto; P. O’Keefe and Wood, Putnam and Wood Ad- 
vertising Agencies of Boston. An agency of the personal 
service type, handling twelve New England accounts. 


H. C. GOODWIN, Inc. 
70 Exchange Street, Rochester, N. Y. 

Recognition: ANPA; PPA; APA; ABP. 
H. C. GOODWIN, president. A. T. JONES, secretary and 
space buyer. A. T. STEWART, treasurer. A personal ser- 
vice agency handling thirty-five accounts, most of them 
located in Rochester. Some of the more important adver- 
tising originated by this agency is the American-LaF rance 
Fire Engine Company; Hickey-Freeman Company and the 
Taylor Instrument Companies. 


GOTHAM ADVERTISING COMPANY 

114 Liberty Street, New York, N. Y. 

Branch: Free Press Bldg., Detroit, Mich. 
Recognition: ANPA; APA; ABP. 

W. G. HILDEBRANDT, president and treasurer. Solicitor for 

Penton Publishing Company. Copywriter for Elliott 

Service Agency. Advertising manager, Keuffel & Esser 


Est. 1908 


Company. JOHN E. HILL, C. E., M. E., Ph. D., vice presi- 
dent. ‘Teacher, lecturer, author. Nine years with this 
agency. JOHN H. NUTTING, secretary. Seven years’ ex- 
perience. ARTHUR A. KRON, assistant treasurer. Man- 
ager production department. Ten years with company. 
J. ROLAND Kay, western representative. Has list of asso- 
ciated agencies in twenty-nine foreign countries, and 
places large volume of foreign advertising for American 
concerns doing export business. Frequently works in con- 
junction with domestic advertising agencies in placing 
foreign business. 


M. P. GOULD COMPANY, Inc. « Established 1896 
450-454 Fourth Avenue, New York, N. Y. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
MAURICE P. GOULD, president; MAURICE S. GOULD, vice 
president; Miss C. M. MCLEAN, space buyer. One of the 
old established and important New York agencies. Total 
organization, about fifty people. Active accounts about 
twenty-five, including The Horton Manufacturing Co. 
(twenty-two years), The Faultless Rubber Company (fif- 
teen years), Meccano Company, Inc. (nine years); Fair- 
child Aircraft Corporation, United States Bond & 
Mortgage Corp., etc. This agency also operates syndicate 
advertising services for druggists and lumber dealers. 


GRACE & HOLLIDAY Established 1922 
Penobscot Building, Detroit, Mich. 
Branch: 366 Madison Avenue, New York, N. Y. 

Member: NOAB. Recognition: ANPA; PPA; APA. 


EDWARD R. GRACE, president and treasurer. Sixteen years 
of advertising, selling and publication experience. For- 
merly assistant advertising manager, Detroit Times. 
Ten years publisher of the Michigan Manufacturer and 
Financial Record. C. A. PACKARD, vice president and 
manager New York Office. Sixteen years of advertising, 
merchandising, sales promotional, newspaper and_ publi- 
cation experience. Own agency for four years; advertis- 
ing manager, Battery Corporation of America, and later 
advertising manager, Purity Bakeries Corporation. CLay- 
TON A. EpDyY, secretary and account executive. Twenty- 
two years’ advertising and sales experience. Formerly 
manager of the advertising and sales promotional depart- 
ment, Toledo Scale Company; assistant advertising man- 
ager, Studebaker Corporation; advertising and sales 
promotion manager, the American Blower Company; ac- 
te executive with the Industrial Advertising Company, 
etroit. 


An agency of the personal service type, handling twenty- 
eight accounts, including Continental Motors Corporation, 
Grennan Baking Co., Nicol-Ford & Company, Aluminum 
Company of America, W. R. Roach & Co., City of Coral 
Gables, Florida; United Chromium Corporation. 


RUSSELL T. GRAY, Ine. 
130 N. Wells Street, Chicago, III. 


See Advertising Specialists. 


CHARLES C. GREEN ADV. AGENCY, Inc. 
450 Fourth Avenue, New York, N. Y. 
Branch: 1701 Walnut St., Philadelphia, Pa. 
Recognition: ANPA; PPA; APA. 

CHARLES C. GREEN, president. Experience in manufac- 
turing advertising and marketing covers a period of 
twenty-five years. Davip D. LEE, vice president. F. T. 
BOWERS, vice president. O. O. Cook, treasurer. LEROY 
FAIRMAN, secretary and chief of copy. ROBERT JONES, 
manager Philadelphia office. This agency handles about 
twenty-five accounts, the three oldest being M. Hohner, 
Inc.; V. Vivaudou, Inc., and Smith, Kline & French Co. 


Est. 1921 


THE GREEN & VAN SANT COMPANY Est. 1912 
Citizens National Bank Building, Baltimore, Md. 
Member: NOAB. 
Recognition: ANPA; PPA; APA;ABP. 
WILBUR N. VAN SANT, president. Long experience in na- 
tional advertising—general, technical and automotive. 4. 
K. DUGDALE, vice president and treasurer.. Twenty years 
experience in retail work, mail order advertising, adver- 
tising management, merchandising and as agency execu- 
tive handling products sold through jobbing trade. 
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agency that “knows” the drug trade, the agency that “excels” 


in building material advertising, the agency that “succeeds” 
with industrial accounts. ({ Lately we have been spoken of as rotogravure 
“specialists.” We deny the compliment. We do not specialize in rotogra- 
vure —, but we do know a great deal about it, a great deal about 
the photography and the copy that makes rotogravure a medium that sells 
goods. ({ Success with rotogravure has brought us business, just as success 
with drug items, building materials and other lines has brought us business. 
Rotogravure intelligently used may bring you business. We will gladly talk 


with you about it, not as specialists but as a good agency that works well 


inallmeda. A CR RY. HAMEL pd 
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THE GREEN & VAN SANT.CO.—(Continued) 


W. CurTIS STITH, JR., vice president. Formerly editorial 
staff New York World, also copy staff F. J. Ross Co. and 
Newell-Emmett Co. Instructor advertising and marketing 
Johns Hopkins University. HENRY E. CORNER, secretary. 
Research and economics. Long experience in market sur- 
veys, research and plans work. 


In May, 1925, Van Sant & Co. (established 1915), and the 
H. B. Green Co. (established 1912), were consolidated to 
form this agency. Account management is handled 
directly by above principals. Twenty-seven accounts, in- 
cluding Sealright Co., Inc.; Stone Straw Corporation; 
Bartlett Hayward Company. One of these ‘companies 
writes: “Such an agency is not over organized and is in 
a position to give personal executive attention to all of the 
various details. They have given valuable attention to 
the marketing and trade development end of our activ- 
ities.” 

GREEN, FULTON, CUNNINGHAM CO. 
360 North Michigan Avenue, Chicago, IIl. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


CARL M. GREEN, president; J. D. FULTON, vice president; 
H. H. SMITH, vice president; H. J. CUNNINGHAM, secre- 
tary-treasurer; A. J. GROBE, space buyer. One of the 
larger Chicago agencies serving twelve accounts, including 
such important ones as Nash Motors Company; Kissel 
Motor Company; Fitzpatrick Brothers; American Nokol; 
Kalamazoo Stove Company, and several in the automotive 
accessory field. This agency has had considerable experi- 
ence in the marketing of automotive products. Mr. Green 
was one of the pioneers in automobile advertising in De- 
troit. 


JAMES A. GREENE & COMPANY 
303-307 Glenn Building, Atlanta, Ga. 


Recognition: ANPA; APA; ABP. 


JAMES A. GREENE, president. Experience in advertising 
and marketing covers period of fifteen years. Marketing 
and planning experience with large Eastern agencies. 
Broad background in industrial and technical advertising. 
Conducted own agency for last six years. ELIas C, LyN- 
DON, copy chief in charge of production. Twelve years’ 
experience in retail marketing and advertising, depart- 
ment store promotion, advertising manager and agency 
branch office manager or account executive. Miss A. R. 
COOPER, space buyer. Experience with New York and 
Atlanta agencies, covering account handling, research and 
marketing. Miss MAUDE FAMBRO, treasurer. 


Agency handles twenty accounts including Southern 
Spring Bed Company, Asheville (N. C.) and Brunswick 
(Ga.) Chambers of Commerce, Southern Wood Preserv- 
ing Company, Atlantic Steel Company, J. Allen Smith & 
Company (flours); stove and range, cosmetic, laundry 
and general accounts. All accounts under the direct 
supervision of agency principals. Clients rate highly for 
copy and plan. 


For further information concerning this agency see page 149. 


GREENLEAF COMPANY Established 1915 
80 Federal Street, Boston, Mass. 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
A. E. GREENLEAF, president. Early training in printing 
and newspaper work, former advertising manager, Land- 
ers, Frary & Clark; twenty-one years’ experience in sales 
and promotion work; A. B. HALL, vice president. Seven- 
teen years in sales and advertising work; advertising 
manager, Johnson Educator Food Company; sales man- 
ager, Angier Mills; European market investigator; pub- 
licity work includes writing of part of the Liberty Loan 


Est. 1911 


Established 1921 


campaign. G. R. DUNHAM, treasurer. Twenty-seven years’ 


agency experience. One of the leading New England 
agencies. This agency has forty accounts, the oldest being 
W. S. Quinby Company, Foster Rubber Company, Wal- 
dorf System, Inc. Their New England advertising for 
Quinby has received national attention. Clients rate them 
highly on copy, plan and cooperation with sales depart- 
ment. 
GRIFFIN, JOHNSON & MANN, Inc. 
350 Madison Avenue, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
HENRY F. GRIFFIN, president. Formerly associated with 


Established 1922 


George Batten Company, Calkins & Holden, Crocker- 
Wheeler Company, Collier’s, New York Sun, New York Car 
Wheel Company. C. HALDANE JOHNSON, vice president. For- 
merly with George Batten Company, J. W. Morgan agency, 
Abercrombie & Fitch. CONKLIN MANN, vice president. 
Formerly with George Batten Company, and various pub- 
lications. S. H. EVANS, secretary-treasurer. Secretary, 
the New York Board of Title Underwriters. C. TyYLrr 
KELSEY, assistant treasurer. Formerly associated with 
Edwin Bird Wilson, Inc. An important New York agency. 
Handling fifteen accounts in diversified lines of business, 
including some very important national advertisers. 


THE GRISWOLD-ESHLEMAN COMPANY Est. 1912 


Leader-News Building, Cleveland, O. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
R. H. GRISWOLD, president; C. L. ESHLEMAN, secretary- 
treasurer. Formerly sales and advertising department, 
General Electric Company. Later general manager, the 
Union Metal Manufacturing Company, Canton, Ohio. A 
well organized, moderate-sized agency handling twenty ac- 
counts most of whom are located in or near Cleveland. 
Has a good background for handling industrial products, 
especially electrical, building material, automotive acces- 
sories. Three of this agency’s oldest clients are Lincoln 
Electric Co., Union Metal Manufacturing Co., and the 
Ohio Cultivator Company. 


GROESBECK-HEARN, Inc. Established 1922 


415 Lexington Avenue, New York, N. Y. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
KENNETH GROESBECK, president and treasurer; ALFRED 
S. HEARN, vice president and secretary; R. D. SKINNER, 
ARTHUR T. SMITH, ARTHUR B. RUBICAM, RALPH FOOTE. 
Approximately thirty accounts, including Todd Shipyards 
Corporation, Wright Aeronautical Corporation, Paragon 
Gear Works. Clients stress cooperation with sales depart- 
ment and initiation of practical merchandising sugges- 
tions. 


For further informaiion concerning this agency see page 111. 


RUDOLPH GUENTHER-RUSSELL LAW, Inc. Est. 1919 
131 Cedar Street, New York, N. Y. 
Branches: 332 S. La Salle Street, Chicago; 805 Packard 
Bldg., Philadelphia 
Recognition: ANPA; PPA; APA. 


RUDOLPH GUENTHER, president. Thirty years’ agency ex- 
perience. RUSSELL LAW, vice president. Formerly con- 
ducted Russell Law Advertising Agency, until its consoli- 
dation with Rudolph Guenther, Inc., in 1919. Victor J. 
CEVASCO, secretary. H. ST. JOHN HARVEY, treasurer. This 
agency handles a long list of accounts, mostly in the finan- 
cial field. Clients speak highly of agency facilities for 
placing business and space buying. 


LAWRENCE C. GUMBINNER ADV. AGENCY _ Est. 1923 
9 East 41st Street, New York, N. Y. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
LAWRENCE C. GUMBINNER, owner. An agency of the per- 
sonal service type serving thirty advertisers; the three 
oldest being The Goodall Worsted Company, House of 
Tre-Jur, Inc., and Winship, Boit & Company. 


GUNDLACH ADVERTISING COMPANY 
400 North Michigan Avenue, Chicago, III. 
Branch: New York City 


Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


ERNEST T. GUNDLACH, president; Max ENELOw, vice pres- 
ident; IRL H. MARSHALL, secretary; J. L. STEWART, treas- 
urer. An agency noted especially for campaigns of ad- 
vertising containing coupons. Mr. Gundlach is one of 
the deans of the advertising agency business in Chicago. 
Among his clients are such well-known advertisers as 
Babson Statistical Organization, Blatchford Calf Meal 
Factory, Chase Candy Company, Elmer Richards Co., 
— Cream Separator, Straus & Schram, Vitamin 
ood Co. 


Est. 1902 


2 
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= faction with past accomplishments. 
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the for the efforts of dissatisfied men. 
Dissatisfaction stimulates us to extra effort and enables us to do far more than 
922 we originally set out to accomplish. 
For instance, the advertising agency that is blessed with the germ of Chronic 
Dissatisfaction never permits itself to relax merely because sales have shown a 
nq satisfactory increase, part of which is credited to its efforts. 
“om Such an agency sees, in rising “satisfaction” iis synonymous 
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102 . . + . 
Merchandising Counsel and Advertising 
CITIZENS NATIONAL BANK BUILDING, BALTIMORE 
PS- 
1S- WILBUR VAN SANT, President W. C. STITH, Vice-President 
id- H. K. DUGDALE, Vice-Pres. & Treas. H. E. CORNER, Secretary 
of 
a The above, together with a seasoned staff of ex- 
al perienced men and women, comprise our personnel. 
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STANLEY E. GUNNISON, Ine. 

67 West 44th Street, New York, N. Y. 
Recognition: ANPA; PPA; APA. 
STANLEY E. GUNNISON, president. Formerly manager, 
Broadway Subway Advertising Company, five years. 
CHARLES W. MULFORD, first vice president. JESSIE LEE 
HALL, secretary-treasurer. Five years with Ward & Gow. 
Five years contract and space department, Broadway Sub- 
way Advertising Company. RoBertT J. CHAMBERS, vice 
president and manager. Six years with this company as 
account executive, space buyer and office manager. For- 
merly assistant manager, F. P. Moore & Company. Hand- 
ling about fifteen accounts, including Life Savers, Inc., 
Munson Steamship Lines, Gleason-Tiebout Glass Co., 

Sarony, Inc., Lincoln & Ulmer. 


Established 1920 


THE WALTER F. HAEHNLE COMPANY 
703 Gwynne Building, Cincinnati, O. 

Member: ABC. 

Recognition: ANPA; APA;. ABP. 
WALTER F. HAEHNLE, president A small agency of the 
personal service type serving about seven accounts, in- 
cluding Burger Bros. Company, Bosworth Electric Mfg. 
Co., Krippendorf-Dittmann Company Printing Machinery 
Company, Electric Railway Equipment Co., Quality Elec- 
trotype Company. 


JOHN B. HAINES ADV. AGENCY 
1218 Chestnut Street, Philadelphia, Pa. 
Recognition: ANPA; PPA; APA. 
C. S. HAINES, space buyer. One of the older Philadelphia 
agencies serving about fifty accounts, mostly located in 
Philadelphia and vicinity. The three oldest accounts: 
Samuel T. Freeman Co. (since 1906); Bailey Banks & 
Biddle Co. (since 1908); Hurlock Bros. Co., Inc. (since 

1911). 


S. ROLAND HALL 
First National Bank Building, Easton, Pa. 
Member: AAAA. 
Recognition: ANPA; PPA; APA; ABP. 
S. RoLAND HALL. Twenty years in advertising and sell- 
ing prior to organization of this agency. Principal 
schools and advertising and salesmanship and Fieldman’s 
Training Course; International Correspondence Schools; 
advertising manager, Victor Talking Machine Company, 
Alpha Portland Cement Company. Serving seven accounts, 
including Alpha Portland Cement Company, Bangor Slate 
Association, McGraw-Hill Book Company, Sterling Prod- 
ucts Co., Trang Corporation. The professional service 
type of agency. Mr. Hall is the author of several impor- 
tant books on advertising and sales management and has 
served as a contributor to SALES MANAGEMENT magazine. 


J. R. HAMILTON ADV. AGENCY Established 1914 
326 West Madison Street, Chicago, IIl. 

Member: NOAB. 

Recognition: ANPA; PPA; APA. 
J. R. HAMILTON, president and treasurer. Formerly ad- 
vertising manager for parent Wanamaker Store, Phila- 
delphia. Advertising counselor, Marshall Field and Com- 
pany, Chicago, the Taylor Store of Cleveland. THEODORE 
ROSENAK, vice president. M. L. REIMER, secretary and 
space buyer. C. J. STRONG, production manager. This 
agency has handled the Hydrox Corporation account for 
the past eleven years, F. A. Brewer & Company approxi- 
mately six and the Thompson’s Malted Food account for 
three years. 


WILLIAM IRVING HAMILTON 
267 Fifth Avenue, New York, N. Y. 

Recognition: ANPA; PPA; APA. 
WILLIAM IRVING HAMILTON, president. An agency of the 
personal service type, handling approximately twelve ac- 
counts, including The De Long Hook & Eye Company, 
Exchange Buffet and Pierce, Butler & Pierce Manufactur- 
ing Corporation (radiators). 


K. L. HAMMAN ADVERTISING, Inc. 
316 13th Street, Oakland, Cal. 


Member: AAAA. 
Recognition: PPA; APA; ABP. 
K. L. HAMMAN, president. GEO. E. FOLLETT, vice president. 


Est. 1926 


Established 1906 


Established 1919 


Established 1915 


F. L. TOMASCHKE, service manager. W. D. HAmman, 
secretary and treasurer. Handle approximately twenty- 
five accounts, chiefly sectional. Affiliated companies: L. S. 
Gillham Company, Inc., of Los Angeles and Salt Lake 
City; Johnston-Ayres Company, San Francisco; Crossley 
& Failing, Inc., Portland; H. E. Lesan Advertising Agency, 
Chicago and New York City; Lesan-Carr Advertising 
er St. Petersburg, Fla.; Syverson-Kelley, Inc., Spo- 
ane. 


HANFF-METZGER, Inc. 

Paramount Building, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

J. A. HANFF, president; GEORGE P. METZGER, vice presi- 

dent; A. O. DILLENBECK, secretary; L. J. SEEGER, treas- 

urer; C. J. G. ATKINSON and S. SCHAEFER, space buyers. 

Eighty-five employees. In 1927 this agency did a gross 

business of $38,700,000. The three oldest accounts are 

Mulhens & Kropff, Inc., Columbia Phonograph Company, 

The Yale & Towne Manufacturing Co. The only major ac- 

count they ever lost was Columbia Phonograph, which left 

in 1918 with the entry of new control, but returned in 

1925. Particularly noteworthy have been their campaigns 

for Paramount Pictures and the Texas Company. 


Established 1913 


HANNAH-CRAWFORD, Inc. 
429 Broadway, Milwaukee, Wis. 
Branch: Green Bay, Wis. 


Recognition: PPA; APA; ABP. 


H. N. CRAWFORD, president and treasurer. Formerly with 
Pitcairn Varnish Company, in promotion advertising. Own 
service agency three years. Shepard Advertising Service, 
Milwaukee. In administrative and sales capacities for 
three years. H. M. LANDGRAF, vice president. Formerly 
with R. R. Donnelley advertising department. Reporter 
and editor on Milwaukee and Chicago newspapers. As- 
sistant advertising manager Chain Belt Co., Milwaukee, 
Wis. A. B. WILSON, vice president and secretary. For- 
merly with Boston Store, Milwaukee, in advertising de- 
partment. Manager promotion and service department, 
The Milwaukee Journal. R. C. BRETH, manager, Green 
Bay office. Formerly in editorial department of eastern 
daily newspapers, small city and metropolitan, and as 
executive for six years. A moderate-sized agency hand- 
ling sixty-eight accounts, mostly located in Wisconsin. 
Serves a number of advertisers in the industrial field, as 
well as such general accounts as the Heinn Company, Mil- 
waukee Journal and Rundle Spence Manufacturing Com- 
pany, Mrs. Drenk’s Pure Food Products, ete. 


Established 1921 


WALTER E. HARDY, Inc. 
6 North Michigan Avenue, Chicago, IIl. 
Recognition: ANPA; PPA; APA; ABP. 

WALTER E. HARDY, president. Five years copy chief for 
Marshall Field & Company, wholesale. Twelve years ad- 
vertising and agency service. HUBERT L. HARDY, secre- 
tary and space buyer. Five years’ general advertising , 
agency and copy-writing experience. An agency of the 


Established 1914 


-_personal service type, serving five advertisers in varied 


fields, including The Kawneer Company, Western Shade 
Cloth Company and C. D. Osborn Company. 


G. HOWARD HARMON, Inc. Established 1924 


171 Madison Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

G. HowaRD HARMON, president and treasurer; GEORGE M. 
MASON, vice president; RALPH W. THOMAS, secretary. A 
personal service type of agency, serving about thirty ac- 
counts. List of accounts covers varied lines, running 
principally to publishers, patent medicines, and real estate. 
This agency also handles the advertising for several Brit- 
ish advertisers. Two clients grade them high on space 
buying, and their ability to secure excellent positions from 
publishers. Bank references very good. 


HARRISON-GUTHRIE AGENCY 
1834 First National Soo Line Bldg., Minneapolis, Minn. 


Recognition: ANPA; APA; ABP. 
Handles one national account in the stock food line. 


| 
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DoORRANCE, SULLIVAN & COMPANY 


INCORPORATED 


130 WEST FORTY-SECOND STREET 
NEW YORK 


Advertising 


Serving 30 General Advertisers, representing 40 Different 


Products and Services, among them— 


AMERICAN CIGAR COMPANY 
George W. Childs Cigars 
Kelly Bouquet Cigars 
Chancellor Cigars 


7 


THE AMERICAN TOBACCO COMPANY 
Half and Half Smoking Tobacco 
Tuxedo Smoking Tobacco 


y 


CHATHAM PHENIX NATIONAL BANK 
& TRUST COMPANY 
Institutional and Trust Advertising 


y 


CHATHAM PHENIX CORPORATION 
Investment Securities 


r 


CHURCH & DWIGHT COMPANY, INC. 
Arm & Hammer and 
Cow Brand Baking Soda 


7 


COPPER & BRASS RESEARCH 
ASSOCIATION 
Advertising of the Copper & Brass Industry 


? 


HUNTER MANUFACTURING & 
COMMISSION COMPANY 
Largest Distributors of Cotton Goods 
in the World 


INTERNATIONAL MAGAZINE 
COMPANY, INC. 
Institutional and Promotion Advertising 
for Magazines 
7 
GEO. P. IDE & COMPANY, INC. 
Ide Collars and Shirts 
7 
THE PERMUTIT COMPANY 
Water Softeners and Rectifiers 


7 


REICHARDT COCOA & CHOCOLATE 
COMPANY, INC. 
Cocoa and Chocolate Products 


y 


ROYAL TYPEWRITER COMPANY, INC. 
Royal Portable Typewriter 


Y 


THE SPERRY AND HUTCHINSON 
COMPANY 
Green Discount Stamps 


ry 


UNITED STATES SHIPPING BOARD 
FLEET CORPORATION 
26 United States Government Freight and 
Passenger Steamship Lines 


The right product: markets and 
competition: sales methods 
péct wget and then advertising 


LE FOIL OO pe 
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HARRISON-RIPPEY ADVERTISING CO. 
Arcade Building, St. Louis, Mo. 
Recognition: ANPA; PPA; APA. 

MILTON RIPPEY, president. Nineteen years with Nelson 
Chesman & Company. Four years with Schiele Advertis- 
ing Company. E. K. HARRISON, secretary and _ treasurer. 
One year with Nelson Chesman & Company. Five years 
with Schiele Advertising Company. Rost. H. ISAACSON, 
vice president. One and one-half years with Schiele Ad- 
vertising Company. A personal service agency serving 
about twenty-five accounts. 


Est. 1924 


HAWLEY ADVERTISING COMPANY, Inc. 
95 Madison Avenue, Néw York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

JOHN H. HAWLEY, president. Formerly salesman, adver- 
tising solicitor for the New York Evening Post. Asso- 
ciated with Frank Presbrey Company as vice president. 
General manager, Crowell Publishing Company. Adver- 
tising director, Ridgway’s Weekly. President and general 
manager of associated Sunday magazines. Ray BROWN, 
vice president and secretary. Formerly in newspaper 
work. Everybody’s Magazine, art director. Ridgway 
Publishing Company, treasurer and art director. WIL- 
LIAM H. MEYER, treasurer. Formerly with the National 
Advertising Company. Miss ALICE BURRELL IRVINE, assist- 
ant to the president, formerly associated with the editorial 
department of the Woman’s Home Companion, later ac- 
count executive with Frank Presbrey Company. GEORGE 
N. Boyp, vice president. Formerly in exporting business. 
New York Sun advertising department. Miss M. L. 
MULLIGAN, space buyer. A well organized, moderate-sized 
agency serving about fifteen accounts, including Metropol- 
itan Life Insurance Company, Life Extension Institute, 
H. Maillard, Inc., New York Galleries, Apollinaris Agency, 
West Virginia Pulp & Paper Company, Lawyers Trust 
Company. 


Est. 1916 


HAYS ADVERTISING AGENCY, Inc. 
246 College St., Burlington, Vt. 
Recognition: ANPA; PPA; APA. 

W. A. MYERS, president and treasurer. A. E. HAWKINS, 
associate. A personal service agency serving twenty-five 
accounts in Vermont, New York, New Hampshire and 
Massachusetts. Three oldest accounts: Dairy Associa- 
tion Co., Vermont Publicity Bureau; Dyola Dye Co. 


Established 1900 


E. W. HELLWIG COMPANY 
9 East 40th Street, New York, N. Y. 


Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
E. W. HELLWIG, president; G. V. CARHART, secretary and 
space buyer. Serving seven accounts, including Corn 
Products Refining Company, National-Bellas, Hess Com- 
pany, hotels McAlpin and Martinique. Reports from 
clients stress the “human touch” in copy prepared by this 
agency. 


Established 1920 


HENRI, HURST & McDONALD 
58 East Washington Street, Chicago, IIl. 
Branch: Buffalo, N. Y. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
W. B. HENRI, J. F. Hurst, W. D. MCDONALD and ST. 
CLAIR CARVER. Other executives: L. E. SWINEHART, A. M. 
SEMONES, J. L. LAMBIN, F. L. CHANCE, D. R. RANSEURG. 
Space buyer: G. F. GANSER. One of the leading Chicago 
agencies. 


Established 1914 


THE ALBERT P. HILL COMPANY, Inc. 
233 Oliver Building, Pittsburgh, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
ALBERT P. HILL, president; EpGar D. MASON, vice presi- 
dent; WILLIAM A. CURTIN, treasurer; HERBERT GESRE- 
GAN, space buyer. One of the outstanding Pittsburgh 
agencies, serving a restricted group of important adver- 
tisers such as Pratt & Lambert. Macbeth-Evans Glass 


Est. 1907 


Co., Mellon National Bank, American Window Glass Com- 

pany, Northwestern Chemical Company, Armstrong Cork 

& Insulation Company. Good reputation among ten clients 

of whom we made inquiry. Older clients include Pratt 

= ens. Mellon National Bank, American Window 
ass Co. 


W. S. HILL COMPANY, Inc. 

323 Fourth Avenue, Pittsburgh, Pa. 
Recognition: ANPA; PPA; APA. 

ALLEN FINK, G. B. KERR, C. E. HILLBORN. Serves about 

thirty accounts in widely varied lines of business, nearly 

all of which are located in or near Pittsburgh. Some 

representative accounts are Colonial Steel Company, Hall 


China Company, Gainaday Electric Co., Climalene Co., 
Reznor Mfg. Co. 


Established 1896 


HOMMANN & TARCHER, Inc. 
551 Fifth Avenue, New York, N. Y. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
CHARLES C. HOMMANN, president. Eight years in adver- 
tising department of Collier’s, seven years as agency 
account executive. J. D. TARCHER, vice president. For- 
merly with Frank Seaman Company, and for nine years 
in charge of copy and art departments in another large 
agency. GEORGE H. SHELDON, vice president. Seven 
years’ newspaper experience. Thirteen years accountant 
executive. Serving fourteen clients, including Esterbrook 
Steel Pen Company, Naumkeag Steam Cotton Company, 
(Pequot Sheets), Smith Brothers Cough Drops. Works 
on the “group plan” affording those who do the work 
actual contact with the client. Clients stress service in 
the production of unusual and unstandardized types of 
copy and art; also the care taken to see that the advertis- 
ing and merchandising are coordinated. 


Established 1925 


HONIG-COOPER COMPANY Established 1902 
507 Montgomery Street, San Francisco, Cal. 
Branches: Portland, Ore.; Seattle, Wash.; Los Angeles; 
Chicago; New York City 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


Louis HONIG, president and director of service; VERNON 
R. CHURCHILL, vice president and director, division of in- 
formation; JOSEPH R. GERBER, vice president and man- 
ager, Portland; WARREN E. KRarFt, vice president and 
manager, Seattle; FRED H. LYNCH, treasurer and manag- 
ing director; H. A. STEBBINS, secretary and director, divi- 
sion of crafts; ARTHUR R. PEARSON, manager, Los An- 
geles; LYNN ELLIS, management counsel. Account exec- 
utives: G. N. ELLiotT, SAM Evans, ALICE FINCH, L. G. 
HARRIER, SAM R. HUTTON, ARTHUR J. KEMP, FRANK J. 
MCENIRY, BARBARA REID ROBSON, LOUIS TREVISO, THEO- 
DORE WATSON, DALE WYLIE. 


One of the leading agencies on the Pacific Coast, well or- 
ganized and of the modern type, whose operations are 
national in scope. Serves 74 accounts, including such , 
important accounts as Canadian Pacific Railway, Iron 
Fireman Mfg Co., Panama Mail Steamship Company. One 
of their oldest clients writes: “We believe this agency is 
especially well equipped to market food products, as they 
have a number of non-competing products in that field.” 
Three oldest accounts: G. Ghirardelli Company, C. C. 
Morse & Company, Blyth, Witter & Company. 


E. T. HOWARD COMPANY, Inc. 

420 Lexington Avenue, New York, N. Y. 
Member: NOAB. Recognition: ANPA; PPA; APA. 
F. B. Ivy, president; A. R. SHARTON, vice president; J. P. 
DANIEL, secretary-treasurer, and space buyer. Handling 
thirty-five accounts, including L. E. Waterman Company, 

Clark’s Tours, Carbona Products Company. 


Established 1911 


HOWER ADVERTISING AGENCY CO. 
1213-1218 Security Bldg., Denver, Colo. 


Recognition: ANPA; PPA; APA. 


C. M. Hower, president and space buyer. A recognized 
advertising agency handling about forty accounts. 


Est. 1916 
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E.W. HELLWIG COMPANY 
9 East 40th Street 
NEW YORK CITY 


ADVERTISING 
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H. S. HOWLAND ADVERTISING AGENCY 
20 Broad Street, New York, N. Y. 
Branch: Boston, Mass. 


Recognition: ANPA; PPA; APA. 


A. E. HAWKINS, manager. A moderate-sized agency serv- 
ing about thirty accounts, including financial, steamship, 
real estate and some general accounts, among which are 
Holland American Line, Wilson Instrument and Specialty 
Company and Trinity Church and Parish, etc. 


CHARLES W. HOYT CO., Inc. 
11 East 36th Street, New York, N. Y. 
me Boston and Springfield, Mass.; Greensboro, 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


CHARLES W. Hoyt, president. Seventeen years’ business 
experience as traveling salesman, sales manager and gen- 
eral manager prior to engaging in advertising agency 
work. Author of “Scientific Sales Management.” RALPH 
L. TALLEY, vice president. In agency work since 1905. 
GEORGE N. WALLACE, vice president. In agency work 
since 1911. ARTHUR H. GATES, treasurer. Thirty years’ 
experience in sales and sales management. Joined this 
agency in 1923. F. A. WHIPPLE, manager, Springfield 
office. Five years advertising agency experience, preceded 
by general business training. T. F. FLANAGAN, manager, 
Boston office. Sixteen years’ business experience, about 
half of this time acting as sales manager; and the balance 
working with advertising agencies. WINTHROP C. Hoyt, 
six years’ general advertising experience including one 
year with London advertising agency. C. B. DONOVAN, 
space buyer. R. S. CLARY, manager, Greensboro office. 


This agency pays particular attention to the advertising 
of products which require cooperation in merchandising; 
quite successful in securing cooperation of the salesmen 
and of the trade. Emphasis is placed upon relating the 
advertising to all other functions of the business. Hand- 
ling about thirty-five accounts including Beacon Falls 
Rubber Shoe Company; The A. C. Gilbert Company, man- 
ufacturers of “Erector” and “Polar Cub” electrical prod- 
ucts; Russia Cement Company, proprietors of Le Page’s 
Glue; Hoffman Specialty Company, “Hoffman Valves.” 
All of the accounts mentioned have been with this agency 
over ten years. 


Established 1909 


HUGHES, WOLFF & COMPANY, Inc. 
328 East Main Street, Rochester, N. Y. 

Recognition: ANPA; PPA; APA; ABP. 
FRED A. HUGHES, president; ED. WOLFF, treasurer; JOHN 
F. BusH, JR., vice president; JOHN P. MCCARTHY, secre- 
tary. An agency of the personal service type serving 
eighteen accounts. Three of the agency’s older accounts 
are W. B. Coon Company, International Chemical Com- 
pany, North East Electric Co. 


Est. 1925 


W. H. H. HULL & COMPANY 
154 Nassau Street, New York N. Y. 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 
K. E. BUNNELL, president. Forty years’ agency experi- 
ence. WALTER E. BUNNELL, vice president and treasurer. 
Thirty-three years’ agency experience. GEO. L. FOOTE, 
JR., secretary. Thirty years’ agency experience. JOHN 
LANG, space buyer. Handling some forty accounts, in- 
= B. Altman & Company, Best & Company, Coward 
oe. 


Established 1878 


H. B. HUMPHREY COMPANY 

581 Boylston Street, Boston, Mass. 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


HENRY B. HUMPHREY, president and treasurer. Forty-six 
years’ advertising experience. RICHARD S. HUMPHREY, 
vice president. Five years’ advertising experience. LEROI 
C. WATSON, secretary. Twenty-nine years’ advertising 
experience. SHELDON M. FISHER, director. Twenty years’ 
advertising experience. RICHARD M. NELSON, director. 
Seven years’ advertising experience. One of the leading 
New England agencies, handling twenty-seven accounts, 
one-third of them local and the balance national, includ- 
ing George Frost Company, Raymond & Whitcomb Com- 
pany, Boston & Albany Railroad. 


Established 1886 


. THE C. IRONMONGER ADV. CO. 


HURJA, CHASE & HOOKER, Inc. 
326 W. Madison St. 
Chicago, Ill. 

Recognition: ANPA; APA; ABP. 
A. O. HuRJA, president. Formerly business manager, 
Northland Press. Five years department advertising 
manager, Montgomery Ward & Co. H. C. CHASE, vice 
president. Formerly. advertising manager, Victor Mfg. 
& Gasket Company and Orange Crush Company, Chicago. 
H. A. HOOKER, secretary. O. F. STERLING, treasurer. 
Successors to Hurja-Johnson-Huwen, Inc. A _ personal 
service agency with approximately thirty accounts, includ- 
ing several important industrial and mail order adver- 
tisers. Three oldest accounts are Beloit Iron Works, Be- 
loit, Wis., six years; Gunkel-Novy Co., Chicago, IIl., six 
years; Holmquist-Swanson Co., Chicago, IIll.; six years. 


Established 1921 


Established 1895 
23-25 East 26th Street, New York, N. Y. 


Member: AAAA. Recognition: ANPA; PPA; APA. 


C. IRONMONGER, owner. Thirty years’ experience in ad- 
vertising. Formerly sales manager Specialty Department, 
The E. T. Burrowes Company. Advisory advertising 
counsel, Bohn Refrigerator Company, Frank Tourist Com- 
pany, American Surety Company, Vose & Sons Piano Com- 
pany, etc. 


THE IZZARD COMPANY, Inc. 
418 Pike Street, Seattle, Wash. 
Branches: Tacoma; Portland (Ore.); San Francisco; Los 
Angeles 
Member: NOAB. Recognition: ANPA; PPA; APA. 


A. J. IZZARD, president. Eighteen years’ experience as an 
advertising counsel. Ten years as salesman and business 
executive. W. H. HORSLEY, treasurer. Eleven years’ ad- 
vertising experience and several years’ general business 
experience. H. O. STONE, secretary. Eight years’ adver- 
tising experience. Ten years a writer, publicity expert 
and newspaper publisher. A live agency with an organi- 
zation of twenty people, handling about thirty accounts, 
including the advertising for Skookum Apples, Tacoma 
Chamber of Commerce, Western Red Cedar, western ad- 
vertising for Carnation Milk, etc. 


JOHNSON-DALLIS COMPANY 
316-20 Glenn Building, Atlanta, Ga. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
E. E. DALLIS, owner. B. E. WYATT, production manager. 
An agency of the personal service type serving about 
twenty accounts, including the Standard Oil of Kentucky, 
Alabama-Georgia Syrup Company, Synthetic Nitrogen 
Products Corporation, The Georgia Marble Company and 
Armour Fertilizer Works. 


JOHNSTON-AYRES COMPANY 

574 Market Street, San Francisco, Cal. 
Member: AAAA; NOAB. 
Recognition: ANPA; APA; ABP. 


K. L. HAMMAN, president; NORMAN B. STERN, vice presi- 
dent and service manager; CLYDE E. Scott, vice presi- 
dent and production manager; GEORGE H. EBERHARD, vice 
president; W. D. HAMMAN, secretary-treasurer. This 
agency is affiliated with K. L. Hamman-Advertising, Inc., 
Oakland; H. E. Lesan Advertising Agency, New York 
and Chicago; L. S. Gillham Company, Los Angeles and 
Salt Lake City; Crossley & Failing of Portland, Ore.; 
Syverson-Kelley, Inc., Spokane, Wash. It directly serves 
about twenty accounts, including the regional advertising 
of several important eastern advertisers. Three of its 
oldest accounts are: W. P. Fuller & Co., The Pennzoil 
Company, Pacific States Electric Company. 


RALPH H. JONES COMPANY Established 1916 
431 Main Street, Cincinnati, O. 
Branch: 171 Madison Ave., New York City 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
RALPH H. JONES, president and treasurer. E. W. STOCK- 
TON, vice president and secretary. A moderate-sized 
agency which stands high with its clients. Handles about 
thirteen accounts, including such important advertisers as 
The American Laundry Machinery Company, Red Cross 
Shoes, Andrew Jergens Company, Drackett Chemical Com- 
pany. 


Established 1912 


Established 1909 


Established 1904 
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WYLIE B. JONES ADV. AGENCY, Inc. 
60 Exchange Street, Binghamton, N. Y. 
Branches: New York City; Sydney, Australia 


Recognition: ANPA; PPA; APA. 


JOHN C. CLARK, president. Nine years’ experience. E. B. 
GODING, vice president and treasurer. Thirteen years’ 
experience. A. N. DRAKE, vice president. Thirty-one 
years’ experience. H. E. WoOoDWARD, vice president. 
Twenty years’ experience. B. W. HEIMER, secretary and 
space buyer. Nineteen years’ experience. H. T. SCHENCK, 
assistant treasurer. Nine years’ experience. C. T. JOHN- 
STONE. Thirty-one years’ experience. C. A. CLEVELAND, 
Eight years’ experience. PAUL ADAMS. Fifteen years’ 
experience. L. C. TOURTELLOT. Thirty years’ experience. 
DR. CHARLES W. GREEN. Twenty-five years’ experience. 
Handles sixty-five active accounts, specializing in drug, 
toilet and grocery fields. 


Est. 1907 


H. W. KASTOR & SONS, Inc. Established 1895 
14 East Jackson Boulevard, Chicago, III. 
Branches: New York City, St. Louis 

Member: NOAB; ABC. 


Recognition: ANPA; PPA; APA. 


Louis Kastor, president; F. W. KASToR, vice president; 
W. B. Kastor, secretary; E. H. KAsTor, treasurer. One 
of the older Chicago agencies handling a long list of ac- 
counts, including many important patent medicine and 
mail order concerns. Have been especially successful in 
so-called “Coupon” advertising where direct replies are 
deemed important. Some of the general accounts they 
serve are Joseph & Feiss, Orange Crush Company, Kraft 
Cheese Company, Regal Shoes, ete. 


JOSEPH KATZ COMPANY Established 1922 
16 East Mt. Vernon Place, Baltimore, Md. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 


Roy C. NELSON, production manager, F. LEVIN, space 
buyer; A. B. NoLAN, J. S. WINSLOW, RoBerT PiRosH, Eb- 
WARD PRAEGER, JAMES BEEK, RALPH Posey, Roy D. BRICK- 
NER, M. GREENSTEIN, account executives. Handling 38 
accounts, principally located in Baltimore and Philadelphia 
radius. 


THE KEELOR & STITES CO., Inc. 
18 West Seventh Street, Cincinnati, O. 
Recognition: PPA; APA; ABP. 
SELLS STITES, president; H. G. KEELoR, treasurer; H. G. 
SHEPARD, vice president; O. A. KLAUSMEYER, secretary; 
P. R. HUME, copy chief; H. V. HOLLMAN, research; Prin- 
cipals, space buyer. A moderate-sized agency serving 
about thirty clients. 


Established 1921 


THE KENYON COMPANY, Inc. 
260 Tremont Street, Boston, Mass. 

Recognition: ANPA; PPA; APA. 
ALDEN H. KENYON, president; IRA NEWTON JELALIAN, vice 
president and general manager; NATHAN PIKE, treasurer; 
LESTER H. GIBSON, secretary. Thirty-three accounts in- 
cluding Ault-Williamson Shoe Company, American Insti- 
tute of Finance, The Burkhardt Corporation. 


Established 1925 


THE JOHN S. KING COMPANY, Inc. 
1220 Huron Road, Cleveland, O. 
Recognition: ANPA; PPA; APA; ABP. 

JOHN S. KING, president. Eighteen years’ experience. 
JOHN E. WILEY, vice president and secretary; EDWARD T. 
KING, treasurer; C. S. MCCRACKEN, space buyer; W. E. 
BROWN, production manager. An agency of the personal 
service type, serving 26 accounts, including the Grasselli 
Powder Company, White Sewing Machine Company and 
the U. S. Air Compressor Company. 


Established 1919 


KIRTLAND-ENGEL COMPANY, Inc. 
646 North Michigan Avenue, Chicago, III. 


Recognition: ANPA; PPA; APA. 


MARION B. KIRTLAND, president; R. M. KIRTLAND, secre- 
tary-treasurer; FRANK L. ENGEL, vice president. A mod- 


Established 1912 


erate-sized agency serving thirty-nine accounts in varied 
lines of business. Three of its oldest accounts are May- 
belline Company, E. Richwine & Company, Masters 
Planter Co. 


KLAU-VAN PIETERSOM-DUNLAP- 


YOUNGGREEN, Ince. Established 1906 


' 417 Michigan Street, Milwaukee, Wis. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


W. F. DUNLAP, president; CHARLES C. YOUNGGREEN, vice 
president and general manager; G. W. KLAU, secretary; 
A. VAN PIETERSOM, treasurer; F. DEWOLFE, space buyer. 
A well organized general agency serving important na-' 
tional accounts such as National Enameling & Stamping 
Company; Harley-Davidson Motor Company; Evinrude 
Motor Company, J. I. Case Plow Works, Kerner Inciner- 
ator Company, Addressograph Company, etc. Letters from 
twenty of this agency’s ninety odd clients stress their 
understanding of sales problems and cooperation with 
sales department. Mr. Younggreen was for many years a 
sales manager. 


KLING-GIBSON COMPANY 
310 South Michigan Avenue, Chicago, III. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


Leroy A. KLING, president; ANDREW COBURN, vice-presi- 
dent; LAWRENCE L. SMITH, vice president; C. E. WIDNEY, 
secretary; J. H. WEDDELL, treasurer; C. E. BONNESEN, 
space buyer. A medium sized modern agency servicing 
thirty active accounts such as the Meadows Manufactur- 
ing Co., Pratt Food Co., Petroleum Heat & Power Co., 
Berger Manufacturing Co., Oak Flooring Bureau, North- 
western Yeast Co., and Kaffee Hag. 


THE KOCH COMPANY 
432 Broadway, Milwaukee, Wis. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 
JOHN J. LAWLER, president; G. C. DEHEUS, vice president; 
V. A. FLEISCHMANN, secretary and treasurer. One of 
Milwaukee’s old established agencies, serving about fifty 
accounts. In addition to a diversified list of general 
accounts this agency places considerable automotive ad- 
vertising, advertising for real estate operators and sum- 
mer resorts. It has a very good background for advertising 
food and automotive accounts. 


Established 1902 


KRAFF ADVERTISING AGENCY 
Marquette Building, Minneapolis, Minn. 


Recognition: ANPA; APA; ABP. 


NorM E. KRaAfFfF, proprietor and managing director. Twenty- 
three years agency and advertising experience. MELVIN FE. 
JOHNSON, nine years agency experience. W. P. MAHONEY, 
six years agency experience. FRED C. GREATZ, eighteen 
years agency and advertising experience. L. E. WILCOX, 
art director, twelve years agency experience. THEO. P. 
BRosiIus, contact. Rop RAWSON, contact. A medium sizéd 
—o7 handling about 110 accounts covering a wide range 
of fields. 


Established 1915 


THE KRICHBAUM-LIGGETT CO. 
1210 Engineers Building, Cleveland, O. 
Recognition: APA; ABP; PPA. 
NORMAN KRICHBAUM, president; CARR LIGGETT, vice presi- 
dent and treasurer; GEO. FULLERTON, secretary. A general 
agency handling about fifteen accounts, principally indus- 
trial. Three oldest accounts are Sanymetal Products Co., 
Warren Tool & Forge Co., Reliance Gauge Column Co. 


Established 1920 


LAKE-DUNHAM-SPIRO, Ine. 
Exchange Building, Memphis, Tenn. 
Recognition: ANPA; PPA; APA. 


HENRY LAKE, president and treasurer; Ep. S. DUNHAM, 
vice president and space buyer; A. SPIRO, secretary and 
production manager. Formerly the Lake & Dunham Ad 
vertising Agency. Handles about thirty active accounts 
in diversified fields, most of which are located in or near 
Memphis. 


Established 1910 
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—_ growth during 

a period of twenty-one 
years is emphatic evidence that 
this organization symbolizes a 
progressive principle plus 
productive performance. 


KLAU . VAN PIETERSOM 
DUNLAP . YOUNGGREEN 


rNCOE POR ATS ®D 


Advertising - Merchandising 
MILWAUKEE, WISCONSIN 
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LAMBERT & FEASLEY, Inc. Established 1923 


17 East 49th Street, New York, N. Y. 


Member: ABC. 

Recognition: ANPA; PPA; APA. 
GERARD B. LAMBERT, president; WM. P. Day, vice presi- 
dent, treasurer and general manager; GORDON K. SEA- 
GROVE, vice president, formerly with Williams and Cun- 
nyngham and Collins-Kirk, Inc.; EDITH WHITLOCK, 
secretary and space buyer. Serve five accounts. The three 
oldest are Lambert Pharmacal Company, College Inn Food 
Products, and Vanity Laboratory Winning Hand Lotion. 
This agency has been largely responsible for the “Hali- 
tosis” type of copy now in vogue. 


LAMPORT-MacDONALD COMPANY 
J. M.S. Building, South Bend, Ind. 


Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
W. K. LAMporT, president; C. A. MACDONALD, vice presi- 
dent; CARL PRELL, secretary; H. W. Fox, treasurer; S. W. 
PETACCI, space buyer. A thoroughly modern advertising 
agency, handling a number of important accounts, some 
of which are located outside the South Bend territory. 
Some of the more important clients served are: Johnson 
Motor Company, McCray Refrigerator Company, South 
Bend Bait Company, Indestructo Trunk Company and the 
Dodge Manufacturing Company. 


For further information concerning this agency see page 153 


Established 1917 


REED G. LANDIS COMPANY 
26 East Huron Street, Chicago, Ill. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
REED G. LANDIS, president; DAvip D. Cook, vice president; 
W. J. CLEARY, secretary-treasurer; R. MORRIS, space buyer. 
This agency handles about thirty accounts, including the 
Campbell-Smith-Ritchie Company, National Air Trans- 
port, Inc., Chicago & Northwestern Railway and Auto- 
motive Equipment Association. Name changed August 1, 
1927, formerly the Arnold Joerns Company. 


Established 1915 


LARCHAR-HORTON COMPANY 
44 Franklin Street, Providence, R. I. 

Recognition: ANPA; PPA; APA. 
ELMER S. HoRTON, president. Three years selling to New 
England wholesale grocery trade; four years newspaper 
advertising as salesman and copywriter; two years ad- 
vertising manager, Providence Journal and Bulletin; seven 
years president Larchar-Horton Company. RAYMOND C. R. 
NOREN, vice-president. Six years with Danielson & Son 
advertising agency; three years with Livermore & Knight, 
printers; five years with Larchar-Horton Company. WIL- 
LIAM LARCHAR, treasurer. Seven years’ retail advertising 
experience as assistant to merchandise and advertising 
manager, department store; four years operated retail 
service advertising agency; three years head of the 
Larchar Company Advertising Agency; seven years treas- 
urer, Larchar-Horton Company. This agency is handling 
nineteen accounts, the three oldest being Nicholson File 
maany: Apco Mossberg Corporation and Magee Fur- 
nace Co. 


Established 1921 


LENNEN & MITCHELL, Inc. 
17 East 45th Street, New York, N. Y. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


J. T. H. MITCHELL, president; P. W. LENNEN, vice presi- 
dent; R. W. Orr. Handling eight accounts, including 
Bauer & Black, Elgin National Watch Company, P. Loril- 
lard Company. Clients stress the well-balanced organiza- 
tion. “They are careful not to fall into the well known 
habit of delegating work to people not qualified to handle 
it.” Mr. Lennen was for many years advertising manager 
for the Royal Tailors, Chicago. 


Established 1923 


H. E. LESAN ADVERTISING AGENCY Established 1908 
420 Lexington Avenue, New York, N. Y. 
Branch: 14 E. Jackson Blvd., Chicago 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
H. E. LESAN, president. Formerly newspaper editor and 
twenty-six years advertising agency business. JAMES 


MACKAY, vice president. Thirteen years’ agency experience 
and formerly chief of service department of Dry Goods 
Economist. D. W. HENDERSON, vice president. Formerly 
with Crowell and Curtis. W. T. Mullally, vice president. 
Head of his own agency until 1926. CHARLES LANsDown, 
treasurer and space buyer. Formerly with New York 
Central Lines. P. V. D. LocKwoop, secretary. Formerly 
advertising manager, the New York Central Railroad. 
GEORGE H. INGHAM, vice president and Chicago manager. 
One of the important New York agencies. Serves about 
fifty accounts, the three oldest being Standard Textile 
Products Company, Postal Life Insurance Company, and 
Guaranty Trust Company of New York. Owns the Lesan- 
Carr Advertising Agency, St. Petersburg, Florida, and is 
affliated with K. L. Hamman, Advertising, Oakland; 
Johnston-Ayres Company, San Francisco; L. S. Gillham 
Company, Los Angeles and Salt Lake City; Crossley & 
Failing, Portland, Ore. and Syverson-Kelley, Inc., Spo- 
kane, Wash. 


RAY D. LILLIBRIDGE, Inc. Established 1899 
8 West Fortieth Street, New York, N. Y. 


Member: AAAA. Recognition: ANPA; PPA; ABP. 


Ray D. LILLIBRIDGE, president. Thirty years advertising 
experience principally industrial. OTIS A. KENYON, vice- 
president, fourteen years advertising experience. J. M. 
LILLIBRIDGE, treasurer, JOHN WALKER, assistant treas- 
urer; JOSEPH VESSEY, secretary and space buyer, twenty- 
seven years experience. A highly regarded agency serv- 
ing advertisers in varied fields, but especially well quali- 
fied to service technical accounts sold in the industrial 
field. Present list of accounts fifteen. Three of the older 
accounts served are Wagner Electrical Corporation (19 
years), Monitor Controllor Co. (16 years), Kerite In- 
sulated Wire Co. (17 years). 


LIVERMORE & KNIGHT COMPANY Established 1920 
42 Pine Street, Providence, Rhode Island 
Branches: 25 W. 43rd Street, New York City 

404 Park Square Bldg., Boston 


Recognition: ANPA; PPA; APA. 


Won. B. Gowpy, JR., space buyer. Handling about 20 
accounts, including industrial, textile, insurance. Howarp 
KNIGHT, general manager and treasurer; RALPH L. 
FOSTER, vice-president and art director; A. L. DEAN, vice- 
president, R. G. INGRAM, vice president. A personal ser- 
vice agency, well thought of by New England publishers, 
serving about twenty accounts. Three of the older ac- 
counts served -are Rhode Island Hospital Trust Co., 
Franklin Process Co., John Hancock Mutual Life Ins. Co. 


LOCKWOOD-SHACKELFORD CO. 
55 Sutter Street, San Francisco, Cal. 
Branches: Los Angeles; Chicago 


Member: NOAB. Recognition: ANPA; PPA; APA. 


RUSSELL N. LOCKWOOD, president. Formerly in newspaper 
business. Experienced in advertising, merchandising and 
selling. MAXWELL WARREN SHACKELFORD, first vice-presi- 
dent, in charge of copy. HERBERT CARL BERNSTEIN, second 
vice president, in charge of San Francisco office. Fifteen 
years newspaper work, six years advertising manager, 
San Francisco Chronicle. CHARLES T. NOUNNAN, vice pres- 
ident. Sixteen years in advertising activities of the Los 
Angeles Soap Company. Eight years with the executive 
offices of Foster & Kleiser Company. RoBert B. NEWELL, 
manager of Chicago office. Fifteen years as advertising 
agency executive and advertising manager for several 
firms. E. CUSHING, San Francisco office; D. TRumMBO, Los 
Angeles office; R. NEWELL, Chicago office, space buyers. 
A national advertising agency serving about thirty-five 
active accounts. The three oldest are: C. H. Wolfelt Com- 
pany (1917), Victor Girard (1918), California Associa- 
tion of Ice Industries (1921). 


Established 1912 


LOOMIS-POTTS COMPANY 
1004 Baltimore Avenue, Kansas City, Mo. 

Member: NOAB. Recognition: ANPA; APA; PPA. 
W. H. Loomis, JR., president. Nine years’ advertising 
agency experience. R. J. Potts, vice president. Sixteen 
years’ experience in advertising agency work in Kansas 
City. J. B. WoopBury, six years’ advertising experience; 
one time advertising manager, Tulsa World. FRANK E 


. WHALEN, fifteen years’ experience in advertising agency 
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“But Our Advertising Case 
is “Different—’”? 


ECENTLY we talked with a prospect 
R who said exactly that. Then we 
knew we were on common ground. Our 
minds had met, and we could talk to him 


in terms of our mutual convictions. 


i 

Certainly, your advertising case is differ- 
ent. Every situation is different. Which is 
the very good reason why successful ad- 
vertising does not come “‘off the shelf.’ It 


must be made to fit the case. 


There are a few unshakable principles, 
of course. But no formulas for their appli- 
cation which apply uniformly. Effective ad- 


vertising simply will not be standardized. 


XN XN N 
Finding the points of difference in your 
business... gearing them to a sound and 


effective merchandising effort. . . dramatiz- 


ing them to the public imagination . . . this 
is the essential task of advertising agency 


service. And it’s an intensely personal task. 


pi! Seva 

Genuine personal service, sincerely 
rendered, with the active interest of the 
principals of this agency, has been the basis 
of Lamport, MacDonald operation during 


eleven years of successful experience. 


r °F 7 
We believe this is why our clients stay 
with us year in and year out. And why they 
tell us, and others, that.our service is unusual 


... particularly in its personal aspect. 


eo - F 

In the words of our clients, as well as 
our own, we shall be glad to explain 
what Lamport, MacDonald personal service 
means...to any interested manufacturer 


... without obligation, naturally. 


Lamport, MacDona.tp Company 
Advertising » Merchandising 


SOUTH BEND, INDIANA 
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LOOMIS-POTTS CO.— (Continued) 


work. One of the important Kansas City agencies, serving 
a diversified list of clients. One client writes: “We feel 
they are handling our. account better than any other 
agency we have ever had. They are well organized for a 
small agency.” 


LORD & THOMAS AND LOGAN, Inc. Established 1880 
Main Offices: 400 North Michigan Ave., Chicago, Ill. 
247 Park Avenue, New York, N. Y. 
Branches: Los. Angeles; San Francisco; Washington; 
London (England) 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 

ALBERT D. LASKER, chairman of the board; THOMAS F. 
LOGAN, president; L. AMES Brown, first vice president; 
RALPH V. SOLLITT, secretary and treasurer; FRANK H. 
FAYANT, vice president; O. D. STREET, vice president; 
RANDAL W. BOROUGH, vice president; E. E. BULLIS and 
P. V. TROUP, space buyer. A large agency doing an inter- 
national business. This agency was formed by the merger 
of Lord & Thomas, one of the oldest advertising agencies 
in the country, with Thomas F. Logan, Inc., of New York 
in July, 1926. The agency has been closely identified with 
some of the outstanding advertising successes of the last 
forty years. Its list of clients includes some of the fore- 
most advertisers in the United States and Great Britain. 


LYDDON & HANFORD COMPANY, Inc. 

11 James Street, Rochester, N. Y. 

Branch: 110 E. 42nd Street, New York City 
Member: NOAB. Recognition: ANPA; PPA; APA. 


CLINTON R. LYDDON, president. Formerly advertising 
manager, Rochester Stamping Company, later with John- 
stone Advertising Agency. SAxE H. HANFORD, treasurer. 
Four years with Eastman Kodak Company in an adver- 
tising capacity. RALPH M. COLE, secretary. Formerly 
assistant advertising manager of Foster Travel Bureau, 
New York City. This agency serves about 142 accounts 
in diversified lines of business. Some of the accounts of 
national importance which it has served are Stromberg- 
Carlson Telephone Manufacturing Company, Cutler Mail 
Chute Company. 


Est. 1905 


LYNCH and WILSON, Inc. 
Citizens Bank Building, Kokomo, Ind. 
Recognition: ANPA; PPA; APA; ABP. 

Harry M. LYNCH, C. BEN WILSON, R. A. PETERS, FRANCIS 
MILLER, T. E. LATHROP. An agency of the personal service 
type, serving thirty-six accounts, mostly located in Indi- 
ana and Ohio. Three of their oldest clients are Byrne 
Kingston & Company, Globe Stove and Range Company 
and the Kokomo Electric Company. 


Established 1917 


LYON ADVERTISING AGENCY, Inc. Established 1918 
270 Madison Avenue, New York City 


Member: AAAA. Recognition: ANPA; PPA; APA. 


JAMES BERNARD LYON, president. R. D. SLAWTER, secre- 
tary. JAMES BERNARD LYON, treasurer. Serves about 
ten advertisers. Principal accounts handled: Atlantic 
Broadcasting Corp., Berry’s Electric, Ltd., A. H. Grebe 
& Co., Inc., U. T. Hungerford Co. 


THE J. HORACE LYTLE COMPANY _ Established 1919 
Harries Building, Dayton, O. 


Recognition: PPA; APA; ABP. 


J. Horace LYTLE, president. Formerly connected with 
Campbell-Ewald Company and Power, Alexander & Jenk- 
ins Company. STEWART H. ANKENEY, vice president. For- 
merly with the McGraw-Hill Publishing Company. Educa- 
tional Director, Miami Conservancy District. Advertising 
manager, The Davis Sewing Machine Company. R. M. 
COLLETT, account executive. Formerly with Baker-Vawter 
Company and National Cash Register Company. C. O. 
NYBLADH, formerly with National Cash Register Com- 
pany. Advertising manager, The Coffield Washer Com- 
pany. J. E. Romic, formerly Advertising Manager, Miami 
Paper Company. O. A. DIEMER, production manager. An 
agency of the personal service type, serving about fifteen 
accounts, among which are Crawford, McGregor & Canby 
Company, Duro Company, Davies Young Soap Company, 
Dayton Steel Foundries Company. 


WM. DOUGLAS McADAMS 
360 North Michigan Avenue, Chicago, III. 
Recognition: ANPA; PPA; APA. 

WILLIAM DouGLAS MCADAMS, owner. MISS FLORENCE 
COCHRAN, space buyer. A small agency with a staff of 
fifteen people, handling a limited list of accounts, mostly 
in the food line. This agency is placing the advertising 
for Mothers’ Oats, E. R. Squibb’s cod liver oil and some 
of the Van Camp advertising. Reports from clients indi- 


— the agency is not equipped to do market research 
work. 


H. K. MCCANN COMPANY 

285 Madison Avenue, New York, N. Y. 
Offices: Chicago, Cleveland, Denver, Los Angeles, San 

Francisco, Seattle, London, Paris. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

H. K. McCANN, president; HARRISON ATWOOD, vice presi- 
dent; H. L. PALMER, vice president, H. Q. HAWEs, vice 
president; M. S...ACHENBACH, vice president; RAYMOND 
ATWOOD, vice president; E. D. HILL, treasurer; H. A. Doo- 
LITTLE, assistant treasurer; KATHRYN H. KELLY, secretary. 
This agency employs 335 people in its offices and its more 
than seventy-five clients are divided into groups, such as 
food products group, drug products group —each group 
headed by an officer of the company or a leading staff 
member. The agency has done valuable pioneering work 
in developing a service agreement which sets down, in a 
most complete fashion, the service to be rendered and 
compensation. Among its accounts are: Beech-Nut, Bor- 
den, Nujol, Flit, Servel, Perfection Stove, Del Monte, 
Hawaiian Pineapple and several units of the Standard 
Oil Company. Seven of this agency’s accounts have been 
with it seventeen years; two fourteen years, and four 
more than ten years. Affiliated with Advertising Service 
Co., Ltd., of Montreal and Toronto. 


Established 1912 


C. P. McDONALD COMPANY, Inc. 
250 West 57th Street, New York, N. Y. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
C. P. McDONALD, president. Fourteen years’ advertising 
experience, ten years’ newspaper experience. RAYMOND 
CARTER, vice president. Seven years’ advertising expe- 
rience, fifteen years head of art department, High School 
of Commerce, New York City. WALTER W. GEISELER, secre- 
tary-treasurer. Seventeen years in aH branches of adver- 
tising agency business. An agency of the personal service 
type handling 50 accounts, including American Cyanamid 
Co., Keuffel & Esser Co., Radio Electric Clock Corp. 


Established 1923 


THE EUGENE McGUCKIN COMPANY Established 1912 
1609 Arch Street, Philadelphia, Pa. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


EUGENE MCGUCKIN, president; NORMAN W. GEARE, vice 
president; JOHN H. HIScock, vice president; C. H. MAr- 
STON, vice president; WM. G. ZINDEL, secretary; E. M. 
LEvy, space buyer. A leading Philadelphia agency of broad 
advertising experience. The principals have had from 12 
to 15 years’ experience in advertising and selling. Serves 
fourteen important advertisers, including Aluminum Cook- 
ing Utensil Company, Atlas Powder Company, Stutz Motor 
Car Company. Clients stress market study and merchan- 
dising plans. 


McJUNKIN ADVERTISING COMPANY Established 1905 
228 No. La Salle Street, Chicago, III. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


Wo. D. McJUNKIN, president. Formerly advertising man- 
ager of Rothschild & Company, The Fair and Mandel 
Brothers, Chicago. JosEPH H. FINN, vice president. For- 
merly associated in advertising capacities with Morris & 
Company, Snider Preserve Company, Paramount Pictures, 
Great Northern Railway and the Burlington Railroad. 
JAMES W. EGAN, vice president. Formerly associated with 
the Street Railways Advertising Company and Federal 
Advertising Agency. WILLARD W. GARRISON, vice president. 
Previously with Lord & Thomas and Hudson Motor Car 
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McJUNKIN ADV. CO.—(Continued) 


Company. IRVING M. TUTEUR, vice president. Specializing 
in public utility advertising. F. W. HARVEY, JR., vice presi- 
dent. For fourteen years in the publication field. C. JoHN- 
STON SMITH, vice president. Formerly a director of Thomas 
Cusack Company and seventeen years associated with 
them. Previously for eight years with O. J. Gude. DWIGHT 
CHAPMAN, vice president and general manager. GORDON 
BEST, vice president. S. N. BECKER, secretary-treasurer. 
Formerly with Lord & Thomas. F. B. AVERY, space buyer. 
One of the leading Chicago agencies, serving a diversified 
group of clients in such fields as house furnishings, mu- 
sical instruments, wearing apparel and resorts. This 
agency has an especially good background for advertising 
a public utility. One client, a prominent automobile man- 
ufacturer, writes: “We have always found them ready 
and willing to cooperate and full of good ideas and sug- 
gestions.” Now serving approximately seventy-five clients. 


THE HOMER McKEE COMPANY, Inc. Established 1915 
320 N. Meridian Street, Indianapolis, Ind. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
HoMER MCKEE, president; ERNEST COHN, secretary; LEO 
N. BURNETT, vice president; ROBERT G. MCKEE, vice 
president; EDWARD W. SPRINGER, treasurer. A capable 
agency of the personal service type, handling about twen- 
ty accounts, including Marmon Motor Car Company, 
Prest-O-Lite Storage Battery Sales Corporation, Philip 
Morris & Company, Ltd., Showers Brothers Company, 
Platter Cabinet Company, Chambers Manufacturing 
Company. Letters on file from all clients stress general 
satisfaction with service and the agency’s ability to pre- 
pare result-getting copy. 


McKINNEY, MARSH & CUSHING, Inc. Est. 1888 
6 East Hancock Avenue, Detroit, Mich. 


Branch: Toronto 
Recognition: ANPA; PPA; APA. 


Warp H. MARSH, president. Twenty years’ experience. 
Former advertising manager, Burroughs Adding Machine 
Company. F. F. McKINNEY, secretary and treasurer. 
Business, financial and advertising experience. G. G 
SLAGG, production manager. A capable Detroit agency, 
whose principals have had a good general advertising 
background. Serves about twenty accounts, among whom 
are part of the Ford advertising, Mullins Body Corpora- 
tion, Larrowe Milling Company, etc. , 


McLAIN-SIMPERS ORGANIZATION __ Established 1909 
1411 Walnut Street, Philadelphia, Pa. 
Branch: 9 West 45th Street, New York City 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 


W. R. MCLAIN, president. Thirty-two years’ agency ex- 
perience, formerly with Viennot Advertising Agency. R. 
S. SIMPERS, vice president and treasurer. Twenty years’ 
agency experience. J. E. MCGIFFERT, secretary. For- 
merly with C. Ironmonger Advertising Agency and Frank 
Presbrey Company. FLORENCE M. Dart, space buyer. 
One of the leading Philadelphia agencies, having a broad 
advertising experience covering practically every type of 
advertised commodity or service. Serves about twenty- 
six advertisers, including Dixie Cups, Spencer Heaters, 
American Pulleys. 


ROBERT M. McMULLEN COMPANY _ Established 1907 
522 Fifth Avenue, New York, N. Y. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


Robert M. MCMULLEN, president; IRvING C. CHILD, vice 
President and general manager; C. B. MCMULLEN, treas- 
urer; W. W. HENDERSON, space buyer. One of the im- 
portant New York agencies with an exceptionally broad 
food product advertising background. Handling sixteen 
accounts, including American Cranberry Exchange, Stan- 
ae Milling Company (Hecker’s Flour), Gold Dust 

ashing Powder. Kitchen Bouquet, H-O Oats, Toddy, etc. 


MACE ADVERTISING AGENCY 
Lehmann Building, Peoria, III. 
Recognition: ANPA; PPA; APA; ABP. 

M. J. MATUSAK, owner; J. M. SMITHSON, director of copy 
service; C. J. MILLER, production manager. A _ small 
agency serving about twenty-four accounts within the 
Peoria radius. Conscientious and well spoken of by three 
clients with whom we have been in correspondence. Three 
of this agency’s older accounts are Keystone Steel and 
Wire Company, The Holden Co., Altorfer Brothers. 


Established 1913 


THE EDWIN A. MACHEN COMPANY Established 1925 
1134-6 Ohio Building, Toledo, O. 
Branch: 1111 Guarantee Title Building, Cleveland, O. 

‘Member: AAAA; NOAB. 

Recognition: PPA; APA; ABP. 
EDWIN A. MACHEN, president and treasurer. Ten years’ 
general business experience. Eighteen years’ advertising 
agency experience. E. A. MACHEN was formerly of The 
Machen & Dowd Company of Toledo. FRANK J. McGIN- 
NIS, vice president and Cleveland manager. Four and a 
half years’ advertising experience and service department 
with manufacturer. Two years with this agency. FRANK 
J. ROHR, secretary. Five years outdoor advertising. Six 
years printing. Seven years street-car advertising. One 
year with this agency. It serves about thirty accounts, 
including some important national advertisers, and is the 
only AAAA member in Toledo. Its three oldest clients 
in Toledo are Meilink Steel Safe Company, The Mennel 
Milling Company, Banting Mfg. Co. 


THE MANTERNACH COMPANY 
55 Allyn Street, Hartford, Conn. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
M. C. MANTERNACH, president; J. HAMILTON SCRANTON, 
vice president; R. W. MICKAM, secretary; S. M. KENYON, 
research; J. B. WILLIAMS, contact; REGINALD FARR, art 
director; JOHN T. WHITMAN, production manager; H. W. 
RAWSON, space buyer; A. T. DENISON, office manager. 


Handling the following New England accounts: The 
American Pin Company, Baker Extract Company, The 
Fuller Brush Company, The Hartford Hospital, Pratt & 
Whitney Aircraft Company, L. E. Scott Company, Sco- 
vill Manufacturing Company, The Turner & Seymour 
Manufacturing Company, Williams Brothers Manufac- 
~—— Company, The J. B. Williams Company, P. Berry 
& Sons. 


Established 1914 


MAC MANUS, Incorporated 

82 East Hancock Avenue, Detroit, Mich. 
Branches: Toledo, Cleveland, New York City, 

San Francisco, Toronto 
Member: NOAB. Recognition: ANPA; PPA; APA. 

THEODORE F. MACMANUS, LEE ANDERSON, E. J. STEINER, 
ARDEN YINKEY, J. F. CREMER, W. H. LARKIN, M. J. CASEY, 
L. B. Warp, M. W. Topp. One of the leading agencies in 
the country, known chiefly for its successful advertising 
of Cadillac, Hupmobile and Chrysler automobiles. The 
agency confines its services to eighteen important accounts. 
One client, a brush manufacturer, writes: “We regard 
them as an exceedingly high grade agency which has ren- 
dered us strong and efficient service throughout.” 


Established 1916 


MARSCHALK & PRATT, Inc. 
369 Lexington Avenue, New York, N. Y. 

Member: NOAB. . 

Recognition: ANPA; PPA; APA; ABP. 
HARRY C. MARSCHALK, president and treasurer. Twenty 
years’ experience in publishing field, training manufac- 
turers’ salesmen, and advertising agency work. Formerly 
vice president and director, Frank Seaman, Inc. WILBUR 
E. JOHNSON, vice president. Twenty-one years’ experi- 
ence in advertising and selling. S. L. MEULENDYKE, sec- 
retary. Thirteen years’ experience in advertising and 
selling. G. L. TRIMBLE, space buyer. An important New 
York agency, now handling a list of thirteen accounts, 
ranging from ball bearings to hosiery and sheets and 
ticking. Oldest accounts are: Globe Automatic Sprinkler 
Company, International Nickel Company and Simplex 
Electric Heating Company. Clients rate the agency 
highly for close cooperation with sales department. 


Established 1923 
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“I will tell you WHY 
Brings Home 


This advertisement was written voluntarily by 
N. B. Langworthy, a member of this organization 


~~ oe ao re. 


Advertising Agency. I have been here 3 years and I think I have learned 

the secret of its success at making money for clients. It isn’t a mysterious 
new method, but it’s DIFFERENT. In fact, it’s been “BRINGING HOME 
THE BACON” year after year. 


I believe I have something to say to business men who want to get the most 
returns from their advertising expenditure. That's why I am going to tell you 
the secret of M-F-] success—how everybody around here works and why they 
work that way. 


M, F and J have worked TOGETHER for 20 fruitful years. They started out 
in the mail order advertising business. They created advertisements that 
HAD to pay a direct, fair profit to their clients; they HAD to pull in a definite 
amount of sales dollars. Thus they built their merchandising-advertising 
knowledge on the FOUNDATION of mail order advertising, which is just 
another way of saying they knew what they were doing all the time. They 
COULDN'T guess nor theorize. They HAD to know. 


If they knew how to make a $100.00 sale to a man 500 miles away by writing 
an advertisement, sending a letter and a catalog, certainly they could write 
advertisements which would send a customer into the corner store. That 
sounded logical to me from the first. And I have found out it IS logical. 


IT WORKS! 


| work for the MATTESON-FOGARTY-JORDAN COMPANY, an 


Matteson- Fogarty- Jordan 


307 North Michigan Avenue 


28 


jue 
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the M-F-J Company 
the Bacon!” 


A lot of hardheaded men who wanted definite and quick results for the money 
they spend in advertising evidently have been figuring it out just that way 
because, during the past 5 years, the rapid growth of M-F-J Company placing 
has been chiefly along the lines of general publicity; in fact general publicity 
now constitutes fully 75% of all the advertising they handle. 


As I see it, their outstanding success in the general publicity advertising field 
is due primarily to the fact that they always apply to publicity accounts 
whether $5,000 or $500,000, the PROVED common-sense principles of “mail 
order” advertising. 


Mr. Edison said recently that the world was getting away from bunk. I have 
NEVER seen any bunk here. No fancy theories, just plain, fundamental facts, 
PROVED time and time again by actual records of RESULTS! 


There you have the story of this company’s success. Actual experience 
(whether you want to call it “mail-order” experience, “doing-by-testing” 
experience, “getting-the-dollar-back” experience, or by any other name), has 
shown the M-F-J Company to think straight and clear through on advertising. 
I didn’t know until I came to M-F-J Company that advertising could be made 
so thoroughly practical and have such unerring aim. 


After I wrote this advertisement, M, F and J said, “Probably some people will 
want to know more about what you mean by ‘It Works.’ You are in a pretty 


enthusiastic mood. You know the story. So, why not write a booklet called 
TIT WORKS!” 


I said, “All right.” 


‘The booklet is ready for you if you want a copy. 


a 


7 ew, 
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MAC MARTIN ADVERTISING AGENCY 
500 Security Building, Minneapolis, Minn. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
Mac MARTIN, president and treasurer; PORTER E. HARDER, 
vice president; M. DELEGLISE, secretary. One of the best 
known agencies in the Twin Cities. Is organized to render 
a personal service to a limited list of clients. Now serves 
about fourteen, including Federal Schools, Inc., Perfec- 
tion Manufacturing Company, The Shevlin, Carpenter & 
Clarke Company. 


Est. 1904 


MASSENGALE ADVERTISING 

AGENCY, Inc. 

249 Peachtree Street, Atlanta, Ga. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


St. ELMO MASSENGALE, president; W. R. MASSENGALE, 
vice president and general manager. One of the outstand- 
ing agencies of the South, well organized and thoroughly 
modern in type. Serves about forty-five clients in varied 
lines of business. Among its clients are a number of rep- 
resentatives of the Chamber of Commerce. Three oldest 
accounts are Hagan & Dodd Company, Georgia Military 
Academy, Hamilton Carhartt Cotton Mills. 


Established 1896 


MATOS ADVERTISING CO., Inc. 
Bulletin Building, Philadelphia, Pa. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
WILLIAM W. MATOS, president and treasurer; E. B. MATos, 
vice president; J. H. HUGHES, secretary. Serves about 
fifteen advertisers including Moore Push Pin Co., The 
Baldwin Locomotive Works, Quaker City Rubber Co. 


Established 1908 


MATTESON-FOGARTY-JORDAN CO. Established 1919 
307 North Michigan Avenue, Chicago, IIl. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
JESSE F,. MATTESON, president; C. C. FOGARTY, vice presi- 


dent and treasurer; W. A. JORDAN, secretary. This agency, 


serves about thirty general accounts. It is highly rated 
by its customers, some of its clients having been served by 
the principals of the firm for nearly twenty years. Among 
its oldest accounts are: The Globe Soap Company, Babson 
Bros., and The Premier Malt Products Company. 


For further information concerning this agency see pages 156-7. 


MEARS ADVERTISING, Inc. 

250 Park Avenue, New York, N. Y. 
Member: NOAB. Recognition: ANPA; PPA; APA. 
ROBERT MEARS, JR., president; E. C. Mears, treasurer; 
F. B. SMITH, secretary and space buyer. Handling ten 
accounts. Clients stress success in creating atmosphere 

of luxury and refinement. 


; Established 1915 


LEWIS H. MERTZ & SONS, Inc. 
400 N. Michigan Avenue, Chicago, III. 


Recognition: ANPA; PPA; APA. 


Lewis H. MERTZ, president. Continuously in advertising 
work since 1901. Handled all advertising for Hot Point 
Organization from 1908 to 1919 in California, and there- 
after in Chicago. LAURENCE L. MERTZ, vice president. 
THEODORE MERTZ, secretary. W. E. FAXON, space buyer. 
R. M. CoLe, production manager. Nine years’ agency ex- 
perience, largely on mail order accounts. M. H. MERTz, 
vice president and treasurer. Six years in agency work. 


Established 1908 


MICHAELS & HEATH, Inc. 

420 Lexington Avenue, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 

Harry C. MICHAELS, president; Horton H. HEATH, vice 

president and treasurer; F. G. METTEE, secretary. Hand- 

ling thirty accounts, including Lionel Trading Co., Inc., 

(Corday Perfumes); Julian & Kokenge Co., (Footsaver 

Shoes); A. A. Vantine & Co., (Incense and Toilet Prep- 

arations. Formerly operated as the Harry C. Michaels 

Company. 


Established 1915 


THE MILLER AGENCY COMPANY 
2144 Madison Avenue, Toledo, O. 


Member: ABC. Recognition: ANPA; PPA; APA. 


C. E. MILLER, president. Eighteen years’ agency experi- 
ence. HIRAM M. GREENE, vice president. H. G. Borcgss, 
secretary. Davip HEER, treasurer and space buyer. Six 
years’ agency experience. A small agency of the per- 
sonal service type, serving about fifteen accounts, includ- 
ing Dr. Denton Sleeping Garment Mills (twenty years), 
and the Toledo Rex Spray Company (five years). 


Established 1913 


MILLIS ADVERTISING COMPANY 

Peoples Bank Building, Indianapolis, Ind. 

Branches: New York City, Los Angeles 
Member: NOAB. Recognition: ANPA; PPA; APA. 


FRED MILLIs, president; C. J. PETTINGER, executive vice 
president; R. E. HALL, vice-president and secretary; JEs- 
ste M. REED, treasurer and general manager; MAXWELL 
DRAKE, second vice president. A personal service agency, 
especially successful in handling cooperative association 
advertising. Among the accounts served are: Society of 
American Florists, National Jewelers’ Publicity Associa- 
tion, American Bottlers of Carbonated Beverages, Florist 
Telegraph Delivery Association of the United States and 
Canada, Laundryowners’ National Association, Photog- 
raphers’ Association of America, National Retail Lumber 
Dealers’ Association, National Retail Furniture Associa- 
tion, Engraved Stationery Manufacturers’ Association. 


Established 1921 


THE DAN B. MINER COMPANY Established 1911 
Petroleum Securities Bldg., Los Angeles, Cal. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; APA; ABP. 
DAN B. MINER, proprietor; Morris R. EBERSOLE. Four 
years advertising manager of Federal Boiler & Supply 
Company, Chicago. Seven years manager of copy and 
plan department. J. Walter Thompson Company, Chi- 
cago. Hight years advertising manager, American Ra- 
diator Company. Business manager, San Francisco 
Journal, one year. W. HANNAFORD, space buyer. An 
agency well organized and experienced in advertising a 
wide variety of products. At present serving about fifteen 
accounts, three of the oldest being Western Auto Supply 
Company, Pan American Petroleum Company, Joannes 
Corporation. 


MITCHELL ADVERTISING AGENCY, Inc. Est. 1904 
1018 Nicollet Avenue, Minneapolis, Minn. 
Branch: Des Moines, Ia. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


J. H. MITCHELL, president and treasurer. Twenty-eight 
years’ selling and advertising experience. F. W. SKINNER, 
secretary. Twenty-three years’ experience. E. W. SANN, 
vice president. Twenty-seven years’ experience. B. M 
JORGENSEN, space buyer. One of the leading agencies in 
the West, well organized to serve both large and small 
accounts in a wide variety of fields. About sixty-five ac- 
counts, including Way Sagless Spring Company, Mun- 
singwear Corp., Russell-Miller Milling Company, Minneap- 
olis Knitting Company and a number of products sold to 
farmers. Mr. Mitchell has a good background in retail 
merchandising. 


MITCHELL-FAUST ADVERTISING CO. Established 1904 
7 South Dearborn Street, Chicago, IIl. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
ERNEST I. MITCHELL, president. Five years’ varied exper!- 
ence in advertising and merchandising prior to the found- 
ing of this company. PavuL E. Faust, treasurer. Twenty- 
five years’ experience in advertising and merchandising 
with national and local accounts. JOHN A. DICKSON, sec- 
retary. Twenty-five years’ experience in magazine an 
newspaper fields, and merchandising counsel. CARL HuGo 
LINN, vice president. Nineteen’ years’ sales and advertis- 
ing experience in leading national accounts, specializing 
in production of campaigns. M. V. WIELAND, vice présl- 
dent. LyMAN L. WELD, vice president. A capable and 


well organized agency with a broad experience, covering. 


a variety of fields. Have had exceptional experience 1n 
advertising food products. Letters on file from six clients 
stress ability of this agency to cooperate with sound 
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When You Doubt the Utmost 
Effectiveness of your Sales 
and Advertising Programs— 


| me YOUR mind work on these facts: One organ- 
+ ization paid us $6000 for a Merchandising-Adver- 
tising Plan — with the result that for the past six years 
we have been continuously employed as their Merchan- 
dising Counsellors and Advertising Agency. 


Others have found that fees as modest as $300 pur- 
chased adequate solutions of their problems. 


We offer you a confidential service that need not interfere 
with your existing Advertising-Merchandising connections, 
beyond such changes as you, yourself, may direct as a result 
of our analyses and recommendations. 


A few words, dictated right now to your secretary, will 


bring you information showing what this service should 
be worth to your organization—what profit, altogether 
] : I out of proportion to your expenditure, may be derived 
FACTS therefrom. 
about 


The Byron G. Moon Co., Inc. 


— The Byron G. Moon Co., Inc. 


40 WORTH STREET 


Pritiecsiaioh lial PROCTOR BUILDING, TROY, N. Y. 
by if Geel meenulaee or 40 WORTH ST., NEW YORK CITY 


turers, as well as the Knit 
Underwear Industry, Calf 
Leather Tanners, The Associ- 
ated Glove Crafts, Standard 
Brand Service and Associated 
Service Wholesalers. 


Incorporated 
1915 i 
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MITCHELL-FAUST ADV. CO.—(Continued) 


ideas and suggestions. Now serve about forty accounts, 
including such important advertisers as Marshall Field 
& Company, Gordon-Van Tine Co., H. B. Glover Co., Gen- 
eral Motors Truck Co., Lewis Knitting Co., Commander 
Larrabee Cereal Co., John R. Thompson, The Western 
Co., Geo. M. Forman & Co., The Drake and Blackstone 
Hotels. 


THE BYRON G. MOON CO., Inc. 
Proctor Building, Troy, New York 
Branches: 40 Worth Street, New York City and 
Utica, New York 

Recognition: ANPA; PPA; APA; ABP. 
Byron G. MOON, president. Six years with United Shirt 
and Collar Company; five years advertising director, Knit 
Underwear Association of America; four years director 
Associated Glove Crafts. Director of Standard Brand 
Service—a sales and advertising service to manufacturers 
who sell through wholesalers. EDWARD WALKER, vice 
president. Twenty years’ advertising experience. Wm. 
W. BRESLIN, secretary. K. MEIXSELL, space buyer. 
Serving twenty general accounts, including Hall, Hartwell 
& Company, Fuller & Warren Company, Kenwood Mills, 
Van Dyke Knitting Co. 


For further information concerning. this agency see page 159. 


Established 1914 


JOHN J. MORGAN ADVERTISING AGENCY, Inc. 

31 St. James Ave., Boston, Mass. Established 1914 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


JOHN J. MORGAN, president, treasurer and space buyer. 
One year advertising manager of Consolidated Steamship 
Lines, six years advertising agent of N. Y., N. H. & H. 
R. R. One year special advertising agent New England 
Lines, comprising the New York, New Haven & Hartford 
R. R., Boston and Maine R. R. and Maine Central R. R. 
One of the leading New England agencies. Handles 
_ twenty-eight accounts, the three oldest being Geo.: E. 
Marsters, Inc., American Felt Company and Whiting Milk 
Companies. 


MORRIS-HARRIS ADVERTISING CO. 

400 North Michigan Avenue, Chicago, III. 
Recognition: ANPA; PPA; APA. 

M. B. SILVERMAN, seventeen years’ advertising experience. 

E. H. HARRIS, space buyer. Nineteen years’ advertising 

experience. A small agency organized to give personal 

service to fifteen accounts. 


Est. 1923 


MOSER & COTINS, ADVERTISING 
10 Hopper Street, Utica, New York 


Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
T. E. Moser, twenty years’ experience. Formerly with 
McClure’s Magazine and Dry Goods Economist; advertis- 
ing manager, Eaton-Hurlburt Paper Company; in copy 
department of Lord & Thomas. C. V. WELCH, space 
buyer. A. S. CoTINs, thirteen years’ advertising and sell- 
ing experience. A well organized agency occupying its 
own building, with a staff of thirty-five persons, serving 
thirty accounts, the three oldest being American Separator 
Co., Duofold Health Underwear Company, C. J. Lundstrom 
Manufacturing Company. Clients speak highly of the 
agency’s sales cooperation. 


Established 1914 


THE MOSS-CHASE COMPANY 
425 Franklin Street, Buffalo, New York 
Member: ABC. 
Recognition: ANPA; PPA; APA; ABP. 
M. E. Moss, president; J. B. CHASE, vice president; S. C. 
Moss, secretary-treasurer; G. A. CLAUSS, E. J. FELT, F. G. 
BROWNELL, account executives. A moderate-sized agency 
serving a diversified list of about thirty-five accounts such 
as The Flexlume Corporation, Syracuse K-U Corp. (Dish- 
washer Sink), Walker Dishwasher Corp., National Auto- 
motive Parts Association, Weatherbest Stained Shingle 
Co., Inc., Cary Safe Co., Niagara Wall Paper Co., Niagara 
Machine & Tool Works. 


Established 1911 


MUMM-ROMER-JAYCOX CO., Inc. 
314 East Broad Street, Columbus, O. 

Recognition: ANPA; PPA; APA. 

W. M. MumM, president. C. L. JAYCOX, vice president. 
H. E. ROMER, secretary-treasurer. All three principals 
have had more than twenty years’ agency experience. L. 
J. SULLIVAN, space buyer. A well thought of agency, or- 
ganized for serving a list of approximately sixty accounts. 
Letters from fifteen clients emphasize service rendered. 
Has good background for advertising agricultural prod- 
ucts. Oldest accounts are: McGregor Bros. (twenty-two 
years), New Idea Spreader Company (sixteen years), F. 
E. Myers & Bro. (twelve years). 


Established 1902 


CARROLL DEAN MURPHY, Inc. 
35 East Wacker Drive, Chicago, IIl. 


Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
CARROLL DEAN MURPHY, president. Twenty-six years’ busi- 
ness and selling experience, including engineering, advertis- 
ing and managing; formerly editor-in-chief, business books, 
A. W. Shaw Company and chief associate editor of Sys- 
tem. FRANK R. SCHWENGEL, vice president. Nineteen 
years’ experience in industrial field, production, manage- 
ment, sales and advertising, including several years as 
executive of one of the largest advertising agencies. 
Myron T. HARSHAW, vice president. Fourteen years’ busi- 
ness experience and twenty-six months’ army service. 
Seven years’ work as salesman, sales correspondent and 
sales and advertising manager. An aggressive and cap- 
able agency serving twenty-five active clients. Some of 
the oldest accounts are: Walker Vehicle Company (ten 
years), Union Trust Company (eight years), Arrow 
Head Products Company and Guardian Trust Company of 
Cleveland. 


For further information concerning this agency see page 113. 


Established 1917 


JOHN F. MURRAY ADVERTISING AGENCY 
578 Madison Avenue, New York, N. Y. 


Recognition: ANPA; PPA; APA. 


JOHN F, MURRAY, president. WILLIAM WULFFLEFF, secre- 
tary. A small agency of the personal service type serving 
about ten advertisers in the medical and toilet article 
field, including the R. L. Watkins Company (Mulsified 
Cocoanut Oil Shampoo, Liquid Arvon, Glostoria), and the 
Wyeth Chemical Company. 


MYERS and GOLDEN, Inc. 
Graybar Building, New York, N. Y. 


Recognition: ANPA; PPA; ABP. 


WILLARD G. MYERS, president. In the advertising busi- 
ness since 1910; manager advertising service bureau, Class 
Journal Company, 1912 to 1922. In 1919 had complete 
charge of advertising department created by the Govern- 
ment for the sale of surplus war stocks. In 1921 was 
general manager, U. S. Advertising Corporation, Toledo. 
N. H. GOLDEN, secretary and treasurer. Twenty-four 
years’ experience in publishing and advertising. In charge 
advertising orders, engravings, and promotion work for 
Ladies’ Home Journal Pattern Publications, Vogue and 
Vanity Fair. In 1914 became advertising manager, Lane 
Bryant. Later acquired an interest in the Staten Island 
Advance. Agency specializes in automotive and industrial 
accounts, of which they serve ten. 


Established 1923 


MAURICE H. NEEDHAM CO. Established 1925 


360 North Michigan Avenue, Chicago, III. 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
Maurice H. NEEDHAM, president and treasurer. Nine 
years’ advertising agency experience; three years general 
manager, Barrett-Cravens Company, and sales manager 
MacWhyte Company; two years manager advertisers 
service bureau, A. W. Shaw Company. MELVIN BRORBY, 
secretary. Three years with A. W. Shaw Company; four 
years’ university research work in Europe and Asia; tw0 
years with advertising agency. OTTo R. STADELMAN, 
space buyer. R. LLoyp SMITH, production manager. One 
of the smaller agencies, organized to serve twenty-three 
accounts, enjoying a good reputation among its clients 
for conscientious service. Some of its accounts are: Eagle- 
Picher Lead Company, Illinois Merchants Trust Company 
and the Hedman Manufacturing Company. 
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Don’t Fire Your Sales Manager! 


aporyor’- 


NE of the most interesting phases of an advertising agency’s work is its collaboration (or that 
is what it should be) with the advertiser’s sales department. It has been our pleasurable 


experience in the course of a number of years to have worked with a great many sales 


Managers. 


with the high-pressure, million-dollar, hard- 
drinking, fast-living, romantic, imaginative spell- 
binder who was better than any man on his staff 
—and knew it—and they knew it—and... 


Wants to use double spreads in color every- 
where. ‘'Let’s get Leyendecker to make this 
one.”’ Calls up Norman Rockwell himself. 
“Let’s merchandise this next year’s pro- 
gram.”’ Bind the portfolio in full levant, 
gold stamped. 


with the hard-boiled, steel-edged Simon Legree 
who was inexorable fate personified —nothing 
counted but orders, quotas made, and expenses 
kept down—you made your quota or were fired 
—no questions asked. 

He has the checking department working 

overtime on make good insertions, lineage 

short, coupons returned. Believes agency over- 

paid; should split commissions. ‘Everybody 

nows it’s being done.’’ Welcomes competitive 
bids from other agencies. ’ 


We have worked 


with the gray haired veteran who even misspelled 
“dear sir” and always had a small piece of “‘eat- 
ing tobacco” in the corner of his cheek but who 
could handle a crew of salesmen with the intuitive 
sureness of a Rockne handling a football team. 


He wants to see that the jobbers and dealers 
get all the localadvertising they want. Plenty 
of dealer helps. ‘‘And get some red in 
those ads.”’ 


with the “human” type, no salesman himself; in 
fact retiring to the point of shyness, but with that 
uncanny knowledge ot everything that was going 
on and a personal magnetism that made his men 
work for bim—he was the “‘house’’ and they did 
things for him they would never have dreamed 
of doing for the business itself. 

Knows everything that is going on— loosens 

up once ina while. Suggests keynote then 

encourages agency to do best. Keeps you on 

your toes by making the success of the business 

a personal thing. 


with the fledgling who by some accident of man- 
agerial brainstorm or sudden wholesale house- 
cleaning has been thrust into the coveted 
position with the down on his chin still unshorn. 


He has the brightest ideas about advertising. 
**Let’s get up a slogan.’’ “Why don’t WE 
get a trade name like Kodak?’ But he has 
the saving grace of youth— he'll learn! 


with the slowly-developed, conscientious, plug- 
ging ‘‘average’’, who tried hard, studied hard, 
worked with his men, suffered with them, plead- 
ed with them and, because they could depend 
on him, inspired them and built a smooth run- 
ning steadily productive sales force. 


The copy, the illustrations, the sybography 
must be ‘tested’, Study the returns of last | 
year’s campaign. Use a local try-out cam- 
paign in morning papers only. Then try the 
evening papers. No crowding but agency 
always knows the account is in the house. 


These are not fanciful portraits—they all have names. They were all men who had studied or learned or had beaten into them, the essentials 
of their jobs. The scale of their efficiency score ranged from about 25 to close to the century mark. But they were all on their job! 


It has been association with hundreds of men of this type that has taught us to respect sales managers. And we can truthfully say that the 


respect has been mutual. 


When the advertising counselor takes over the functions of the sales manager, we confess to being skeptical of results. They are a team and 
must be handled as a team. Don’t let your sales manager write your advertising copy and—if your advertising counsel thinks he knows how 
to handle your sales department, listen carefully but 


DON’T FIRE YOUR SALES MANAGER! 


P. S.—Our cooperation with sales managers has taught us many unusual ways of getting the 
greatest sales value out of the advertising. This should prove of value to other sales managers. 
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THE NESBITT SERVICE COMPANY _ Established 1912 
850 Euclid Ave., Cleveland, O. > 


Member: NOAB. Recognition: ANPA; APA; ABP. 


K. A. NESBITT, president. M. C. NESBITT, secretary. 
PAUL GEBHART, vice president. An agency of the personal 
service type serving about twenty clients, mostly located 
in Cleveland and adjacent territory. Experienced on 
travel, household and similar accounts. Oldest accounts: 
Educational Supply Company, Cleveland and Buffalo 
Transportation Company. 


NEWELL-EMMETT COMPANY, Inc. Established 1919 
40 East 34th Street, New York, N. Y. 
Branch: 525 Market Street, San Francisco, Cal. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
C. D. NEWELL, president. BURTON EMMETT, W. H. 
BEATTY, L. D. MAHON, vice presidents. R. L. STROBRIDGE, 
secretary. FRED H. WALSH, treasurer. This agency be- 
lieves in concentrating its attention on a limited number 
of clients. Few, if any, agencies have as large a billing 
concentrated on so few accounts. Among its older ac- 
counts are: Liggett & Myers Tobacco Co., Western Elec- 
tric Co., Loose-Wiles Biscuit Co. 


J. H. NEWMARK, Inc. 
250 West 57th Street, New York, N. Y. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


J. H. NEWMARK, president. For more than fifteen years 
with General Motors in sales and advertising capacity. 
JOHN W. Darr, general manager. Four years present 
capacity. Prior to 1924 with Dorland Agency, New York, 
copy and contact; Coolidge Agency, Des Moines, Ia., copy 
chief. A well organized agency concentrating on a few 
important accounts in the automotive field, the three oldest 
of which are: Durant Motors; Locomobile Company of 
America, Inc.; Industrial Alcohol Mfrs. Association. 


Established 1924 


O’CONNELL-INGALLS ADVERTISING AGENCY 
100 Boylston St., Boston, Mass. Established 1920 


Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
JOHN F. O’CONNELL, partner. Five years with Boston 
Herald and New York Tribune; eight years publicity 
director of United Shoe Machinery Corporation; director 
of publicity for State of Massachusetts Committee on Pub- 
lic Safety, Food Administration and Fuel Administration ; 
now chairman of Boston Chamber of Commerce Fuel 
Economy Committee. ARTHUR W. INGALLS, partner. 
Nine years trade press representative and publisher; one 
year assistant to president Essex Trust Company. They 
serve eighteen accounts, among them the United Shoe 


Machinery Corporation, United Fast Color Eyelet Co. and 
Bird & Son, Ince. 


JOHN W. ODLIN COMPANY, Inc. 
44 Portland Street, Worcester, Mass. 
Branch: 1014 Metropolitan Building, Boston 
Recognition: PPA; APA; ABP. 
JOHN W. ODLIN, president and treasurer. Twenty-five 
years in general publicity and advertising work. For- 
merly advertising manager, Wickwire Spencer Steel Cor- 
poration, and previously advertising manager, Wright 
Wire Company. RuTH G. MARSH, space buyer. A per- 
sonal service agency serving about twenty accounts, the 
three oldest being The Norton Company, Union Water 
Meter Company and the Hill Clothes Dryer Company. 


Established 1922 


P. F. O° KEEFE ADVERTISING AGENCY, Inc. 
45 Bromfield St., Boston, Mass. Established 1905 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
P. F. O’KEEFE, president. Thirty-six years’ merchandis- 
ing and selling experience. W.C. SAMPSON, treasurer and 
space buyer. Thirty years’ merchandising and selling ex- 
perience. A well organized and capable agency handling 
twenty-six accounts, including some of the most important 
in New England, such as Colt’s Patent Fire Arms Com- 
pany, M. J. Whitthall Associates, Landers, Frary & Clark. 
pec stress agency’s interest in suggesting new sales 
outlets. 


OLMSTEAD, PERRIN and LEFFINGWELL, Inc, 
250 Park Avenue, New York, N. Y. Established 1925 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
CLARENCE OLMSTEAD, president. EDWIN O. PERRIN, vice 
president. ALBERT LEFFINGWELL, vice president. JOHN 
T. DEVRIES, vice president. CHESTER A. POSEY, vice 
president. G. FREDERIC RIEGEL, vice president. MAL- 
COLM HART, vice president. LAURENCE RIKER, secretary , 
and treasurer. A fully organized agency with complete 
facilities; serving clients in many fields of industry, such 
as Borden’s Farm Products Co., Inc.; StehliSilkS Cor- 
poration; Devoe & Raynolds Co., Inc.; Pinaud, Inc., ete. 


For further information concerning this agency see page 165. 


OLSON & ENZINGER, Inc. 

800 Century Building, Milwaukee, Wis. 
Member: NOAB. Recognition: ANPA; PPA; APA. 
GEORGE ENZINGER, president. Sixteen years of experience 
in the advertising business preceded by two years’ gen- 
eral business training in the banking and _ insurance 
business. Advertising connections include advertising 


Established 1919 


A NEW ENGLAND advertising agency 


Devoted to the Interests of New England Advertisers 


SERVING AMONG OTHER CLIENTS: 


uben - 


Established 1899 Established 1872 Established 1845 


United Shoe Tubular Joseph Bird & Son Stetson Shoe Munroe The Elliott 
Machinery Rivet & Stud Burnett . Company Shoe Addressing 
Corporation Company Company ine. Company Machine Co. 


Established 1795 


S 


Established 1900 


—— 


Established 1885 Established 1923 


O’CONNELL-INGALLS 


JOHN F. O’CONNELL 


100 BOYLSTON STREET 


Member of the A. A. A. A. 


fe 
mei ARTHUR W. INGALLS 


<4") BOSTON, MASSACHUSETTS 


ADVERTISING AGENCY 
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Newell-Emmett Company 


Incorporated 
Advertising --Merchandising (Counsel 
40 EAST THIRTY-FOURTH STREET 


New York 


AN ADVERTISING 
AGENCY FOUNDED 
ON THE IDEA OF 
RENDERING SUPER- 
LATIVE SERVICE TO 
A SMALL NUMBER 
OF ADVERTISERS 


CLIENTS: 


Liggett & Myers Tobacco Co. 
Western Electric Co. 
Snider Packing Corporation 
Loose-Wiles Biscuit Co. 
Graybar Electric Co. 


Association of American Soap 
and Glycerine Producers, Inc. 


Eastman Kodak Company 


(Brownie Cameras) 


Ansonia Clock Company 


‘““NOT HOW MUCH, BUT HOW WELL” 


Note: This agency, now nine years old, has does not permit the initial study and develop- 
accepted but five accounts in the past six years. 


This slow growth is deliberate. For this agency 


ment of service on a new account to be inter- 
rupted by the acceptance of a still newer one. 


a 
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OLSON & ENZINGER, INC.—(Continued) 


promotion work for fifteen metropolitan newspapers, man- 
ager of copy, service and art departments of Barron G. 
Collier, Inc., street car advertising, and manager of copy 
and service departments two advertising agencies. C. F. 
BENNETT, vice president, formerly associated with Chas. H. 
Fuller Company, Conde Nast, Rand McNally & Company 
and Lord & Thomas. Five years with the Koch Company, 
of which he was president. F. M. MORRISON, vice presi- 
dent. In 1901 joined the engineering department of the 
General Electric Company. With S. F. Bowser & Com- 
pany in charge of advertising for twelve years. Adver- 
tising manager of Cyclone Fence Company. E. W. 
FEDERER, secretary-treasurer. Twelve years’ advertising 
experience. 


One of the leading Milwaukee agencies, serving thirty 
accounts, mostly located in that territory. Experience 
covers the advertising of a wide line of products, princi- 
pally building materials, household appliances, footwear, 
food products and products for industrial use. Letters 
from clients stress planning ability. Representative ac- 
counts are: Cyclone Fence Company, Minneapolis Heat 
Regulator Co., David Adler & Sons, the Val. Blatz Brew- 
ing Company, and The Cracker Jack Co. 


For further information concerning this agency see page 167. 


DANIEL E. PARIS, ADVERTISING 
80 Boylston Street, Boston, Mass. 

Recognition: ANPA; PPA; APA. 
DANIEL E. PARis. SHERMAN B. Paris. L. M. Curtis, 
space buyer. A personal service type of agency serving 
four accounts, of which Carter’s Ink Company and W. F. 
Young, Inc., are the most important. 


Established 1920 


IRVIN F. PASCHALL, Inc. 
222 West Adams Street, Chicago, II. 
Member: ABC. 
Recognition: ANPA; PPA; APA; ABP. 
IRVIN F. PASCHALL, president. C. I. Liepy. A. M. Mor- 
LocK. W. L. PASCHALL. Experience of executives includes 
advertising, selling and merchandising work in such insti- 
tutions as The Farm Journal, Joseph T. Ryerson & Sons, 
H. W. Gossard Company, N. W. Ayer & Son. Accounts 
include S. F. Bowser & Company, Thayer & Chandler, 
Troy Chemical Company, Wirt Co., Conard-Pyle Company 
and seven others. Started January 1, 1923. Clients em- 
phasize research and perfecting tie-up between advertis- 
ing, sales promotion work and sales organization. 


PATTERSON-ANDRESS CO., Inc. 
244 Madison Avenue, New York, N. Y. 
Member: ABC. Recognition: ANPA; PPA; APA. 
WILLIAM A. PATTERSON, president; C. S. ANDRESS, vice 
president and treasurer; Miss ALICE J. BROWN, secretary 
and assistant treasurer. This agency handles fourteen 
accounts, including Tao Tea Company, Amberg File and 
Index Company, and Theodore Haviland and Company, 

I. W. Lyon & Sons, The Curtis Publishing Co. 


PECK ADVERTISING AGENCY, Inc. Established 1915 
271 Madison Avenue, New York, N. Y. 
Branch: Brooklyn, N. Y. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
HARRY PECK, president; MAx PECK, treasurer; A. H. 
MESSING, vice president; HARRY KRAWITZ, secretary. Six 
account executives. Clients stress services on accounts 
needing special national treatment and study. List of 
clients includes B. T. Babbitt, Inc.; Doehler Die-Casting 
Company, George H. Doran Company, Englander Spring 
Bed Company, Hotels Statler Company. 


GEORGE HARRISON PHELPS, Inc. Established 1922 
2775 East Jefferson Street, Detroit, Mich. 
Branch: New York, San Francisco, London (England) 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
GEORGE HARRISON PHELPS, president. Previously adver- 
tising director of Dodge Brothers for ten years. L. S. 
PHELPS, vice president. RAYMOND DyYKEMA, secretary. 
W. D. LAuvRIE, treasurer. Previously had charge of out- 
door advertising at Dodge Brothers. A. M. Lewis. For 
eleven years in charge of media plan work with agencies 


Established 1923 


Established 1917 


in New York and Detroit. A well organized, capable 
agency serving fifteen important advertisers such as 
Dodge Brothers, Berkey & Gay Furniture Company and 
Ajax Rubber Company. This agency also operates a 
broadcasting station. 


PICARD, BRADNER & BROWN, Inc. 
420 Lexington Avenue, New York, N. Y. 
Branch: Boston, Mass. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


A. J. PICARD, president. LEE D. BROWN, treasurer. E. C, 
STAMLER, space buyer. L. E. JEMISON, production man- 
ager. Handling a diversified list of twenty-two accounts, 
including Philip Morris & Co., Ltd., Inc.; Acetol Products, 
Inc.; Anti-Hydro Waterproofing Company, Cosmopolitan 
Book Corporation. 


Established 1914 


PICARD-SOHN, Incorporated 
551 Fifth Avenue, New York, N. Y. 
Recognition: PPA; APA; ABP. 
RICHARD A. PICARD, president and treasurer. MONTE W. 
SOHN, vice president and secretary. This agency is par- 
ticularly well equipped to handle automotive and technical 
accounts, as evidenced by the fact that nineteen out of 
twenty accounts are in that and allied lines. 


Established 1924 


PORTER-EASTMAN-BYRNE CO. 
22 West Monroe Street, Chicago, II. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
CHARLES H. PORTER, president. Twenty-six years in 
agency work. WARREN L. EASTMAN, vice president. Fif- 
teen years’ experience in agency and advertising work. 
CHARLES W. BYRNE, secretary and treasurer. Twenty- 
one years in agency work. GEORGE DAUGHERTY, copy 
chief. EXARL WENDEL, space buyer. One of the leading 
Western agencies, serving about sixty accounts, a number 
of which are products sold to farmers and by mail. Let- 
ters on file from fourteen clients stress ability in the 
initiation of practical suggestions and space buying. 
Three of their oldest accounts are: the Louden Machinery 
Company, Deere & Company and the Beatrice Creamery 
Company. 


Established 1916 


THE HARRY PORTER CO., Inc. 

270 Madison Avenue, New York, N. Y. 
Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


HarrY PorTER, president. Previously vice president and 
director of Frank Presbrey Company. DWIGHT AUSTIN, 
vice president. JAMES A. BEATTY, secretary-treasurer, 
manager contract department and space buyer. WARD 
LEATHERS, director of production. Formerly in charge 
of promotion, Class Journal Company, five years; in 
charge production, The Cowan Company, four years; spe- 
cial training in engineering, economics and mass psychol- 
ogy; author of books on technical subjects. LOUISE PAINE 
BENJAMIN. Three years editorial staff Woman’s Home 
Companion, three years general publicity and editorial 
writing directed to women, two years mail order publish- 
ing. GEORGE HouGH Perry. Formerly advertising man- 
ager, Wanamaker’s, Gimbel’s, New York. _ Director 
publicity San Francisco World’s Fair, author. Long gen 
eral advertising and publicity experience. This agency 
specializes in drug and grocery trade accounts, and those 
addressed to women. 


Established 1915 


THE Z. L. POTTER COMPANY Established 1924 
Syracuse Building, Syracuse, N. Y. 


Recognition: ANPA; PPA; APA. 


Z. L. POTTER, president. Formerly advertising manager; 
National Cash Register Company, and vice president and 
business manager New York Evening Post. A. J. SCHIED, 
vice president. R. S. FEELEY, art director. W. R. JILI- 
SON, production manager. D. A. TYNION, account execu 
tive. RALPH RICHMOND, copy chief. A representative 
of the territorial type of agency, serving a group ° 
clients that are mostly within easy reach. Thirty-one 
accounts, notably Merrell-Soule Company (Klim and None- 
such Mincemeat), Mohawk Carpet Mills and Brewer- 
Titchener Corporation (automobile accessories). 
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250 Park AvENUE, NEw Yorx 
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POTTS-TURNBULL ADVERTISING CO. Established 1910 
6 North Michigan Avenue, Chicago, III. 
Offices: 300 Gates Bldg., Kansas City, Mo. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
H. K. TURNBULL, president, Chicago; S. T. CLAFLIN, vice 
president, Chicago; W. J. KREBS, treasurer, Kansas City; 
F. B. GRADOLF, secretary, Kansas City; BURTON G. WAs- 
SER, space buyer, Chicago; GEO. MAGILL, space buyer, 
Kansas City. A well organized agency of broad experi- 
ence, particularly qualified to advertise products in the 
building material field, and with general and farm adver- 
tising experience. Serves about forty accounts, including 
such well known advertisers as National Paving Brick 
Manufacturers Association, Coleman Lamp Co., Marb-L- 
Cote, Inc., Concrete Engineering Co., Forbes Tea & Coffee 
Co., American Beauty Macaroni Co., Allen B. Wrisley Co. 
(OlivilO Soap). 


JOHN O. POWERS COMPANY 
247 Park Avenue, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
JOHN O. POWERS, president; ROBERT W. POWERS, treasurer 
and space buyer; FREDERICK ROSELIUS, vice president; 
WALTER E. POWERS, vice president; HERMAN J. SCHWACKE, 
secretary. Handling seventeen accounts, including Pack- 
age Machinery Company, Mum Manufacturing Company, 
Murphy Varnish Company. Widely known for versatility 
and ability to handle unusual merchandising problems. 


Established 1910 


THE POWERS-HOUSE COMPANY 
642 Hanna Building, Cleveland, O. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 
MarsH K. POWERS, president; FRANK E. HOovuss, JR., 
vice president and treasurer; GORDON RIELEY, secretary; 
ARTHUR W. MUIR, assistant treasurer; CLIFFORD A. MAR- 
BACH, space buyer. A well organized, capable agency of 
moderate size, serving about twenty-five clients, including 
a number of important industrial accounts. 


Established 1912 


PRATHER-ALLEN & HEATON, Inc. 
307 East Fourth Street, Cincinnati, O. 
Member: ABC. 
Recognition: ANPA; PPA; APA; ABP. 


DouGLtas M. ALLEN, president and treasurer, also man- 
ager of media and research department. Twelve years’ 
experience in advertising and sales work, formerly asso- 
ciated with Cincinnati Rubber Manufacturing Company, 
The Fleischmann Company and The Blaine-Thompson 
Agency. Seven years’ advertising agency experience. 
RALPH SEWARD HEATON, vice president. Twenty years’ 
experience in advertising work. Formerly with Filene’s, 
Boston. Barron G. Collier, Inc. General advertising man- 
ager, The Rudolph Wurlitzer Co. Manager of production 
and creative work for The Standard Corporation. JOSE- 
PHINE L. QUIGLEY, secretary. Eight years’ advertising 
agency experience. Organized to render personal service 
to advertisers. Broad background. Four oldest clients: The 
Crosley Radio Corporation, Kenton Pharmacal Company, 
The American Oak Leather Company, Baldwin Piano 
Company. 


Established 1920 


PRATT-MOORE ADVERTISING CO. 
1926 Ford Building, Detroit, Mich. 


Recognition: PPA; APA; ABP. 


Louis A. PRATT, president. Had extensive newspaper, 
magazine and general printing experience before joining 
the Brownell & Humphrey agency in 1904. Was secretary 
and account executive Olds Motor Works, Truscon Steel 
Company, etc. Resigned to become advertising manager 
of Truscon Steel Company, and later advertising man- 
ager and export manager Alamo Manufacturing Com- 
pany. Epwin H. HUMPHREY, vice president. Formerly 
with Brownell & Humphrey, handling Olds Motor Works, 
Goodrich Tire & Rubber Company, Goodyear Rubber Com- 
pany, Detroit Stove Works, Packard Motor Car Company 
and other well-known accounts. WILLIAM S. POWER, vice 
president. For twelve years president Power, Alexander 
& Jenkins Company, handling personally such accounts as 
Delco, Delco-Light, Studebaker Motor Car, Ford Motor 


Established 1910 


Car, Paige Motor Car, Wills Sainte Claire Motor Car, 
Carborundum Company, Westinghouse Electric & Manu- 
facturing Co., and others. A personal service type of 
agency handling sixteen accounts in varied lines. Good 
background for advertising automotive, industrial or 
marine products. Three oldest accounts: Zenith-Detroit 
Corporation, Wood Hydraulic Hoist and Body Company, 
Parker Rust Proof Company. 


FRANK PRESBREY COMPANY 
247 Park Avenue, New York, N. Y. 
Branches: Philadelphia, Pittsburgh, Chicago 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
FRANK PRESBREY, president; CHARLES PRESBREY, vice pres- 
ident, J. H. DONAHUE, vice president and general mana- 
ger; A. F. SACHTLEBEN, K. G. MARTIN, G. R. Hart, E. C. 
BOYKIN, R. A. GIBNEY, KENNETH PLUMB, L. V. SPENCER, 
J. C. Boyp, W. A. BAKER, secretary and space buyer. A 
prominent, well-organized agency handling a broadly 
diversified list of seventy-eight accounts, including Shred- 
ded Wheat Company, Cunard Line, Aluminum Cooking 
Utensil Co., Weston Electrical Instrument Co., Prudential 
Insurance Co., Florida East Coast Railroad, Equitable 
Life Insurance Company. Reports from clients are most 
favorable in connection with the larger accounts requir- 
ing supplemental services. Equipped to handle broad 
range of details, such as the editing of house organs, busi- 
ness surveys, etc. 


Established 1896 


THE PROCTER AND COLLIER CO. Established 1894 
McMillan Street at Reading Road, Cincinnati, O. 
Branch: New York City 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
C. M. ROBERTSON, president and treasurer. M. L. Per- 
NICE, JR., vice president and director of service; R. R. 
WATSON, director of merchandising; IRA H. CRANE, secre- 
tary. Among the oldest and best known accounts handled 
by this agency are: The Selby Shoe Company, E. T. 
Wright & Company, Inc., The U. S. Playing Card Com- 
pany, The Clark Grave Vault Company, Peters Cartridge 
Company, Higgin Mfg. Co., Newport, Ky.; Liquid Veneer 
Corp., Buffalo. This agency is equipped to handle adver- 
tising accounts in all lines. Its contact men are recruited 
for their knowledge of various industries as well as for 
their ability as advertising counselors. It is one of the 
few agencies operating its own printing plant. 


THE FRED M. RANDALL COMPANY Established 1915 
Book Tower, Detroit, Mich. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 


RALPH G. HARRIS, president. Twenty years’ advertising 
agency experience, 5 years prior to joining this agency, 
was Detroit manager of Critchfield and Company. | 
Ross Mack, secretary and treasurer, 10 years advertising 
work, formerly with Critchfield & Company. CHARLES E. 
FOERSTER, space buyer and production manager. This is 
one of the leading mid-west agencies with full service 
offices in both Detroit and Chicago—now serving 172 ac- 
counts. Have unusually broad background of experience 
in well diversified lines. Among their clients are: The 
Aladdin Company (twenty years), World’s Star Knitting 
Company (seventeen years), Long Manufacturing Co. 
(sixteen years), Holland Furnace Company (eleven 
years). 


WM. H. RANKIN COMPANY, Inc. Established 1898 
Tribune Tower, Chicago, Ill. 342 Madison Ave., New York 
Branches: San Francisco, Los Angeles, Portland, 

Akron, Toronto 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
WILLIAM H. RANKIN, president; HERMAN A. GROTH, vice 
president and treasurer; T. A. BALLANTYNE, vice presi 
dent; J. S. H. ELLs, vice president; WM. S. NORDBURG, 
vice president; I. WEBSTER BAKER, vice president ; GEORGE 
D. SMITH, vice president; ROBERT E. RINEHART, vice Pres 
ident. One of the large institutional types of agency, 
serving sixty clients in varied lines of business. Thel 
accounts include such important national advertisers rn 
B. F. Goodrich Rubber Company (fifteen years), Meade 
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WILLIAM H. RANKIN CO., INC.— (Continued) 


Cycle Company (twenty-nine years), Wilson & Company, 
General Cigar Company, Orphus Tooth Paste Co., Loft 
Candy Co., Geo. D. Roper Co., gas ranges; Eskimo Pie 
Co., American Tobacco Co., etc. This agency has been a 
pioneer in the practical use of radio advertising. A 
Florida client writes: “They have given us excellent co- 
operation, and have rendered a great deal of service which 
we did not expect and which our contract did not call 
for.” Affiliated in San Francisco, Los Angeles, Portland 
and Seattle with Honig-Cooper Co. 


For further information concerning this agency 
see page 522 in Review Section. 


REDFIELD ADVERTISING AGENCY, Inc. 
34 West 33rd St., New York, N. Y. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


C. S. REDFIELD, president. Formerly advertising manager, 
Yale & Towne Manufacturing Company, fifteen years. 
Previous to that, with advertising department, Chicago 
Evening Post, and St. Paul Railroad. B. W. MATTHEWs, 
vice president and chief of copy and plan department. 
Formerly with Joseph Richards Co. and Foote & Morgan. 
LEGRAND L. REDFIELD, vice president. Formerly with ad- 
vertising department, New York Journal, later with 
Thos. Cusack Company. L. P. BANSBACH, treasurer. A. 
HOLLANDER, secretary. Accounts handled include radio, 
_— pencils, electric heaters, yachts, toilet articles, chem- 
icals, etc. 


Est. 1914 


G. ALLEN REEDER 
420 Lexington Avenue, New York, N. Y. 


See Foreign Advertising Agencies. 


REESE ADVERTISING AGENCY, Inc. 

1042 New Canal Bank Bldg., New Orleans, La. 
Member: NOAB. Recognition: ANPA; PPA; APA. 
H. E. PRITCHARD, president. K. B. THOMPSON, vice presi- 
dent. This agency list of approximately thirty accounts 

consists chiefly of food products. 


Est. 1920 


REINCKE-ELLIS COMPANY 

215 North Michigan Avenue, Chicago, III. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


A. B. REINCKE, president; FRANK R. ELLIS, treasurer; 
A. E. PYE, general manager; C. E. SCHELLENBERG, secre- 
tary; E. O. BIHL, space buyer. A moderate sized agency, 
serving a well diversified list of accounts, some fifteen in 
number. Good background for handling advertising in 
the building field. Principal accounts are American Chain 
Company, Page Fence and Wire Products Company, Shot- 
well Manufacturing Company. 


Established 1907 


E. P. REMINGTON ADVERTISING AGENCY, Inc. 

1280 Main Street, Buffalo, N. Y. Established 1888 
Member: ABC. Recognition: ANPA; PPA; APA. 
ADDISON F. VARS, president. With this agency for nine 
years. FREDERICK W. KENDALL, JR., vice president. Ten 
years’ advertising experience. WILLIAM J. RICHARD, 
treasurer. Has been with this agency as auditor and 
treasurer for thirty years. List of important accounts 
include such advertisers as Stewart Motor Corporation, 
Sterling Engine Company, William A. Rogers, Ltd., silver- 
ware. One of the oldest agencies in the country, origin- 
ally located in Pittsburgh. Moved to Buffalo in 1914. 

Serves forty advertisers. 


JOSEPH RICHARDS CO., Inc. 

247 Park Avenue, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

JOSEPH A. RICHARDS, chairman of the board; MILTON 

TOWNE, president and treasurer. Early experience was 

with manufacturing concerns, later was in the banking 

business in New York. Has been with the Richards Com- 
pany eighteen years. COURTLAND N. SMITH, vice presi- 
dent. Began his advertising career in the service depart- 
ment of the Street Railways Advertising Company, New 
York; from there entered the agency field, joining the 


Established 1874 


Joseph Richards Company nine years ago. One of the 
old-established New York agencies. Ten important ac- 
counts, the three oldest being Tiffany & Company, Gould 
Storage Battery Company, Richard E. Thibaut, Inc. 


THE RICHARDSON-BRIGGS CO. Established 1921 
Payne Ave. and East 21st St., Cleveland, O. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 


W. E. RICHARDSON, president and treasurer. Fifteen 
years with Lord & Thomas. BENTON G. L. DODGE, vice 
president. Fifteen years’ general advertising experience, 
R. G. SIMMONS, space buyer. A capable advertising 
agency, organized to serve about twenty-four accounts. 
Especially qualified to advertise a product for household 
use. Three of its oldest accounts are: American Stove 
Company, Nickel Plate Railroad, Holcomb & Hoke Mfg. 
Co. 


JOHN RING, JR., ADVERTISING CO. Established 1919 
211 North Seventh Street, St. Louis, Mo. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
JOHN RING, JR., president. Thirteen and a half years 
publicity manager, Mercantile Trust Company; previous 
to this advertising manager of what is now the General 
Baking Company, plant in St. Louis. LYNN A. GRATIOT, 
vice president. Formerly of Yost-Gratiot Advertising 
Company; former assistant advertising manager, Blue 
Bird Appliance Company. W. W. ZAHRNDT, secretary- 
treasurer. Formerly with the General Motors Corpora- 
tion and the Wabash Railroad. 


One of the leading St. Louis agencies, serving thirty-five 
clients in such fields as community advertising, electrical, 
household equipment, organs, stained glass and food prod- 
ucts. The three oldest accounts which they serve are Mer- 
cantile Trust Company, St. Louis Chamber of Commerce, 
St. Louis Bank Building and Equipment Company. 


THE PHILIP RITTER CO., Inc. 

225 West 34th Street, New York, N. Y. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 

PHILIP RITTER, president and treasurer. WILLIAM H. 

CLARK, vice president. J. H. JOHNSTON, secretary and 

space buyer. An agency of the personal service type, 

serving a diversified list of clients, some twenty-six in 
number. 


Established 1918 


FRED A. ROBBINS, Inc. 
360 North Michigan Avenue, Chicago, III. 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
FRED A. ROBBINS, president. L. A. ROBBINS, treasurer. 
A. D. LANG, secretary. V. M. VOLINO, space buyer. An 
agency of the personal service type. Organized to handle 
twenty-five accounts. Experienced in advertising fencing, 
batteries, products which must be sold by mail. Three 
oldest accounts are: Burgess Battery Company, American 
Wire Fence Company, Williams Sealing Company. 


Established 1922 


ROBBINS AND PEARSON CO. Established 1921 


390 Broad Street, Columbus, O. 

Recognition: PPA; APA; ABP. 
EDWIN C. Buair, president and treasurer. Formerly ad- 
vertising manager of Frigidaire Company and connecte 
in an advertising capacity with Burroughs Adding Ma- 
chine Company. H. J. NICHOLS, vice president, for- 
merly with The National Cash Register Co., and the 
Corona Typewriter Co., in sales capacities. M. L. MUL- 
LAY, secretary and general manager. This is an energetic 
agency of the personal service type serving about twenty 
accounts in varying fields of activity. Three of their oldest 
accounts are W. E. Lamneck Co., The Dayton Pump & 
Mfg Co., and the Columbus Show Case Co. 
ROBERTS & MacAVINCHE Established 1898 
30 North Dearborn Street, Chicago, Ill. 


Recognition: ANPA; PPA; APA. 
A. J. MACAVINCHE, proprietor. One of the older Chicag? 
agencies, serving twenty-five active accounts. 
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There is no more 


ditticult problem 


A vague gia an advertising agency can 
be such a grave task, when there are so 
many of us! All of us have a story to tell you; 
all of us have records of successful perform- 
ance in our field; those who had no such rec- 
ord to show have long since gone where the 
woodbine twineth. 

The R. E. Sandmeyer agency can offer 
you these things: A successful record— integ- 
rity of purpose—sound, constructive think- 
ing—a personnel that puts dashes of bril- 
liancy in prosaic subjects. Our best work has 
been done in the merchandising of products 
for the home, but our equipment is adequate 
to any situation. 

If this information will aid you in select- 
ing an agency from the many, our task is well 


begun. Our address is here for your use. 


IVE-SANDMEYER:&:-CO 
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ROBINSON, LIGHTFOOT & CO., Inc. 
1 Madison Avenue, New York, N. Y. 
Recognition: ANPA; PPA; APA. 
WILLIAM R. ROBINSON, president. Formerly vice president 
of another advertising agency. WARREN R. LIGHTFOOT, 
vice president. Formerly House of Lightfoot. WILLIAM 
A. CHARTERS, general manager. Fourteen years’ experi- 
ence in advertising agency. JOHN L. ROGERS, specializing 
on publishers accounts. C. B. LIvINGSTON, formerly with 
George Batten Co. and Frank Seaman Co. JOHN L. LUBs, 
specializing on women’s wear. An agency of the personal 
service type. Fifteen accounts. Oldest: Kelsey Heating 
Company; W. H. Lutton Company, Koh-I-Noor Pencil Co. 
This agency was formerly W. R. Robinson & Co., Inc. 


ROCHE ADVERTISING COMPANY Established 1926 
310 South Michigan Avenue, Chicago, III. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
JOHN PIERRE ROCHE, president. STEWART WESTON, vice 
president. MINER F. WILLIAMSON, secretary. L. B. 
BONINE, treasurer. F. H. HAKEWILL, space buyer. R. S. 
STRACKE, production manager. Although this agency was 
organized on May 1, 1926, its principals are men with a 
broad experience in other agencies. Its principal account 
is The Studebaker Corporation of America. Also serves 
the National Toilet Company, Chicago Tribune and ‘the 
Chero-Cola Company. 


ROGERS & SMITH 
326 West Madison Street, Chicago, IIl. 
Recognition: ANPA; PPA; APA; ABP. 

WALTER E. SMITH, president. ELBERT E. ROGERS, treas- 
urer. CHARLES B. ROGERS, secretary. An agency of the 
personal service type, serving about thirty accounts, three 
of the oldest being Rowe Manufacturing Company; Ke- 
waunee Manufacturing Company; Buescher Band Instru- 
ment Company. 


Established 1919 


Established 1917 


IRWIN JORDAN ROSE CO., Inc. 

183 Madison Avenue, New York, N. Y. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 

IRWIN JORDAN ROSE, president and treasurer. An agency 

of the personal service type serving forty accounts, the 

three oldest being Hamilton Garment Co., P. Jackson 

Higgs, Brill Bros. 


ROSE-MARTIN, Inc. 
226 West 47th Street, New York, N. Y. 
Branch: Ligonier, Ind. 

Recognition: ANPA; PPA; APA; ABP. 
IrnL W. Ross, president. JOHN B. MARTIN, secretary and 
treasurer. CARL J. MCCRACKEN, space buyer. SIDNEY 
BAUCK, production manager. The agency handles fifty- 
one accounts, the three oldest being: Lewis Hotel Train- 
ing Schools; E. Regensburg & Sons; Battle Creek Sani- 
tarium and Associated Enterprises. 


ROSS ADVERTISING, Inc. 
Standard Building, Fort Wayne, Ind. 


Recognition: ANPA; PPA; APA. 


STEPHAN A. Ross, president. Thirteen years’ advertising 
experience. MARIE SPIETH, secretary. CARL REITER, treas- 
urer. Formerly Suedhoff-Ross Company. A small agency 
organized to serve fifteen accounts, the oldest being Per- 
fection Biscuit Company; J. C. Hutzell Ovelmo Company 
and the Chub Creek Bait Company. 


F. J. ROSS COMPANY, Inc. 

119 West 40th Street, New York, N. Y. 

405 Montgomery Street, San Francisco, Cal. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


FREDERICK J. Ross, president. One of the organizers of 
the Blackman Ross Company, now the Blackman Com- 
pany. C. M. SEYMOUR, secretary-treasurer and space buy- 
er. C. P. PELHAM, vice president. DANIEL VOLKMAR, as- 
sistant secretary. R. T. SHULTZ, director. Handling fif- 
teen accounts, including Save the Surface Campaign for 
Paint and Varnish Manufacturers’ Association, P. & F. 
Corbin Company, American Can Company, Hawaiian Pine- 
apple Co., Ltd., The Pooley Company. Reports from clients 


Established 1904 


Established 1919 


Established 1921 


Established 1920 


give this agency a high rating for cooperative accounts, 
and large manufacturing accounts reaching broad national 
markets. 


RUTHRAUFF AND RYAN, Inc. Established 1911 
136 West 31st Street, New York, N. Y. 
Branches: 225 No. Michigan Ave., Chicago 
Arcade Building, St. Louis 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


F. B. Ryan, president. Formerly advertising manager, 
Cady-Ryan Company. W. B. RUTHRAUFF, vice president 
and treasurer. Formerly conducted his own advertising 
copy service. A. C. DOORNBOS, second vice president and 
secretary; P. E. WATSON, third vice president and man- 
ager of Chicago office; C. J. MCCARTHY, director; L. E, 
SMITH, director and space buyer in conjunction with W. H. 
PEMBER of New York and FRANK STEIN, Chicago. This 
agency has complete service organizations in both New 
York and Chicago. Employs approximately 200 people. 
It originally built its reputation for preparing resultful 
mail order copy, but it now handles more general business 
than mail order. Among their accounts are the “Rinso” 
and “Lifebuoy” Division of Lever Brothers, Golden Pea- 
cock Toilet Preparations, National Stamping and Electric 
Works, American Radiator Company and others. Several 
clients mention the pulling power of the agency’s copy. 


SACKHEIM & SCHERMAN, Inc. 
151 West 40th Street, New York, N. Y. 


Member: AAAA. Recognition: ANPA; PPA; APA. 


M. B. SACKHEIM, president. Formerly associated with 
Critchfield & Company; assistant advertising manager, 
Sears, Roebuck & Company; copy department, J. Walter 
Thompson Company; five years chief of copy staff and 
later secretary of Ruthrauff & Ryan. H. SCHERMAN, sec- 
retary and treasurer. Formerly associated with Ruth- 
rauff & Ryan, J. Walter Thompson Co.; president of Little 
Leather Library Corporation. R. W. BEATTY, space buyer. 
This agency handles thirty accounts, the three oldest be- 
ing, Sherwin Cody School of English; Pelman Institute of 
America; Patterson School. 


THE E. T. SADLER COMPANY Established 1918 
435 North Michigan Avenue, Chicago, III. 

Member: NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
EK. T. SADLER, general manager. M. E. SADLER, secretary- 
treasurer. D. T. GOLDEN, space buyer and production 
manager. An agency of the personal service type. Or- 
ganized to serve about twenty clients. Among the prod- 
ucts advertised by this agency are milk, petroleum, its 
equipment, radios and accessories, chain garages, automo- 
tive and general industrials. 


L. A. SANDLASS 
217 West Saratoga Street, Baltimore, Md. 


Recognition: ANPA; PPA; APA. 


L. A. SANDLASS. A small personal service agency hand- 
ling seven accounts, principally medicinal. 


R. E. SANDMEYER & COMPANY Established 1917 
153 North Michigan Boulevard, Chicago, III. 
Recognition: PPA; APA; ABP. 
R. E. SANDMEYER, president. R. N. STAGGERS, general 
manager. JOHN A. LEITH, production manager. An agency 
of the personal service type, serving twelve advertisers, 
all of whom market products in the house-furnishing or 
allied fields. Three oldest accounts are: Illinois Refrigera- 
tor Company; Mutschler Bros. Co., and the F. A. Whitney 
Carriage Company. 
For further information concerning this agency see page 169. 


GEORGE M. SAVAGE ADVERTISING AGENCY 
58 West Adams Ave., Detroit, Mich. Established 1874 
Recognition: ANPA; APA; PPA. 

M. E. ADAMSON, president. W. E. REMION, secretary and 
treasurer. A small agency of the personal service type 
with a list of twenty general accounts. Their two most 
prominent accounts are Berry Brothers and the Tangle- 
foot Company. One client, who has employed the agency 
for three years, recommends them for anything not tech- 
nical. Other clients rate them high on copy and plan 
work, but not so good on market analysis. 


Established 1920 
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Who buys 


what you 
| make? 


VER stand behind a counter in a 
store and sell goods? Ever talk 


with the people who buy what you 
make? 


Pretty simple people you'll find them. 
Literal minded—unimaginative. 


Does your copy speak their language? 
Face to face would you talk as you do 


7 in your copy? 
- Take your present campaign. Read 
10- the copy. Study the layout—the art 


work. Are you sure you are appealing 
to your logical customers? Do they 
ad- really know what it is all about? 


: Ruthrauft 
“ and Ryan a... 


os ST. LOUIS 
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SCHECK ADVERTISING AGENCY, Inc. Est. 1912 
9 Clinton Street, Newark, N. J. 
Recognition: ANPA; PPA; APA. 


JULIUS SCHECK, president. Twenty-five years’ experience 
in advertising and selling. Morris SCHECK, vice presi- 
dent. Twenty years’ experience in advertising and selling. 
Serves about forty advertisers in varied lines, many of 
whom are located in the New Jersey district. Three old- 
est accounts are I. Lewis Cigar Company; M. Augenblick 
& Brothers, Colonial Ice Cream Company. 


EDWARD H. SCHULTZ ORGANIZATION 
285 Madison Avenue, New York, N. Y. 


See Advertising Specialists. 


FRANK SEAMAN, Inc. Established 1905 


470 Fourth Avenue, New York, N. Y. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
FRANK SEAMAN, chairman. W. R. HINE, president. E. 
M. PRATT, vice president. JULIAN SEAMAN, treasurer. 
H. V. H. PROSKEY, secretary. CHARLES MCCORMACK, as- 
sistant secretary-treasurer. C. R. MAy, director of media. 
H. S. ESCUDIER, manager contract department. One of the 
leading agencies, well organized, with a broad background 
in advertising a varied line of products. Serves thirty 
clients, including such important advertisers as E. I. du 
Pont de Nemours & Co., General Cigar Co. Three oldest 
accounts are Eastman Kodak Co., Bausch & Lomb Optical 
Co. and Eleo Works. Clients rate this agency high on 
market research and analysis. “Have found them atten- 
tive to a small account, though they carry principally 
large spenders.” 


RUSSEL M. SEEDS COMPANY Established 1903 
851-867 Consolidated Building, Indianapolis, Ind. 
Recognition: ANPA; PPA; APA; ABP. 
PAUL RICHEY, president. Also president of the Richey 
Data Service. JACK HARDING, vice president and treas- 
urer. Twenty-five years’ experience in newspaper and 
agency work; formerly sales promotion manager, Prest- 
O-Lite Company. A highly regarded, capable agency, serv- 
ing forty-five clients, most of whom are located in In- 
dianapolis, Fort Wayne, Muncie and nearby points. Three 
of their oldest accounts are: E. C. Atkins (twenty-four 
years); Pinex Company (twenty-three years); Durham 
Manufacturing Company (seventeen years). 


SEHL ADVERTISING AGENCY Established 1915 
360 North Michigan Avenue, Chicago, III. 
Member: NOAB. Recognition: ANPA; PPA; APA. 


H. W. SEHL, owner. ERWIN POLKOSKE, space buyer. One 
of the older Chicago agencies of a personal service type. 
Among the principal accounts of the agency are the Calu- 
met Baking Powder Company, The Knox Company, Hoy- 
land Flour Mills Company, and Greene-Brown Manufac- 
turing Company. 


J. WM. SHEETS Established 1920 


Central Building, Seattle, Wash. 

Member: NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
J. WILLIAM SHEETS, proprietor. A personal service agency, 
serving six national advertisers located in the Pacific 
Northwest. Specialized background for handling food 
products or anything sold through drug stores. Oldest ac- 
counts are Brown & Haley, confectioners; El Estado Prod- 
ucts Company; Olympia Oyster Growers’ Association. 


SHERIDAN, SHAWHAN & SHERIDAN Established 1919 
366 Madison Avenue, New York, N. Y. 

Member: NOAB. Recognition: ANPA; PPA; APA. 
FRANK J. SHERIDAN, JR., president. JOHN E. SHERIDAN, 
treasurer. A personal service type of agency handling 
eight accounts in such fields as motor trucks, food prod- 
ucts, automotive equipment, and candy. 


SHERMAN & LEBAIR, Inc. 
183 Madison Avenue, New York, N. Y. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


GEORGE C. SHERMAN, president. HAROLD A. LEBAIR, treas- 
urer. A. G. MONTAGNE, secretary. A. RAYMOND Hopper, 
vice president. MINERVA S. HARRIS, space buyer. Long 
experience in the merchandising of men’s and women’s 
underwear, hosiery, clothing, piece goods and allied lines. 
Their clientele also includes approximately forty advertis- 
ers in varied lines, three of their oldest accounts being The 
B. V. D. Company, Inc., Sterno Corporation, International 
Handkerchief Mfg. Co. 


Established 1908 


FLOYD SHORT AND PARTNERS, Inc. 
307 North Michigan Avenue, Chicago, IIl. 


Member: AAAA. Recognition: ANPA; PPA; APA. 


FLoyD T. SHORT. WILLIAM R. CRAWFORD. D. J. Durry. 
A. J. PEDERSEN, space buyer. The advertising and mer- 
chandising experience of these principals averages twenty- 
five years. Mr. Short is well known in Chicago advertis- 
ing circles and is highly regarded by his clients. Standard 
Advertising Register lists them as handling three ac- 
counts, most important of which ts Northwestern Terra 
Cotta Company. 


Est. 1920 


SHUMAN-HAWS ADVERTISING CO. Established 1914 
820 North Michigan Avenue, Chicago, IIl. 
Branch Offices: 501 Security Bldg., Davenport, Ia. 
Corner Lyon and Ottawa Streets, Grand Rapids, Mich. 
Recognition: ANPA; PPA; APA. 


R. CALVERT HAWS, president. Formerly director and ad- 
vertising manager, Baker-Vawter Company, Brown Shoe 
Company and R. E. Funston Dried Fruit and Nut Com- 
pany. Formerly editor of Successful Banking. Eb. H. 
PHILIPPI, first vice .president. For twenty-two years a 
merchandiser. Salesman to retail trade. Manager M. 0. 
Dept. Chicago Mfgr. & Jobber. Editor, advertising man- 
ager, then publisher Retail Food Products weekly. Busi- 
ness manager national monthly magazine. HENRY NATHAN, 
second vice president. Formerly president, Nathan Ad- 
vertising Co., Inc., manager of advertising and sales ser- 
vice department, Poole Bros. Twenty years merchandis- 
ing and advertising counsellor on direct-by-mail and dealer 
help campaigns. ELLIs T. GASH, account executive. A 
well organized, moderate sized agency, whose clients stress 
its ability to prepare effective copy. Now serving about 
forty-three accounts, three of their oldest clients being the 
Aladdin Industries; Carter Radio Company; Goss Print- 
ing Press Company. Has a good radio background. 


FRANKLIN P. SHUMWAY CO. 

453 Washington Street, Boston, Mass. 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

FRANKLIN P. SHUMWAY, president and treasurer. CLINTON 

JORDAN and ARTHUR H. MERRITT, vice presidents. RAY 


Established 1880 


MILLER, secretary. The above officers and CARL E. SHUM- 


WAY, WALTER K. MUNROE, directors. Handling fifty-one ac- 
counts—textiles, shoes, wearing apparel, schools, publish- 
ers, banks, including forty summer and winter resort ho- 
tels. Three oldest accounts are: W. A. Wilde Company, 
publishers; Glastonbury Knitting Company, underwear; 
French, Shriner & Urner, shoes. 


SIDENER, VAN RIPER & KEELING, Inc. Est. 1910 


Merchants Bank Building, Indianapolis, Ind. 


Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


MERLE SIDENER, president. GUERNSEY VAN RIPER, treas- 
urer. HAL R. KEELING, vice president. A well-organized 
agency of high ideals, serving about twelve national clients. 
Their accounts are well diversified. Have a good acquain- 
tanceship in the automotive jobbing field that might prove 
useful to an advertiser in that line. Some of the products 
advertised by this agency are: Perfect Circle Piston Rings, 
Eclipse Bendix Drive, Ross Cam and Lever Steering Gears, 
Walker Jacks, Majestic Coal Windows and Underground 
Garbage Receivers. 
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SIMMONDS & SIMMONDS, Inc. Established 1908 
422 South Dearborn Street, Chicago, Illinois 


Recognition: ANPA; PPA; APA. 


F. M. SIMMONDS, JR., president. B. J. KAVANAGH, vice 
president. JOHN T. Moors, secretary. F. M. SIMMonps, 
Sr., treasurer. A personal service agency with a list of 
about fifteen accounts, a number of which are in the indus- 
trial or technical field. This agency has a good direct mail 
advertising background. Has served the Ilg Electric Venti- 
lating Company for fourteen years. Remien & Kuhnert 
Company; Logan Long Company; Alvey Manufacturing 
Company; L. L. Cooke School of Electricity; National Kel- 
lastone Company. 


SIMPSON ADVERTISING CO. 
915 Olive Street, St. Louis, Missouri 


Recognition: ANPA; PPA; APA. 


Roy B. SIMPSON, president and general manager. Formerly 
advertising manager, Corn Products Company, and sales 
manager of its by-products department; assistant adver- 
tising manager, Quaker Oats Company, in charge of copy 
department; general sales and advertising manager, Santo 
Vacuum Cleaner Company for four years; advertising di- 
rector, International Shoe Company for three years. 
SAMUEL G. SUTHERLAND, vice president. For twelve years 
connected with International Shoe Company, being sales 
manager of that company when he left it to organize what 
is now known as the Pedigo-Weber Shoe Company. ELIza- 
BETH H. SIMPSON, secretary. C. A. SWANLUND, produc- 
tion manager and space buyer. Mr. Simpson has had a 
wide advertising and selling experience, and while his 
agency is not the largest in St. Louis, it is organized to 
give personal service to a group of important accounts, 
numbering about twenty. These accounts are well diversi- 
fied and mostly national in scope. Letters from six clients 
of this agency grade it especially high on cooperation with 
sales department and market analysis. A Memphis client 
writes: “I have found Mr. Simpson an easy man to get 
along with, very conscientious and thoroughly reliable.” 


Established 1917 


C. BREWER SMITH ADVERTISING AGENCY 
27 School St., Boston, Mass. Established 1903 


Recognition: ANPA; PPA; APA. 


C. BREWER SMITH. Whole business experience has been 
in advertising. J. D. MITCHELL, space buyer. Eight years 
with this agency. Previous experience in editorial work 
with Associated Press and various newspapers. Handles 
about 25 accounts, many of which have originated as ad- 
vertisers with this agency; notably, A. O. Leonard, Inc., 
Abbott Shoe Company, Bentley School of Accounting and 
Finance, Happenrepper & Co. (Pickwick Pale, etc.). 


McCURDY SMITH, Inc. Established 1917 
70 Fifth Avenue, New York, N. Y. 
Branch: National Press Bldg., Washington, D. C. 
Recognition: ANPA; PPA; APA. 
By incorporation in 1926, this agency merges the business 
of Frederick McCurdy Smith, established in 1917, with 
that of Benjamin-Rickard Advertising Company, Wash- 
ington, established in 1914. 
FREDERICK McCurpy SMITH, president. Thirty-seven years 
of experience in advertising, including a broad range of 
activities from retail stores to national advertising media. 
WiLLi1AM H. BENJAMIN, vice president. Over 40 years of 
experience, including 20 years with N. W. Ayer & Son, 
service as space buyer and office manager with other 
agencies, and establishing his own agency in 1914. CHARLES 
H. PLUMMER, vice president. Varied experience in agency 
field since 19038. Five years in present connection. MAR- 
JORIE J. WEISS, secretary. In charge order, record and 
space buying department. Lucia KROHN PEABODY, treas- 
urer. Age and experience of the principals would indi- 
cate a degree of conservatism. Serves about one hundred 
accounts, principally in the mail order field. Three oldest 
accounts are: Van Houten, Inc., W. Hulyer; Ragsdale, 
Perfume Shoe Company. 


SMITH & FERRIS Established 1894 
739 South Hope Street, Los Angeles, California 

Member: NOAB. Recognition: ANPA; APA; ABP. 
A. CARMAN SMITH, president. In advertising business 
Since 1906; was president of Los Angeles’ first advertising 
agency—Newitt Advertising Agency. C. F. CRANK, vice 


president. Early training in printing, thirteen years’ ad- 
vertising agency experience. K. D. CALDWELL, vice presi- 
dent, for six years advertising executive with Smith & 
Ferris, formerly in retail advertising work. A. V. ECHTER- 
NACH, vice president. Account executive with Smith & 
Ferris for two years, formerly engaged in advertising in 
his own right as Echternach Agency in Denver and in 
Los Angeles. H. C. DRUM, vice president. Formerly in 
newspaper business; one of first automobile editors of Chi- 
cago Record-Herald. Was advertising manager for W. K. 
Cowan Company of Chicago, then general manager of the 
World Film Corporation, New York; later advertising di- 
rector Gates Rubber Company, Denver. Was advertising 
and sales. manager Samson Tire & Rubber Company, Los 
Angeles, and for the past two years sales manager, treas- 
urer and part owner Maytag-Pacific Distributors for 
Washington and Oregon, selling Maytag Washing Ma- 
chines. A. J. NACK, secretary-treasurer. DWIGHT AN- 
DREEN, space buyer. A well organized, capable agency, 
serving about thirty accounts, most of which are located 
in Los Angeles. 


SMITH, STURGIS & MOORE, Inc. 
171 Madison Avenue, New York City 
Branch: Premier House, London, England 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


FRANK G. SMITH, president. Ten years account executive 
and director, J. Walter Thompson Company. Four years’ 
outside experience in advertising and publishing. Wm. A. 
STURGIS, vice president. Began career with J. Walter 
Thompson Company; three years advertising manager, La- 
mont Corliss Company, selling agents; ten years as repre- 
sentative of national magazines. With this agency since 
1920. HARoLD A. Moore, director in Great Britain. Early 
experience in newspaper work in New York; last twenty- 
one years in London. Harry L. COHEN, treasurer and 
space buyer. Twenty years of experience with Albert 
Frank & Company and this agency. CHARLES HARTNER, 
secretary. Fifteen years with Albert Frank & Company, 
specializing in transportation and financial advertising. 
TRACY HAMMOND LEWIS, J. ALAN FLETCHER, JOSEPH AS- 
PINALL. Handling about twenty active accounts, under 
direct supervision of principals. Special knowledge of 
British and Canadian markets. Special experience in con- 
nection with steamships, travel, publishing and foods ad- 
vertising. 


Established 1909 


WALTER B. SNOW AND STAFF, Inc. Established 1907 
932 Statler Building, Boston, Massachusetts 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA; ABP. 
WALTER B. SNOW, president and treasurer. HAROLD BUG- 
BEE, vice president. ADELAIDE S. MCKENNA, secretary and 
assistant treasurer. The selling and advertising experi- 
ence of the principal executives covers both advertising 
management and agency work. An important New Eng- 
land agency, now serving fifteen accounts, notably L. S. 
Starrett Company; Ames Shovel & Tool Company; Condit 
Electrical Manufacturing Corporation. Special fitness for 
technical or industrial markets, but has handled general 
accounts with success. 


SOUTHWESTERN ADVERTISING CO. Established 1913 
Majestic Theatre Building, Dallas, Texas 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA; ABP. 

SHELLEY E. TRACY, president. Thirteen years’ agency and 
five years’ sales experience. JOE M. DAWSON, vice presi- 
dent. Seven years’ agency and twelve years’ sales and 
advertising experience. RAYMOND P. LOCKE, vice presi- 
dent and treasurer. Thirteen years’ agency and ten years’ 
advertising and sales experience. C. B. WAKELEY, secre- 
tary. Seven years’ agency and twelve years’ advertising 
and sales experience. HAROLD E. HENDRICK, space buyer. 
One of the leading, if not the leading agency in the South- 
west. Letters on file from eight of the twenty-four clients 
served by this agency speak in high terms of the service 
received from it. The only Four A agency in Texas. A 
St. Louis client writes: “They are live wires.” Another: 
“They go out of their way to give service.” Three prod- 
ucts which this agency has advertised for more than ten 
years are: Hofstra Insecticide, Morning Glory Butter, 
Safety Hatch Incubators. This agency is changing its 
name to Tracy-Locke-Dawson. 
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THE SPAFFORD COMPANY, Inc. Established 1907 
10 Arlington Street, Boston, Massachusetts 
Recognition: ANPA; PPA; APA. 

I. B. SPAFFORD, president and treasurer. Formerly asso- 
ciated with the Franklin P. Shumway Company, and with 
Pettingell Advertising Agency. WILLIAM B. FOSTER, space 
buyer. Personal service type of agency, with list of small 
to medium-sized accounts. Clients stress direct contact 
with principals. 


STACK-GOBLE ADVERTISING AGENCY 
29 East Madison St., Chicago, II. Established 1894 


Member: ABC. Recognition: ANPA; PPA;.APA. 


E. R. GOBLE, president and treasurer. H. L. HULSEBUS, 
vice president. FRANK M. REED, secretary. J. LANGFORD 
Stack, chairman. This agency places the advertising for 
about sixteen advertisers, including a group of Standard 
Oil companies; Northern Pacific Railroad; Atchison, To- 
peka & Santa Fe Railroad, etc. It has placed the news- 
paper advertising for Swift & Company for a great many 
years. 


GRANVILLE S. STANDISH 
ADVERTISING AGENCY 
Union Trust Building, Providence, Rhode Island 
Recognition: ANPA; PPA; APA. 
GRANVILLE S. STANDISH, president and general manager. 
Twenty-one years’ agency experience. Formerly adver- 
tising manager, Providence Telegram and Hoboken Ob- 
server; manager, Sperry & Hutchinson Company; owner 
of printing office and street car advertising company in 
Memphis. LEON H. FOLLETT, vice president, and director 
of copy and art departments. Twenty-one years’ experi- 
ence. MARGARET T. DEASY, secretary and space buyer. 
Sixteen years’ agency experience. Handling about twenty 
accounts within a short radius, including jewelry, novel- 
ties, toilet goods, etc. 


Established 1905 


STAPLES & STAPLES, Inc. 

10 South 10th Street, Richmond, Virginia 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 

H. L. STAPLES, president. Nineteen years’ agency experi- 

ence; has done considerable writing on economic questions 

and on problems of advertising farm products and co- 
operative marketing. D. D. STAPLES, secretary and treas- 
urer. Seventeen years’ advertising agency experience. One 

of the leading agencies of the South, and the only Four A 

agency with home office in Richmond. This agency han- 

dled fifteen accounts, some of which they have served for 
sixteen years. Among the products advertised are: Stand- 

ard Blottings and Two-Text Illustrated Letter Paper; V-C 

Fertilizers, Wood’s Seeds. One client writes: “We have 

found their service far ahead of any other agency we 

have ever used—and we have used several.” 


Established 1909 


THE H. & J. STEVENS COMPANY 
506 Murray Building, Grand Rapids, Mich. 

Recognition: PPA; APA; ABP. 
JoE STEVENS, JR. Handles approximately thirty accounts, 
including furniture, clocks, soda fountains, oil and grease 
equipment, air sprayers, wood working machinery, etc. 


THE HERMON W. STEVENS AGENCY 
244 Washington Street, Boston, Mass. 
Recognition: ANPA; PPA; APA. 
HERMON W. STEVENS. A personal service agency handling 
approximately twenty accounts in varied lines of business. 


STEWART-DAVIS ADVERTISING AGENCY Est. 1910 
400 North Michigan Avenue, Chicago, Illinois 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
One of the old established Chicago agencies serving a few 
important national advertisers. Principal account that of 
the Wm. Wrigley Jr. Company. 


A. M. STOCKMAN ADVERTISING AGENCY Est. 1914 
20 Vesey Street, New York, N. Y. 


Recognition: ANPA; PPA; APA; ABP. 
A. M. STOCKMAN. Previous to 1914, vice president and 
manager, Siegfried Advertising Agency; before that time 


was with Hampton Advertising Agency; early experience 
included a publishing organization and several years of 
retail store work. L. A. STOCKMAN, space buyer. W. A. 
LEE. An agency of the personal service type serving fif- 
teen advertisers. Three oldest accounts are: R. E. Dietz 
Company; L. & C. Mayers Company; United Royalties 
Corporation. 


STRANG & PROSSER ADVERTISING AGENCY 

25th Floor, L. C. Smith Bldg., Seattle, Wash. Est. 1912 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


F. W. STRANG, WM. T. Prosser, F. C. Dore, K. S. Witson. 
This agency is one of the oldest in the Pacific Northwest. 
Accounts include the Seattle Chamber of Commerce; the 
Puget Sound Power and Light Company; the Dexter Hor- 
ton National Bank. This agency did good work on the 
national advertising of canned salmon. 


STREET & FINNEY, Inc. 

40 West 40th Street, New York, N. Y. 

Branches: 185 Devonshire Street, Boston 
Member: AAAA; NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


FRANK FINNEY, president. Formerly general freight and 
passenger agent of a western railroad, and afterwards 
with the Mail and Express, a New York paper. Guy 
GAYLOR CLARK, vice president. With company ten years; 
previously with Blackman Ross, Calkins & Holden and 
Frank Presbrey Company; also with New York Times. 
RUSSELL MITCHELTREE, vice president in charge of copy. 
F. G. BONTHRON, vice president and space buyer. Form- 
erly space buyer with Taylor-Critchfield; Clague Agency; 
Lee Advertising Agency; Lord & Thomas. ROBERT FINNEY, 
secretary. E. WESLEY HEVENER, vice president. Form- 
erly with Fleisher Yarn Company of Philadelphia and the 
Donovan-Armstrong Agency of Philadelphia. A. L. Ricz, 
vice president; manager Boston office. MARTIN V. KELLEY, 
treasurer. H. J. NAGL, space buyer. One of the leading 
Eastern agencies, long established and well organized to 
advertise diversified products. This agency handles twen- 
ty-five accounts, the four oldest being Shaw-Walker; 
United Drug Company; Liberty Mutual Insurance Com- 
pany; Rice & Hutchins, Inc. 


Established 1902 


J. L. SUGDEN ADVERTISING CO. Established 1919 
32 West Washington Street, Chicago, Illinois 


Recognition: ANPA; PPA; APA. 


J. L. SUGDEN, president and treasurer. GEORGE H. Hakrt- 
MAN, vice president. M. A. H. TURNER, secretary. One of 
the smaller Chicago agencies, organized to give personal 
service to twenty-five clients. Three oldest accounts han- 
dled: Washington Shirt Company, E. E. Foster & Com- 
pany, Spaulding & Company. This agency has done good 
work on several of its accounts and is recommended where 
painstaking copy service is required. 


THE SWEENEY & JAMES COMPANY, Inc. 
1632 Euclid Avenue, Cleveland, O. 


Member: NOAB. Recognition: ANPA; PPA; APA. 


JOHN F. SWEENEY, president. FRANK G. JAMES, secretary 
and treasurer. H. B. SNYDER, space buyer. D. F. MontT- 
GOMERY, production manager. One of the leading Cleve- 
land agencies, serving about twenty-five clients, includ- 
ing such important advertisers as Jordan Motor Car 
Company, Peerless Motor Car Company, General Fire- 
proofing Company, Perfection Heater and Manufacturing 
Company. A leading Cleveland agency. Six clients rate 
them especially high on cooperation with sales department 
and space buying. Two clients comment on thoroughness 
of the agency. 


PAUL TEAS, Incorporated 
629 Euclid Avenue, Cleveland, O. 
Recognition: PPA; APA; ABP. 
PAUL TEAS, president. RALPH LEAVENWORTH, secretary. 
W. E. BAUGHMAN, treasurer. Serves approximately fif- 
teen accounts, most of which are in the engineering and 
industrial fields. The three oldest accounts are The Byers 
Machine Company, The Ohio Salt Company and The 
Sandusky Cement Company. Letters on file from Dartnell 
subscribers who employ the services of this agency speak 
highly of the work done by its staff. 


Established 1926 
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A “Personal Service”’ 
Advertising Agency 


All the accounts of this agency are serviced under the personal 
direction of an officer or executive, who maintains personal contact 
with the client. 


This close co-operation between thoroughly experienced men of 
advertiser and agency results in advertising that is efficiently 
planned and successfully carried out. 


Such a policy necessarily prevents us from handling a huge volume 
of business, but it insures an unusually competent and valuable 
service to our customers. 


It follows quite naturally that we have an unusually good record 
for holding our accounts. We have quite a number that started 
with us 17 years ago, when this agency was organized. 


Most of our other accounts have been with us 5, 10, 15 years, 
conclusive proof that our service has been satisfactory. We require 


no signed contract from our clients—holding them by the service 
we render. 


Write for 120-Page Free Book 


Get better acquainted with the Touzalin Service 
through our book, “Advertising Simplified.” In it 
you will find much to interest you, whether as an 


advertiser you are large or small, seasoned or 
inexperienced. 


Charles H. Touzalin Agency 


Newspaper -- Magazine - Mail Order - Outdoor Display 


Advertising 


7 South Dearborn Street Chicago 
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J. WALTER THOMPSON CO., Inc. 

420 Lexington Avenue, New York, N. Y. 

Branches: Chicago, Cincinnati, Boston, San _ Francisco, 
London, (England), Alexandria, Antwerp, Berlin, Co- 
penhagen, Madrid, Paris, Stockholm 


Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA; ABP. 
STANLEY REsoR, president. GILBERT KINNEY, vice presi- 
dent; STEWART L. MIMS, vice president; CHARLES E. Ray- 
MOND, vice president; WALTER G. RESOR, vice president, 
manager New England district; S. HUNTER RICHEY, vice 
president; HENRY T. STANTON, vice president; JOHN B. 
WATSON, vice president; JAMES W. YOUNG, vice president; 
EARLE CLARK, treasurer; JAMES D. WOOLF, secretary; 
HowARD HENDERSON, manager Cincinnati office; J. MARK 
HALE and KENNETT W. HINKS, associate managers San 
Francisco office; SAMUEL W. MEEK, JR., manager of Lon- 
don office; HENRY C. MINER, JR., manager of Alexandria 
office; E. E. PRATT, manager of Antwerp office; J. KINGs- 
LEY GOULD, manager of Berlin office; N. BRUCE ASHBY, 
manager of Copenhagen office; ARTHUR E. HARTZELL, man- 
ager of Madrid office; KARL KNIPE, manager of Paris of- 
fice; ADRIAN HEAD, manager of Stockholm office. 


This is one of the oldest and largest advertising agencies 
in the country, and one of the few having foreign offices. 
Well organized and modern in every respect. Letters 
from thirty-two clients rate the agency especially high on 
advertising plans and copy, and comment favorably on re- 
search facilities. Several clients speak of the cooperation 
extended by this agency in assisting clients to “sell” an 
advertising program to the salesmen. The agency serves 
seventy-nine clients in such fields as food products, prod- 
ucts merchandised through drug stores, jewelry, automo- 
biles and automotive accessories, transportation and house- 
furnishings. This agency has been responsible for many 
of the outstanding advertising campaigns of the past forty 
years, and their list of clients includes some of the most 
important national and international advertisers, many 
of whom it has served upwards of twenty years. 


For further information concerning this agency see page 545. 


CHARLES H. TOUZALIN AGENCY Established 1911 
7 South Dearborn Street, Chicago, Illinois 


Member: NOAB. Recognition: ANPA; PPA; APA. 


CHARLES H. TOUZALIN, president; WILLIAM B. SWANN, 
vice president; ALBERT R. CALLIES, secretary and treas- 
urer. One of the older Chicago agencies, serving seventy- 
five clients in well diversified lines of business, most of 
which are located in Chicago, including Kirsch Mfg. Co., 
Sturgis, Mich.; Chicago, Duluth & Georgian Bay Transit 
Co., Chicago, Ill.; Vaughan’s Seed Store, Chicago, IIl. 


For further information concerning this agency see page 175. 


TRACY-PARRY COMPANY, Inc. Established 1909 
Public Ledger Building, Philadelphia, Pennsylvania 
Branch: New York City 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 
Wo. B. TRACY, president. Formerly with Frank Presbrey 
Company. EDWIN S. Parry, vice president. Formerly 
with Western Electric Company. Editorial experience 
with newspapers. HARRY E. FAUSER, secretary-treasurer. 
FREDERICK H. WARNER, vice president. Formerly with 
Bird & Son. JAMES C. GIBSON, space buyer. This agency 
serves twenty-five accounts, including Philadelphia and 
Reading Railroad, Richardson’s After-Dinner Mints, Gen- 
eral Ice Cream Corporation, A. Theo. Abbott & Company 
(fabrics), Wm. Skinner & Sons, Pennsylvania Lawn 
Mower Works and United Engineers & Constructors, Inc. 
Clients stress service in getting retail trade to cooperate 
with advertising. 


TRADES ADVERTISING AGENCY 
665 Fifth Avenue, New York, N. Y. 
Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 
G. WALTER LINDSEY, proprietor; JOSEPHINE CONE, space 
buyer; E. ForREST SIMPSON, production manager. A small 
agency serving eight accounts. 


TURNER-WAGENER CO., Inc. Established 1919 
400 North Michigan Avenue, Chicago, Illinois 


Member: NOAB. Recognition: ANPA; PPA; APA. 


J. H. TURNER, president. Twenty-two years advertising 
and selling. F. P. WAGENER, vice president. Twelve years 


Established 1864 


Established 1909 


advertising and selling. R. A. SORENSEN, treasurer. Ten 
years advertising and selling. A personal service type of 
agency, serving twenty-five advertisers in varied lines of 
business. 


TUTHILL ADVERTISING AGENCY, Inc. 
1133 Broadway, New York, N. Y. 


Recognition: ANPA; PPA; APA. 


L. W. C. TUTHILL, president. Formerly advertising man- 
ager, Lord & Burnham Company. Experience in selling 
and merchandising. W. J. NEAL, vice president. G. E. 
WILLIAMS, secretary. R. I. COLEY, treasurer and space 
buyer. RUSSELL K. JONES. Handling twenty accounts, 
including Lord & Burnham, Burnham Boiler Corporation, 
Hitchings & Company. Special experience in connection 
with products in building materials line. 


Est. 1906 


UNITED ADVERTISING AGENCY 

339 Fifth Avenue, New York, N. Y. 

Branches: Newark, New Jersey; Paterson, New Jersey; 
Bridgeport, Connecticut; New Haven, Conn. 


Recognition: ANPA; PPA; APA. 


LEONARD DREYFUSS, president. Formerly sales manager, 
Hires Root Beer, now also president United Advertising 
Corporation as well as this agency. B. M. NussBaum, 
vice president and managing director. Formerly with 
Collier’s and vice president of Business Training Corpora- 
tion. THEODORE S. FETTINGER, treasurer. Formerly ad- 
vertising manager, Wm. F. Gamble Company, W. V. Sny- 
der & Company and Hahne & Company, later owner of 
Fettinger Advertising Agency. NAT. C. WILDMAN, vice 
president. Formerly president of the Wildman Advertis- 
ing Agency. DoroTHY M. WILLIAMS, secretary. For- 
merly with Spur and Collier’s. Now serving a list of 33 
accounts, broadly diversified. Clients give favorable men- 
tion to agency’s cooperation in sales promotion work. 
Principal accounts: Interwoven Stocking Co., United Ho- 
tels Co., American Hotels Corp., Lionel Strongfort, 
Eclipse-Needles Co., Dunhill Vanity, Serval Hosiery, 
Henning Shoes, American Dry Ginger Ale, etc. 


Established 1914 


UNITED STATES ADVERTISING CORP. 
Home Bank Building, Toledo, Ohio 

Branch: 250 West 57th Street, New York City 

Recognition: ANPA; PPA; APA. 

Warp M. CANADA, president and treasurer; GEORGE W. 
RITTER, vice president and secretary; JOHN E. WILLIAMS, 
vice president; M. H. PIERCE, space buyer. P. R. Brom- 
FIELD, vice president and manager of New York office. 
One of the leading agencies, well organized and thoroughly 
capable. Serves about twenty-five clients, mostly in the 
automotive field. Its principal accounts are the Willys- 
Overland Company, Fisk Tires and U. S. L. Batteries. 
In a letter to Dartnell Mr. Willys says: “They give 
painstaking consideration not only to advertising, but 


also to merchandising, which makes advertising success- 
ful.” 


Est. 1921 


LOUIS V. URMY 

41 Park Row, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

Louis V. UrMy. A personal service agency handling only 

a few accounts, of which the DeLaval Separator Company 

is one of the oldest. 


Established 1891 


VANDERHOOF & COMPANY 
167 East Ontario Street, Chicago, Illinois 


Member: AAAA; NOAB. 
Recognition: ANPA; PPA; APA. 


HENRY D. SULCER, president; E. M. NOLEN, vice president; 
F. W. THURNAU, vice president; FRANC D. MAYER, vice 
president; RALPH N. CUSHING, secretary and space buyer; 
IRA B. BOLLINGER, treasurer. One of the leading Chicago 
agencies, well organized and aggressive. Agency was 
founded by Herbert Vanderhoof, who was general adver- 
tising counsel for the Canadian Pacific and other Cana- 
dian railroads. Mr. Sulcer, prior to his succeeding Mr. 
Vanderhoof, had broad advertising and merchandising eX- 
perience. The agency serves about forty advertisers in 
diversified fields, including Bunte Brothers, Stevens an 
LaSalle Hotels, Colonial Salt Company and Canadian Pa- 
cific Railway. 


Established 1915 
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Ideas! \deas! 


[May,| ESTERDAY’S plan is in ashes. The call is for today’s idea. 
*?/ And—the idea that will double sales today is not so 
easily cracked. 


Yet an idea can lift a correspondence school to the ethical 
level of a university—and swamp it with inquiries in a failing 
market. 


. an idea can reduce inquiry costs from $3.60 to .52 each. 


. an idea can change pianos to furniture and sell more of 
them as such. 


. an idea can single out a class of 20 million people and sell 
them separately and alone—in the most highly competitive field 
of existence. 


If these four ideas were the total 1927 output of this organization 
the year would have been well spent. For these, like every mer- 
chandising idea advanced by this organization, are basically sound 


—logically applicable in today’s constantly changing market 
conditions. 


If your yesterday’s idea is in ashes—today’s idea may be lurking in 
our collective mind. 
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VOLKMANN ADVERTISING AGENCY Established 1870 
225 West 34th Street, New York, N. Y. 
Recognition: ANPA; PPA; APA. 

PHILIP RITTER, owner. Formerly with New York Press, 
and Frank A. Munsey, president and treasurer The Philip 
Ritter Company, Inc. CASPER PINSKER, nineteen years 
with company. One of the old New York agencies, serv- 
ing twenty-five accounts. 


WADE ADVERTISING AGENCY Established 1909 
208 West Washington Street, Chicago, Illinois 
Recognition: ANPA; PPA; APA. 

ALBERT G. WADE, W. A. WADE, G. A. WARNE, E. N. NEL- 
SON. J. W. BANISTER, space buyer. The executives of this 
organization have had about twenty years’ experience in 
handling all kinds of agricultural advertising. A personal 
service organization confining its activities to a minimum 
of twenty accounts. This agency is considered one of the 
best in Chicago for advertising to the farmer. Letters 
from seven clients praise copy and grasp of agricultural 
advertising problems. Handles the advertising for The 
Brown Fence & Wire Co., James Barn Equipment, Moor- 
man Mineral Feeds, etc. 


L. H. WALDRON ADVERTISING AGENCY 
1085 Monadnock Bldg., San Francisco, Cal. 
Branch: New York City 

Recognition: ANPA; PPA; APA. 
LEWIS H. WALDRON, sole owner. Handle about seventeen 
accounts, most of which are in the radio and toy field. 
Three oldest are: E. T. Cunningham, Inc.; Hanon & Son 
and Remler Radio Manufacturing Company. 


WALES ADVERTISING CO., Inc. Established 1912 
250 Park Avenue, New York, N. Y. 

Member: AAAA; NOAB. 

Recognition: ANPA; PPA; APA. 


JAMES ALBERT WALES, president. Twenty-seven years in 
agency profession as owner and principal executive. H. 
M. KIESEWETTER, secretary-treasurer. Formerly with 
Michelin Tire Company, Houk Manufacturing Company, 
and the M. P. Gould Company, then with the Wales Ad- 
vertising Company for eleven years. FREDERICK JORDAN. 
Formerly president, Jordan Advertising Company. With 
this agency ten years. DON M. PARKER, vice president. 
Formerly advertising manager and secretary of The Cen- 
tury Company for ten years, in charge of Century, St. 
Nicholas and the American Golfer. WM. RICH Cross. 
With this agency ten years; formerly secretary of the 
Albert P. Hill Co. of Pittsburgh. K. C. MORAN, space 
buyer. A well organized, personal service agency, serving 
thirty advertisers. Experienced in travel advertising, 
although the agency handles such diversified accounts as 
Michelin Tire Company, The Crown Corset Company and 
the Boston Varnish Company, as well as the United Cigar 
Stores Company and several affiliated accounts. 


MASON WARNER COMPANY, Inc. Established 1903 
360 North Michigan Blvd., Chicago, IIl. 

Member: AAAA; NOAB; ABC. 

Recognition: ANPA; PPA; APA. 
MASON WARNER, president. Experienced newspaper re- 
porter, editor and publisher, associated with Theodore F. 
MacManus, Toledo, for four years; three years advertising 
manager, Reid, Murdoch & Company; also with Snitzler 
Advertising Company. M. M. WARNER, secretary and pro- 
duction manager. D. L. WARNER, treasurer and space 
buyer. One of the older Chicago agencies, concentrating 
its attention on sixteen accounts. The three oldest ac- 
counts served by this agency are Reid, Murdoch & Com- 
pany, Olson Rug Company and M. Born & Company. 


WELLS ADVERTISING AGENCY, Inc. Est. 1923 
80 Boylston Street, Boston, Mass. 
Member: AAAA. Recognition: PPA; APA; ABP. 


WILFRED B. WELLS, president. A personal service type 
of agency, serving some fifteen or twenty accounts in 
diversified lines of business. 


Est. 1919 


THE WESTERN ADVERTISING AGENCY 
214 Fifth Street, Racine, Wisconsin 
Branch: Rockford, Illinois 

Member: AAAA; ABC. 

Recognition: ANPA; PPA; APA. 
SARAH JELLIFFE, president; FRANZ C. JORDAN, vice presi- 


Est. 1916 


dent and space buyer; FRED S. TUERK, vice president; 
TAYLOR J. BROKEN, secretary-treasurer; W. A. PITSCHKE 
(Rockford). An agency of the personal service type. 
Serving about twenty accounts. Among its clients are 
S. C. Johnson & Son, Wisconsin Electric Company, J. L 
Case T. M. Co., Gold Medal Folding Furniture Co. 


WHITMAN ADVERTISERS’ SERVICE, Inc. Est. 1907 
67 West 44th Street, New York City 


Recognition: ANPA; PPA; APA. 


ARTHUR H. FULTON, JR., president. Served a Southern 
mail order house as assistant advertising manager for 
two years. DouGLAs MILNE, vice president, advertising 
department of the H. W. Johns-Manville Company. Serv- 
ice manager of Sells, Ltd., Montreal, Canada. Assistant 
advertising manager Hendee Manufacturing Company. 
Formerly president of Milne-Haemmel, Inc., of Tampa, 
Fla. A. R. Howarp, treasurer. Formerly conducted own 
business known as the Howard Motor Car Company, at 
Reading, Pa. Previous to that served six years as man- 
ager of the Neel-Cadillac Motor Company at Reading, 
Pa. E. M. Powers, secretary. An agency of the personal 
service type serving about fifteen advertisers including 
J. C. Penney Company and other varied accounts. 


WILLIAMS & CUNNYNGHAM 
6 North Michigan Avenue, Chicago, IIl. 
Branch: Philadelphia, Pa. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 


HENRY P. WILLIAMS, chairman of the board; LLoyp Max- 
WELL, president and general manager; Guy C. PIERCE, vice 
president; C. B. ENTSTROM, second vice president; J. V. 
GILMOUR, secretary; LEwWIs M. WILLIAMS, treasurer. One 
of the old established and modernly organized Chicago 
agencies. Mr. Maxwell, president of the agency, is an 
advertising man of broad experience and ability. Letters 
on file from nine of this agency’s fifty odd clients stress 
their ability in creating advertising ideas and excellence 
of copy. One client writes: “They provide us with good 
advertising, with no attempt to take over the sales depart- 
ment of their clients, as some agencies think they can and 
should do.” Their three oldest accounts are: Hart, 
Schaffner & Marx, Cudahy Packing Company, Western 
Clock Company. 


Established 1901 


WILLIAMS & SAYLOR, Inc. 
385 Madison Avenue, New York, N. Y. 
Member: NOAB. 
Recognition: ANPA; PPA; APA; ABP. 
RALPH W. WILLIAMS, president; Walter T. PoLLock, vice 
president; KENNETH MACINTYRE, treasurer and space 
buyer; WM. F. ADAMS, secretary. One of the smaller New 
York agencies. 


Established 1921 


EDWIN BIRD WILSON, Inc. 
9 Hanover Street, New York, N. Y. 


Member: AAAA; ABC. 
Recognition: ANPA; PPA; APA. 


EDWIN BIRD WILSON, president. Thirteen years advertis- 
ing manager, Real Estate Trust Company, Pittsburgh, and 
Bankers’ Trust Company, New York. EDWARD J. BYRNES, 
vice president and treasurer. Twenty-four years with J. 
Walter Thompson Company. T. D. MACGREGOR, vice pres- 
ident. Varied agency experience, author of standard books 
on advertising. GEO. K. REED, vice president. Formerly 
department manager for Rand McNally & Company. Ros- 
ERT BALL, vice president and art counsel. JoHN C. 
MADDEN, vice president and service manager. W. C. BEN- 
NETT, resident Southern vice president. Specializes in 
financial accounts—especially bank and trust company 
services. 


Established 1916 


C. C. WINNINGHAM, Inc. Established 1918 
11-230 General Motors Building, Detroit, Michigan 
Member: NOAB; ABC. 
Recognition: ANPA; PPA; APA. 
C. C. WINNINGHAM, president and treasurer. Founder, 
Muncie, Indiana, Star. Nine years in charge of creative 
and merchandising staff Chas. H. Fuller Company. Two 
years head of copy and merchandising department Lord 
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(Qe serve these 
distin guished clients 


ARCADE MANUFACTURING CO., Freeport, Illinois—“ Arcade” Cast Iron Toys 
BENDIX BRAKE COMPANY, South Bend, Indiana— Four Wheel Brakes 
GEO. B. CARPENTER & CO., Chicago—Marine, Contractors’ and Mill Supplies 
THE CHICAGO FAUCET CO., Chicago— Faucets 
COLLEGE INN FOOD PRODUCTS CO., Chicago—Food Products 
THE CUDAHY PACKING CO., Chicago—Old Dutch Cleanser 
DIAMOND CRYSTAL SALT CO., St. Clair, Michigan—Salt 
DITTO, INC., Chicago—Duplicating Machines and Supplies 
EMERSON-BRANTINGHAM IMPLEMENT CO., Rockford, Illinois— Farm Implements 
THE EMERY CANDLE CO., Cincinnati, Ohio—Stearine and Candles 
GENERAL REFRIGERATION CO., Beloit, Wisconsin— Commercial Iceless Refrigeration 
HART SCHAFFNER & MARX, Chicago—Men’s Clothing 
HARVEY SPRING & FORGING COMPANY, Racine, Wisconsin 
—Automobile Springs, Bumpers and Controls 
HASSEL’S SHOE STORE, Chicago—Shoes 
HUMPHREY COMPANY, Kalamazoo, Michigan— Automatic Gas Water Heaters 
INTERNATIONAL CHEMICAL COMPANY, Chicago—Shavolene 
LEE TIRE & RUBBER CO., Conshohocken, Penn.— Tires and Tubes 
MASON FIBRE COMPANY, Chicago—Masonite Lumber and Presdwood 
McDOUGALL CO., Frankfort, Indiana—Kitchen Cabinets 
NATIONAL LUMBER MANUFACTURERS ASSOCIATION, Washington, D.C. 
— Co-operative Lumber Advertising 
PEASLEE-GAULBERT CO., Louisville, Ky.—Paznts and Varnishes 
THE PROGRESSIVE FARMER, Birmingham, Ala.— Publishers 
RELIABLE TYPEWRITER & ADDING MACHINE CORP., Chicago 
— Mail Order Specialties 
RICHARDS-WILCOX MFG. CO., Aurora, Illinois— Door Hangers and Heavy Hardware 
SCHOLLE FURNITURE CO., Chicago—Furniture 
SHEETS-ROCKFORD SILVER COMPANY, Rockford, Illinois—Silverware 
THE SENG CO., Chicago—Roller Beds and Furniture Hardware 
SIGNAL SHIRT COMPANY, Racine, Wisconsin—Overalls and W ork Shirts 
THE SNOW KING BAKING POWDER CO., Cincinnati, Ohio—Baking Powder 
STANDARD FARM PAPERS, INC., New York and Chicago— Publishers 
SUN OIL COMPANY, Philadelphia, Penn.—“Sunoco” Gasoline, Motor Oils and Greases 
THE TIMKEN-DETROIT AXLE CO., Detroit, Michigan — Axles and Worm Gearing 
TRUSTEES SYSTEM SERVICE, Chicago—Financial 
UNITED STATES GLASS CO., Pittsburgh, Penn.— Glassware 
J. D. WALLACE & CO., Chicago—Portable Woodworking Machinery 
WESTERN CLOCK COMPANY, La Salle, Illinois 
—“Westclox” Alarm and Automobile Clocks and Watches 


Williams & Cunnyngham 


Whose business is the Study and 
execution of good advertising 


6 North Michigan Avenue, Chicago 
Philadelphia Cincinnati Toronto Rockford 
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C. C. WINNINGHAM, INC.—(Continued) 


& Thomas. Director of sales and advertising, Hudson 
Motor Car Company for eight years. Has directed all Hud- 
son advertising since 1910 and all Essex advertising since 
introduction of car. In charge of gasoline conservation 
for the U. S. Fuel Administration during the war. 
SIDNEY WILLIS, vice president. Editorial staff, Baltimore 
Sun, Washington Post, Chicago Tribune; associate editor 
and contributor, Photoplay Magazine; advertising depart- 
ment, Hudson Motor Car Company. CLARKE C. WILMOT, 
second vice president and general manager. Sales corre- 
spondent LaSalle Extension University one year. Security 
salesman and financial advertising writer six years. Four 
years with McKinney, Marsh & Cushing, Inc. Copy chief 
two years. Wrote copy and contacted accounts including 
Ford Motor Co. Edited Lincoln Magazine three years. 
Miss BLANCHE HANNA, secretary. An aggressive agency, 
organized to serve a limited group of important national 
advertisers. Good automotive background. Three oldest 
accounts: Hudson-Essex, Griswold First State Bank, 
Larned, Carter Co. 


WINSTEN & SULLIVAN, Inc. Established 1922 
Graybar Building, 420 Lexington Avenue, New York, N. Y. 
Branch: Montreal, Canada 
Recognition: ANPA; PPA; APA. 

Harry J. WINSTEN, president. Twenty-five years in sales 
and advertising work. Formerly with Lord & Thomas, 
Chicago; sales and advertising manager, Chicago-Keno- 
sha Hosiery Co.; Vanity Fair Silk Mills and the Wooltex 
Company. ARTHUR B. SULLIVAN, vice president. Fifteen 
years’ experience with art in advertising. Seven years 
chief art director, N. W. Ayer & Son; vice president 


Charles Daniel Frey; art director of the Federal agency.. 


WILLIAM GALLOW, secretary and treasurer. Twelve years 
experience in advertising, space buying and research. 
This is a personal service type of agency with a practical 
sales and advertising background. The agency serves 
twenty-five accounts, the three oldest being B. Ulmann 
Company, F. A. D. Andrea, Inc., and Associated Merchan- 
dising Corporation. 


WOLCOTT & HOLCOMB, Inc. Established 1926 
Chamber of Commerce Bldg., Boston, Mass. 
Recognition: ANPA; PPA; ABP. 
ROGER WOLCOTT, president. C. A. HOLCOMB, vice presi- 
dent. L. E. GARDNER, secretary and treasurer. A per- 
sonal service type of agency handling a few national ac- 
counts including Waltham Watch Company, Davis Bros. 
Savogran Company, Fiske & Company, Inc. 


WOOD, PUTNAM & WOOD, Inc. Established :1904 
178 Tremont Street, Boston, Massachusetts 


Recognition: ANPA; PPA; APA. 


ALLEN H. Woon, president and general manager. Thirty- 
seven years’ experience in advertising. ALLEN H. Woop, 


JR., vice president, in charge of production. R. E. Dup- 
LEY, vice president, formerly treasurer and manager 
Charles Everett Johnson Company. KENNETH M. WaAL- 
TERS, treasurer. Formerly assistant auditor, New York 
Central Railroad; auditor, Boston & Worcester Electric 
Company. DAviID BESSE, media and rate department. 
Thirty-nine years’ experience in space buying. Handling 
40 to 50 accounts, mostly local to New England, including 
Moxie Company, Oliver Ditson Company, American 
Woolen Company. Conservative type of agency. Clients 
stress dependability. 


WORLD WIDE ADVERTISING CORP. Established 1919 
11 West 42nd Street, New York, N. Y. 
Branches: Seattle; Shanghai (China) 

Recognition: ANPA; PPA; APA. 
EMIL MAURICE SCHOLZ, president. Formerly assistant 
manager, Philadelphia Press, Chicago Herald; general 
manager, Pittsburgh Post; publisher and part owner New 
York Evening Post. S. H. SOMERTON, vice president and 
treasurer. W. G. FALLON, vice president. KATHARINE 
GANNON, secretary and assistant treasurer. J. URELL, 
space buyer. This agency’s three oldest accounts are: 
Yellow Taxi Corporation, Vantine’s, Inc., and Yellow Cab 
Company of Newark. 


YOUNG & RUBICAM 
285 Madison Avenue, New York, N. Y. 
Atlantic Building, Philadelphia, Pennsylvania 

Member: ABC. Recognition: ANPA; PPA; APA. 
JOHN ORR YOUNG. Sixteen years’ experience in selling 
and advertising. RAYMOND RUBICAM. Ten years’ experi- 
ence in direction and creation of national campaigns. 
Other stockholders are: GRAHAM STARR, J. H. GEISE, 
A. V. B. GEOGHEGAN, L. A. GREENE, LEROY WHITTIER, 
ARTHUR MUNN, SAMUEL CHERR. A _ growing Eastern 
agency serving fourteen accounts, including five divisions 
of the Postum Cereal Company, two divisions of the Inter- 
national Silver Company, toilet goods division of Colgate 
& Company, Black Flag, Pennsylvania Crude Oil Assn., 
Larvex, Deodo, A. G. Spalding & Bros., La France Wash- 
ing Products, Budd Bodies and Wheels, Borden’s Eagle 
Brank Milk, Johnson & Johnson First Aid Division, Amer- 
ican Piano Co. 


Established 1923 


ZIMMER-KELLER, Inc. 
2210 Park Avenue, Detroit, Michigan 


Recognition: ANPA; PPA; APA. 


W. F. ZIMMER, president. Twenty-six years’ advertising 
experience. R. E. KELLER, vice president. Twenty years’ 
advertising experience. HENRY R. KLEIN, secretary and 
space buyer. Six years’ advertising experience. E. LE- 
Roy PELLETIER, JR., manager. Ten years’ advertising ex- 
perience. A personal service type of agency, serving nine 
advertisers, including Fry Equipment Corporation, Ker- 
math Manufacturing Company, L. A. Young Industries. 


Established 1919 


Advertising Agencies Recognized 
by ‘Iwo Publishers’ Association 


A W ADVERTISING, Inc. 

1476 Broadway, New York, N. Y. 

Branch: Paris, France 
Recognition: ANPA; APA. 


ARTHUR WOODWARD. Thirty years’ experience in creative 
advertising. Began in a middle west city and for twenty- 
five years practiced in New York, London and Paris. 
ALMA WOODWARD. Specializes in woman appeal copy in her 
inimitable style. She was a feature writer on the New 
York Evening World for eight years. An experienced 
fiction and magazine writer. BLISS WOODWARD, space 
buyer. A small agency of the personal service type, spe- 
cializing in campaigns where the appeal is to women. The 
agency handles about twenty accounts. 


Established 1914 


ACORN AGENCY, Inc. 

67 West 44th Street, New York, N. Y. 

Branch: Philadelphia, Pa. 
Recognition: ANPA; APA. 


Henry H. DRYSEN, president. WILLIAM J. GANDER, vice 
president. Louis E. SCHNEIDER, vice president in charge 
of production. E. A. CLARKE, vice president and manager 
of Philadelphia office. HENRY G. ALFORD, secretary. JOHN 
GANDER, treasurer. This agency handles a wide variety of 
accounts totaling about sixty-five. 


Established 1918 


ADAMS, HILDRETH & DAVIS, Inc. 

North Tonawanda, N. Y. 

Branch: 211 Curtiss Bldg., Buffalo, N. Y. 
Recognition: ANPA; PPA. 


PauL H. HILDRETH, president. S. R. JONES, executive vice 
president. H. M. FIENE, vice president. FRANK JAPHA, 
treasurer. Reports from clients speak highly of their ser- 
vice, especially in office appliance lines. The principal ac- 
count served by the agency is the Remington-Rand 
Company. It has twenty others. 


Established 1926 


ELMER L. ALLEN 
15 East 26th Street, New York, N. Y. 
Recognition: PPA; APA. 

ELMER L. ALLEN, president. Experience covers twenty- 
two years of retail store selling and advertising manage- 
ment, general advertising agency experience, and nine 
years’ practice as an independent agency. This agency 
serves about ten accounts, a majority of whom manufac- 
ture toys and games. Three oldest accounts are Myers 


Mfg. Co., Porter Chemical Company, Wolverine Supply 
& Mfg. Co. 


Established 1919 


AMESBURY ADVERTISING AGENCY, Inc. Est. 1920 
716 Phoenix Building, Minneapolis, Minn. 


Member: NOAB. Recognition: ANPA; APA. 


Wittiam H. AMEsBuRY, president. J. EARLE LAWLER, 
vice president. H. M. SHANOR, secretary. An agency 
serving some fifty general accounts, mostly local. Par- 
ticularly well equipped to handle college and institutional 
advertising. 


AMSTERDAM AGENCY, Ine. 
680 Fifth Avenue, New York, N. Y. 


Member: AAAA; NOAB; ABC. 
Recognition: ANPA; APA. 


GeorcE E. BARTON, president. Twenty-seven years with 
this agency. Railroad, travel and resort specialist. J. C. 
. MACBETH, vice president. Six years advertising man- 
ager Marconi Wireless Company. Three years president 
Medical Publicity Bureau. WILLIAM M. TYACK, secretary. 
ixteen years’ general advertising experience. FRANK B. 
ZIEHL, assistant treasurer. Seventeen years general ad- 
Vertising experience. Active accounts seventy, including 
Atlantic Coast Line Railroad, Hiram Ricker & Sons 
(Poland Water), New England Hotel Association, The 


Established 1901 


Ideal Tour, Newport Chamber of Commerce and Kny- 
Scheerer Corporation. 


OREN ARBOGUST 

30 North Michigan Avenue, Chicago, III. 
Recognition: PPA; ABP. 
OREN ARBOGUST, sole owner. An agency concentrating 


on three accounts, its chief effort being to produce adver- 
tising copy of the highest type. 


Established 1922 


HARRY ATKINSON, Inc. 
410 North Michigan Avenue, Chicago, III. 

Recognition: ANPA; APA. 
Harry G. ATKINSON, president. KINLEY ENGVALSON, 
treasurer. CHARLES H. ANDERSON, secretary. Handle 
about fifty accounts, chiefly local, and principally in the 
hotel, resort and real estate fields. 


AUSPITZ-LEE-HARVEY 
360 North Michigan Avenue, Chicago, IIl. 
Recognition: ANPA; APA. 
IRVING D. AUSPITZ, president. A. F. LEE, vice president. 


L. H. HARVEY, secretary. Handle approximately twenty 
accounts in various fields. 


BARKER, DUFF & MORRIS 
Union Trust Building, Pittsburgh, Pa. 

Recognition: ANPA; APA. 
WILLIAM B. Morris, president and treasurer. WILLIAM 
H. Durr, II., secretary. This agency’s list includes some 
forty odd accounts, of a character which would indicate 


that they are especially.equipped to handle dairy and ice 
cream accounts. 


BARRETT-KNEIBLER, Ine. 

1518 Walnut Street, Philadelphia, Pa. 
Recognition: ANPA; APA. 

Ross M. BARRETT, president. ARTHUR R. KNEIBLER, vice 

president and treasurer. Handles about thirty accounts, 

the three oldest being: Syntron Company, Spuntex Knit- 

ting Mills and the Arnold Louchheim Company. 


Established 1923 


BAXTER-DAVIS ADVERTISING CO. 

Commerce Building, Kansas City, Mo. 
Member: AAAA; NOAB. 
Recognition: ANPA; APA. 


JUNIUS F. BAXTER, president and treasurer. DONALD D. 
DAVIS, vice president. HAZEL M. CARL, secretary. This 
agency handles a wide range of accounts, twenty-three in 
number. It enjoys the confidence of some of the largest 
national advertisers in the west. It has served The 
Ismert-Hincke Milling Company; Kansas City Title & 
Trust Company; Pioneer Trust Company; Butler Manu- 
facturing Company and the Midland Life Insurance Com- 
pany continuously since the business was founded. Its 
best known accounts are the Loose-Wiles Biscuit Com- 
pany (Cake Eater Candy Bar), and the Canadian Pacific 
Railroad (Collegiate European Tours). 


Est. 1916 


BELLAMY-NEFF COMPANY, Inc. 

127 North Dearborn Street, Chicago, III. 
Branch: New York City 

Member: NOAB. Recognition: ANPA; APA. 

REXFORD BELLAMY, president. C.C. NEFF, treasurer. J. P. 
NEFF, vice president in New York. This agency has an 
organization of about forty people in Chicago and New 
York. It serves about twenty principal accounts, one of 
its oldest being The American Bond and Mortgage Com- 
pany. Two other old accounts which it is still serving are: 


Established 1920 
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BELLAMY-NEFF CO., INC.—(Continued) 

Sterling & Graham and The Milwaukee Motor School. 
Three clients state that in their opinion this agency is 
particularly well qualified to handle financial, real estate 
and automobile advertising. All clients report coopera- 
tion with sales department very good. 


BENNETT-WILLIAMS COMPANY 
Washington Street, High Point, N. C. 
Recognition: APA; ABP. 
HAROLD C. BENNETT, president. O. HAywoop HENDERSON, 


vice president. JOHN L. WILLIAMS, secretary. Handles 
six North Carolina accounts. 


BERINGER & MEYERS, Inc. 
22 West Monroe Street, Chicago, III. 
Recognition: ANPA; APA. 
J. PETER BERINGER, president. J. STOUGH, vice president. 


FRANK M. MEYERS, treasurer. Handle about seventeen 
accounts chiefly in the drug or chemical field. 


BLAKER ADVERTISING AGENCY 
420 Lexington Avenue, New York, N. Y. 


Recognition: PPA; APA. 


WALTER HARRISON BLAKER, president. THEODORE D. 
SIEGEL, vice president. J. F. COWPERTHWAITE, secretary 
and treasurer. A comparatively large agency handling 
some sixty general accounts in addition to about thirty- 
five school and ten camp accounts. 


Established 1908 


BLOOMINGDALE-WEILER ADVERTISING AGENCY 
1420 Chestnut Street, Philadelphia, Pa. 

Recognition: ANPA; APA. 
SIDNEY H. WEILER. CHARLES BLOOMINGDALE, JR. This 
agency handles a wide range of accounts, approximately 


sixty in number. All accounts, with the exception of two, 
are local. 


BOTT ADVERTISING AGENCY Established 1916 
210 Home Insurance Building, Little Rock, Ark. 


Recognition: ANPA; APA. 


Leo P. Bott, JR., proprietor. Now handles about thirty 
active accounts, chiefly local. 


BRECHT-POLLARD, Inc. 
170 North Queen Street, Lancaster, Pa. 
Recognition: APA; ABP. 
H. S. BRECHT, president. FRED S. FOLTZ, vice president. 


E. B. POLLARD, secretary-treasurer and general manager. 
Handle about fifteen accounts. 


BRENNAN-PHELPS COMPANY 
Republic Building, Chicago, III. 
Recognition: PPA; APA. 
HUGH BRENNAN, president and treasurer. THOMAS J. 
FRAHER, secretary. Handle about fifteen accounts. 


Established 1923 


C. E. BRINCKERHOFF 
37 West Van Buren Street, Chicago, III. 
Recognition: PPA; APA. 
C. E. BRINCKERHOFF, president and treasurer. Dick MIL- 
TON, vice president. R. E. BRINCKERHOFF, secretary. 


BRITT-GIBBS ADVERTISING CO. Established 1924 
International Life Building, St. Louis, Mo. 

Member: NOAB. Recognition: ANPA; APA. 
FRANK P. GibBs, president. E. R. Britt, JR., vice presi- 
dent. O. M. KOocH, secretary-treasurer. Originally the 
Britt-Schiele Advertising Company, established in 1914. 


Well rated by clients. Serve twenty-five accounts in di- 
versified lines. 


G. W. BROGAN, Inc. 
Towson, Md. 

Recognition: PPA; ABP. 
G. W. BROGAN, principal. A small agency of the personal 
service type, handling five accounts. Clients rate Mr. 
Brogan highly. One client writes: “An excellent agency 
specializing in a small number of accounts, each of which 


Mr. Brogan supervises personally.” Another client writes: 
“We have only the highest regard for Mr. Brogan in every 
way. His particular leaning is towards the automotive 
field.” 


S. M. BROOKS, ADVERTISING AGENCY 
816 Boyle Building, Little Rock, Ark. 


Recognition: ANPA; APA. 
S. M. Brooks, owner. E. L. SAUNDERS, secretary. 


BROWN, CONNERY & COMPANY Established 1919 
212 West First Street, Oklahoma City, Okla. 
Recognition: ANPA; APA. 

J. CecIL BROWN, president. D. L. THOMAS, secretary. 
JAMES C. CONNERY, treasurer. Serve about fifteen ac- 
counts in diversified lines, including Oklahoma City Mill 
and Elevator Company, Ridenour-Baker Company, Bolene 
Refining Company and Waite Phillips Company. 


BUCHANAN-THOMAS ADVERTISING CO. 

412 South 19th Street, Omaha, Neb. 
Recognition: ANPA; APA. 

C. C. BUCHANAN. L. H. THomMAS. Handles approximately 

fifteen accounts in diversified lines. The three oldest be- 

ing Paxton & Gallagher Company, Standard Chemical 

Company, Frank Rose Manufacturing Company. 


Est. 1922 


GLEN BUCK COMPANY, Inc. 
39 South La Salle Street, Chicago, IIl. 
Member: NOAB. Recognition: ANPA; PPA. 
GLEN Buck, president and treasurer; LAWRENCE KEN- 
NEDY, vice president; JOSEPH H. WILLIAMS, vice president; 
I. F. VANDERBLUE, secretary and space buyer. This 
agency is unique, in that it limits the number of accounts 
it will serve to Mr. Buck’s ability personally to prepare 
copy. Letters from three of this agency’s four clients 
are most complimentary. One says: “We think Glen 
Buck is the best copywriter in the country and are more 
than pleased with his work for us.” Responsible for 
Mimeograph, Sheaffer Pen, Phoenix Hosiery, Stutz Motor 
Company, United States Chamber of Commerce (Nation’s 
Business),.Erla Radios, Nu-dex Products Company. 


BURNHAM & FISHLER, Inc. 
110 East 42nd Street, New York, N. Y. 
Recognition: PPA; ABP. 


RuFuS BRADFORD BURNHAM, president. BENNETT H. 
FISHLER, vice president. IRVING BuGG, vice president. 
Handle about twenty-five accounts in diversified lines. 
Clients rate this agency high. One of their oldest clients 
writes: “We are well satisfied with the work they are 
doing for us and particularly because of the interest they 
show in the exploitation of our merchandise.” 


CALDWELL-BAKER COMPANY Established 1922 
Merchants Bank Building, Indianapolis, Ind. 


Recognition: APA; ABP. 


Howarp C. CALDWELL, president. JAMES D. CARPENTER, 
vice president. ELLis J. BAKER, secretary-treasurer. A 
small agency of the personal service type. Serves twenty 
accounts mostly industrial, but including general accounts 
like Kingan & Co., Tyler Manufacturing Co., and The 
Indianapolis News. 


Established 1910 


THE CALLAWAY ASSOCIATES, Inc. Established 1919 
210 Lincoln Street, Boston, Mass. 
Recognition: PPA; APA. 

JOHN P. CALLAWAY, president WILLIAM E. CrosBy, treas- 
urer. Morris SUSMAN, vice president. Handle about 
eighteen moderate size accounts in diversified lines. The 
principals have had broad experience in agency work pre- 
vious to organizing this agency. 


CAPEHART-CAREY CORPORATION _ Established 1914 

Times Building, New York, N. Y. 

Branches: 120 Boylston Street, Boston, Mass.; 64 West 
Randolph Street, Chicago, IIl. 

Recognition: ANPA; APA. P 
CHARLES CAPEHART, president. JOHN J. CAREY, vice pres! 
dent. C. H. FREUDENTHAL, treasurer. P. H. ALCOCK, 
secretary. Serves approximately seventy-five advertisers 
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CAPEHART-CAREY CORPORATION—(Continued) 


in a wide range of fields, but chiefly among theatrical 
producers. Three oldest accounts are Shubert Theatre 
Company, G. N. Vincent (tailor), and the Pudding Stone 
Inn (resort). 


THE CARPENTER ADVERTISING CO. Est. 1909 
406 Sloan Building, Cleveland, O. 

Recognition: PPA; APA. 
A. J. CARPENTER, president. M. H. CARPENTER, vice presi- 
dent, J. J. MARQUART, secretary. H. J. WHITEMAN, treas- 
urer. Serves approximately twenty advertisers in diversi- 
fied lines. 


CARTER ADVERTISING AGENCY 
285 Madison Avenue, New York, N. Y. 


Recognition: PPA; ABP. 


BERTRAM H. CARTER, proprietor. A small agency of the 
personal service type, serving approximately twelve adver- 
tisers, including Cluett, Peabody and Company, Hickok 
Manufacturing Company. Rated high by publishers in 
their ability to analyze markets. 


CIRKER & COMPANY 
1472 Broadway, New York, N. Y. 


Recognition: ANPA; APA. 
No information available. 


CONNER ADVERTISING AGENCY, Inc. 
Security Building, Denver, Colo. 

Member: AAAA; NOAB. 

Recognition: ANPA; APA. 


CEcIL R. CONNER, president. Served in advertising de- 
partments of various newspapers. Retail selling experi- 
ence. A. BOON McCALLUM, secretary-treasurer, general 
manager and space buyer. In printing business for fifteen 
years. FRANK E. WHITE, vice president. Five years 
director of advertising for Orpheum Circuit, New York; 
dramatic editor and writer. Serves about thirty accounts, 
mostly in and around Denver. Some of its oldest accounts 
are Lakeside Amusement Park, which it has served since 
1912; Goodwin Granger Company; Colorado School of 
Mines and the Brecht Candy Company. 


Est. 1912 


WILLIAM LYLE COOK, Advertising 
915 Rialto Building, San Francisco, Cal. 


Recognition: ANPA; APA. 


Witt1AM LYLE CooK. V. WAYNE, space buyer. L. E. 
SEXTON, production manager. 


Established 1922 


COULTER & PAYNE, Inc. Established 1919 

215 W. Commerce Street, San Antonio, Texas 
Recognition: ANPA; APA. 

JOHN Bos PAYNE, president. Seventeen years’ advertising 

agency experience. ROBERT G. COULTER, vice president 

and space buyer. Ten years in newspaper work. Sales- 

man manager of department in wholesale house. 


CROOK ADVERTISING AGENCY 
Kirby Building, Dallas, Tex. 


Member: NOAB. Recognition: ANPA; APA. 
WILson W. Crook, principal. 


Established 1922 


CROSBY-CHICAGO, Inc. 

29 Quincy Street, Chicago, Ill. 
Recognition: PPA; APA. 
J. J. ROCKWELL, president. C. E. DRAYER, treasurer and 
general manager. J. G. KRAUSE, secretary. This agency 
has been successful in building material and industrial 
accounts. Their three oldest accounts being Northern 


Hardwood Mfrs. Assn., Louisiana Red Cypress, W. A. 
Gilchrest & Co. 


Established 1906 


CUTAJAR & PROVOST, Inc. 

120 West 42nd Street, New York, N. Y. 
Recognition: ANPA; PPA. 

CHARLES J. CuTagsaR, president. Three years with maga- 

zine publishers. Nineteen years in advertising agency 


Established 1921 


work. CARLETON C. Provost, secretary-treasurer. Three 
years’ pulp wood and lumbering experience. One year in 
newspaper work. Sixteen years in advertising agency 
work. The two officers are the sole owners of the busi- 


‘ness. No time contracts are made with advertisers as the 


agency considers that the relationship is mutually on trial 
at all times. The agency has eleven accounts, the three 
oldest being Cantilever Shoes, Man O’War Middies, Rand 
Rubber Goods. 


DAKE ADVERTISING AGENCY, Inc. Established 1878 
121 Second Street, San Francisco, Cal. 
Member: NOAB. Recognition: ANPA; APA. 

L. W. DAKE, president. A. LORETZ, space buyer. C. T. 
DE Cou, vice president. Serve approximately thirty-five 
advertisers, including a number of chick hatchery ac- 
counts, as well as the Cutter Laboratories (biological 
products), and Fitzpatrick Products Corporation (stump 
pullers). 


DAKE-JOHANET ADV. AGENCY 

407 East Pico Street, Los Angeles, Cal. 

Branch: 251 Kearney Street, San Francisco, Cal. 
Recognition: ANPA; APA. 


F. W. JOHANET. Twenty-one years’ advertising experi- 
ence. B. M. HINTON, space buyer. S. WALLACE, pro- 
duction manager. C. L. YOUNG, sixteen years’ advertis- 
ing experience with local newspapers and agencies, also 
selling. C. C. STANDEFER, manager of San Francisco 
office. Twenty-one years’ advertising experience. Serves 
about forty advertisers, including a number in the drug 
and patent medicine field. 


Established 1920 


DEARBORN ADVERTISING AGENCY 
624 South Michigan Avenue, Chicago, III. 

Reognition: PPA; APA. 
E. P. ROSENOw, president. H. D. LEOPOLD, vice president. 
C. C. DEWEES, secretary. Serve approximately ten adver- 
tisers in the Chicago district, including Shipman-Ward 
Manufacturing Company. 


DE BIASI ADVERTISING AGENCY 
51 Chambers St., New York, N. Y. 


Recognition: ANPA; PPA. . 
Mario DE BIASI, manager. PASQUALE DE BIASI, assistant. 


DE LUXE ADVERTISING BUREAU 
203 North Wabash Avenue, Chicago, III. 


Recognition: APA; ABP. 
A small agency of the personal service type. 


Established 1919 


WILLIAM H. DENNEY COMPANY 
1 Madison Avenue, New York, N. Y. 
Member: AAAA. Recognition: ANPA; PPA. 
WILLIAM H. DENNEY, president. ARTHUR NATHAN, space 
buyer. JOSEPH BALLE, production manager. Serve about 
seven accounts in diversified lines, including the Lindt 
Chocolate Company and the Quebec Steamship Company. 


Established 1921 


D’EVELYN & WADSWORTH 

Financial Center Building, San Francisco, Cal. 
Recognition: ANPA; APA. 

NORMAN F. D’EVELYN. JOSEPH H. WADSWORTH. Concen- 

trate on a few advertisers, chiefly financial. 


DICKINSON ADVERTISING AGENCY 
16 South La Salle Street, Chicago, III. 
Recognition: ANPA; APA. ; 
F. R. DICKINSON, president. D. M. Harr, secretary. Con- 


centrate on a few advertisers, principally in the invest- 
ment security field. 


DOLMAN COMPANY, Incorporated Established 1915 
74 Montgomery Street, San Francisco, Cal. 

Recognition: ANPA; APA. 
M. T. DOLMAN, president and space buyer. W. A. DoL- 
MAN, secretary and treasurer. G. E. BRADDOCK, produc- 
tion manager. Serve about forty accounts, including 
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Lyons’ California Glace Fruit, and Delco Frigidaire and 
Blue Ribbon Mayonnaise on the Pacific Coast. 


THE LEE E. DONNELLEY CO. 
418-424 Penton Building, Cleveland, O. 
Recognition: APA; ABP. 

LEE E. DONNELLEY, president and general manager. C. F. 
SUTLIFF, secretary and treasurer. W. R. PATERSON, chief 
of plan and copy. The experience of these principals 
covers actual road selling in several lines, advertising 
manager experience, agency experience in copy and pro- 
duction departments. This agency serves eight accounts, 
mostly in the building and industrial equipment field. 


Established 1920 


C. L. DOUGHTY ADVERTISING CO. 
448 Main Street, Cincinnati, O. 


Recognition: ANPA; APA. 


C. L. DOUGHTY, president. J. V. EWAN, JR., vice presi- 
dent. J. V. EWAN, SR., secretary-treasurer and space 
buyer. Serve twenty Cincinnati accounts including the 
Perry G. Mason Company and Edwards Manufacturing 
Company. 


Established 1896 


DRESCHLER-PEARD COMPANY, Inc. 
1016 Munsey Building, Baltimore, Md. 
Member: ABC. Recognition: ANPA; APA. 
IvAN R. DRESCHLER, president. LESLIE H. PEARD, vice 
president. ROBERT S. MASLIN, treasurer. FLETCHER B. 
SPEED, JR., secretary. WALTER S. RINK, space buyer. 
Serve about twenty-seven advertisers in diversified lines 
of business, chiefly in the Baltimore district. 


Est. 1920 


EASTMAN SCOTT & COMPANY 
Wynne-Claughton Building, Atlanta, Ga. 


Recognition: ANPA; PPA. 


E. GERRY EASTMAN, president. Myra C. ScorTt, vice presi- 
dent. Miss J. E. WINN, secretary and space buyer. Serve 
about twenty advertisers including several in the textile 
field, such as Climax Hosiery Mills, Rome Mfg. Co., Spald- 
ing Knitting Mills, Valley Mills. 


Established 1919 


EDDY & CLARK, Inc. Established 1924 
Akron Savings and Loan Building, Akron, O. 
Branch: 926 6th Street N. W., Canton, O. 

Recognition: APA; ABP. 


E. D. Eppy, president. Formerly with the sales, advertis- 
ing and sales promotion departments, The Goodyear Tire 
& Rubber Company, Akron; sales manager, The Oxweld 
Acetylene Company, Chicago; sales manager, The Coast 
Products Company, St. Louis. RuFrus W. CLARK, first vice 
president. Formerly manager of sales promotion depart- 
ment, The Goodyear Tire & Rubber Company; manager 


of sales and advertising, General Laboratories, Madison, 
Wis. GEORGE FISHBACK, secretary-treasurer. Formerly 
assistant advertising manager, The Miller Rubber Com- 
pany. C. W. MCDANIEL, second vice president. Formerly 
assistant manager sundries depdrtment, The Goodyear 
Tire & Rubber Company. An agency of the personal type, 
especially qualified to handle automotive, industrial and 
food products. The principals have good sales background. 
Serves fifteen advertisers. 


EHLBERT ADVERTISING SERVICE, Inc. 
14 East Jackson Boulevard, Chicago, III. 
Recognition: APA; ABP. 

Mark K. EHLBERT, president, treasurer and space buyer. 
J. E. Marx, vice president. J. S. EHLBERT, secretary. 
Serve about thirty-five advertisers in the Chicago district, 
including New Era Optical Co., Kar-Lac Company, Mayer 
Manufacturing Corp., Betts Products Co., W. H. Howell 
Co., B. E. Lawrence & Co., E. M. Miller Co., American 
Parlor Furniture Co. 


EMPIRE ADVERTISING SERVICE 
1440 Broadway, New York, N. Y. 


Recognition: ANPA; APA. 


FreD F. RoEDING. Eighteen years’ experience as account 
executive, space buyer and in merchandising. Louis Tur- 
NER, production manager. Twenty years’ experience in 
general advertising. Serving Westchester Racing Asso- 
ciation, Rich & Fisher, Inc., Metropolitan Jewelers, Crys- 
tal Ball Company, Iron Fireman Automatic Stoker 
Corporation. 


Est. 1920 


Established 1918 


F. A. ENSIGN ADV. AGENCY, Inc. Established 1910 
Union Trust Bldg., Pittsburgh, Pa. 

Recognition: ANPA; APA. 
W. C. ARTHUR, president. W. R. Hovis, vice president. 
Serve approximately eighteen accounts in diversified lines, 
including Marvel Products Company, Rosebud Perfume 
Company, Clinical Laboratories Company. 


E. N. ERICKSON ADVERTISING AGENCY _ Est. 1856 
15 Park Row, New York, N. Y. 
Member: ABC. Recognition: ANPA; APA. 

J. E. ERICKSON. Thirty-six years’ agency experience. 
Serving a limited number of accounts, including Allcock 
Manufacturing Company, and Salva-cea Company. This 
is one of the oldest advertising agencies in the country. 
It prepared and placed the advertising for the U. S. gov- 
ernment loans after the Civil War. 


FAIRALL & COMPANY Established 1919 
1010 Commonwealth Bldg., Des Moines, Ia. 


Recognition: ANPA; APA. 


L. R. FAIRALL, president and space buyer. Thirteen 
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FAIRALL & COMPANY—(Continued) 


years’ general advertising experience, formerly with Des 
Moines Register and Tribune. Seven years’ agency expe- 
rience. Serves about twenty-five advertisers in diversified 
lines, including the Capitol Hill Monument Company, 
Killips Laboratories, Dodd & Struthers, Fort Dodge 
Serum Co., Greater Iowa City Campaign, National School 
of Landscape Design, Iowa State Fair and Viking Pump 
Company. 


H. W. FAIRFAX ADV. AGENCY, Ine. Established 1897 
World Building, New York, N. Y. 


Recognition: ANPA; APA. 
H. W. FAIRFAX, president. FRED H. MEHLE, secretary. 


Serving about fifty active advertisers in the vicinity of 
New York City, chiefly real estate. 


THE FIELD ADVERTISING SERVICE 
518 North Delaware Street, Indianapolis, Ind. 


Recognition: ANPA; APA. 


\V. ERNEST FIELD, senior partner and manager, formerly 
with the Bobbs-Merrill Company. Fourteen years in ad- 
vertising agency work. RALPH G. ELVIN, junior partner, 
formerly with the Prest-O-Lite Company. Associated with 
Field since 1915. A comparatively small agency serving 
about twenty-five accounts, most of whom are located in 
the Indianapolis district. Reports from clients vary, but 
all grade them high on copy and space buying. Two of 
their oldest accounts are Noblesville Milling Co. and the 
National Map Co. 


Est. 1914 


W. B. FINNEY ADVERTISING COMPANY _ Est. 1910 
Kirkwood Bldg., Kansas City, Mo. 


Recognition: ANPA; APA. 


W. B. FINNEY, president. M. J. BARRONS, treasurer. C. 
D. WING, vice president. OTTO GRASSE, secretary, space 
buyer and production manager. Serve approximately 
about fifty advertisers, including Witte Engine Works, 
U. S. Farm Sales Company, Everbrite Stove Company 
and Burlington Overall Company. Letters from clients 
indicate satisfaction with this agency’s service. 


PAUL A. FLORIAN, Jr., ADVERTISING AGENCY 
122 South Michigan Avenue, Chicago, III. 


Recognition: APA; PPA. 


PAUL A. FLORIAN. Serve a limited number of accounts, 
including The Faultless Caster Company, Arcady Farms 


Milling Co., M. Klein & Sons and Vaughan & Bushnell 
Mfg. Co. 


FOOTE & MORGAN, Inc. 

247 Park Avenue, New York, N. Y. 
Member: NOAB; ABC. 
Recognition: ANPA; PPA. 


RALPH Foote, president. W. SHAW-THOMSON, vice presi- 
dent and secretary. M. C. LODGE, treasurer. B. COOKE, 
space buyer. This agency serves approximately twenty 
accounts in diversified lines, including Churchill & Alden 
Company (shoes), Manhattan Storage & Warehouse Com- 
pany, Old Bleach Linen, Wheatena, Inc. 


Established 1924 


FOSTER & DAVIES, Inc. 
B. F. Keith Building, Cleveland, O. 
Recognition: PPA; APA. 


F. CARLISLE FOSTER, president. Maxton R. DaviEs, vice 
—— and treasurer. JOHN A. LOMBARD, secretary. 
Uuccessors to the Maxton R. Davies Co. Serving about 
hee advertisers, including the 1900 Washer Company, 
eanonal Lamp Works of the General Electric Company, 
dated Paper Products Company, The Miller Company, 


the Sentinel Manufacturing Company, the Midland Steel 
Production Company. 


Established 1922 


FOX & MACKENZIE 
1214 Locust Street, Philadelphia, Pa. 
Member: ABC. Recognition: ANPA; APA. 

J. B. MACKENZIE, president. W. A. Fox, secretary-treas- 
urer. A personal service agency serving nineteen accounts 
including several in the textile field. Other products ad- 
vertised by this agency are building materials, shop equip- 
ment and products sold to printers and stationers. 


Established 1922 


S. W. FRANKEL ADVERTISING AGENCY 
49 West 45th Street, New York, N. Y. 


Recognition: ANPA; APA. 


S. W. FRANKEL, president and treasurer. E. K. FRANKEL, 
vice president and secretary. ROBERT S. FRANKEL, space 
buyer. Serves approximately fifty advertisers, chiefly in 
the art gallery, exhibitor and antique fields. 


FREYSTADT-JURASCHEK, Inc. 
17 East 49th Street, New York, N. Y. 


Recognition: APA; ABP. 


FRANCIS JURASCHEK, president. Formerly advertising 
manager, The Yale & Towne Mfg. Company; eight years’ 
experience in mechanical engineering; twelve years in in- 
dustrial advertising. EVERETT M. FREYSTADT, vice presi- 
dent and treasurer. Fifteen years’ sales engineering ex- 
perience, Anchor Post Iron Works, America Krupp Diesel 
Engine Company, etc. GORDON A. BAIRD, space buyer and 
production manager. Serving about ten advertisers in 
the industrial field, including the Moto Meter Company, 
American Machine and Foundry Company, Wickwire 
Spencer Steel Company, The Lamson Company, Palmer 
Bros. Engines, Inc. 


Established 1926 


FRIEND ADVERTISING AGENCY 

171 Madison Avenue, New York, N. Y. 
Recognition: ANPA; APA. 

B. M. FRIEND and D. E. FRIEND, partners. Concentrate 

on a few accounts, including. Hair Specialty Company 

(Eau de Henna) and The Thompson-Starrett Company 

(building construction). 


Established 1909 


FRIZZELL ADVERTISING AGENCY, Ine. 
709 Guardian Life Building, St. Paul, Minn. 
Recognition: ANPA; APA. 

FREDERICK L. FRIZZELL, space buyer. Serving thirty ad- 
vertisers mostly within the St. Paul and Minneapolis dis- 
trict. List includes American Grain Separator Company, 
Four City Ornamental Iron Company, Madison Cement 
Stave Silo, U. S. Mail Order Company. 


LOUIS H. FROHMAN 
105 West 40th Street, New York, N. Y. 

Recognition: ANPA; PPA. 
Louis H. FROHMAN, president. WILLIAM J. WARD, produc- 
tion manager. Serving twenty odd advertisers in diversi- 
fied lines, including American Numbering Machine Com- 
pany, Mason Au Magenheimer Company (Peaks, Mints, 
Black Crows), Safe-Guard Check Writer Corporation. 


PERCIVAL K. FROWERT COMPANY, Inc. 
250 Park Avenue, New York, N. Y. 

Recognition: ANPA; PPA. 
PERCIVAL K. FROWERT, president. ARTHUR R. BOTHAM, 
vice president, ARTHUR M. CAREY, vice president. C. L. 
REED, secretary. WILSON POTTER, treasurer. FRED BLAU- 
VELT, general manager and space buyer. Serve about 
thirty-five diversified accounts, principally antique furni- 
ture and art objects. List includes advertisers such as 
Arthur S. Vernay, Inc., Henry C. Hollander Company, 
Benello Brothers, M. M. Armstrong Company. 


HARRY R. GELWICKE CO., Inc. 

369 Lexington Avenue, New York, N. Y. 
Recognition: ANPA; APA. 

No information available. 


THE GOLDSMITH COMPANY 
17 Academy Street, Newark, N. J. 


Recognition: ANPA; APA. 
HERBERT GOLDSMITH, president and space buyer. 


Established 1910 
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GOTTSCHALDT-HUMPHREY, Inc. 
303 Palmer Building, Atlanta, Ga. 

Recognition: PPA; APA. 
ALLAN C. GOTTSCHALDT, president. WARREN A. HUMPH- 
REY, vice president. MISS MARGARET ANDERSON, produc- 
tion manager. Serving about thirty advertisers, includ- 
ing Atlanta Envelope Company, Dixie Culvert & Metal 
Company, Peach Belt Lines, Inc., Standard Brick & Tile 
Company and The Atlanta Constitution. 
GRANT & WADSWORTH, Inc. Established 1924 
342 Madison Avenue, New York, N. Y. 

Recognition: ANPA; APA. 
WILLIAM A. GRANT, president and treasurer; R. K. WapDs- 
WORTH, vice president; RoSco—E G. CAMPBELL, vice presi- 
dent; B. JAMPOL, secretary and assistant treasurer. Ac- 
tive accounts number thirty-five, including Schleicher, Inc., 
Phinney-Walker Company, Campbell Funeral Parlor. 
Have been successful in advertising merchandise sold by 
mail. Mr. Wadsworth has written a number of articles 
for SALES MANAGEMENT magazine on mail order selling 
which you might refer to. Also the author of “Hand 
Book on Mail Order Merchandising and Advertising.” 
FINLEY H. GREENE ADV. AGENCY Est. 1924 
360 Delaware Avenue, Buffalo, N. Y. 

Recognition: ANPA; APA. 
FINLEY H. GREENE, owner and space buyer. C. T. BRoM- 
LEY, production manager. Serving approximately thirty- 
five advertisers, including Kondon Manufacturing Com- 
pany (Kondon’s Catarrhal Jelly), McCourt Label Cabinet 
Company, Fanny Farmer Candy Shops and The Carborun- 
dum Company. 
GREVE ADVERTISING AGENCY, Inc. Est. 1910 
606 Builders Exchange, St. Paul, Minn. 

Member: AAAA. Recognition: PPA; APA. 
S. GREVE, president. E. GREVE, vice president. O. LIND- 
QUIST, treasurer. A. B. CONNOLLY, secretary. A personal 
service agency handling twenty accounts all located in 
Minnesota. Three of the agency’s accounts of long stand- 
ing are Seeger Refrigerator Company, Guiterman Broth- 
ers, and the Chicago, St. Paul, Minneapolis and Omaha 
Railroad. 


GUENTHER-BRADFORD & COMPANY 

15 East Huron Street, Chicago, III. 
Recognition: ANPA; APA. 

OTTO GUENTHER, president. SEBERT A. PETERSON, secre- 

tary. WILLIAM O’BRIEN, space buyer. Serve about ten 

advertisers in diversified lines. 


Est. 1885 


ROBERT HAMILTON CORPORATION Est. 1917 
207 Fourth Avenue, New York, N. Y. 

Recognition: ANPA; APA. 
CHARLES C. SQUIRE, president. JOHN McMAHON, vice 
president. O’BRIEN ATKINSON, secretary-treasurer. Serve 
fifteen advertisers including the Credit Discount Corpora- 
tion, Dunham and Company, Nelson Bead Company. 


THE HAMMEL-FREIBERG CORPORATION 
548 South Spring Street, Los Angeles, Cal. 
Recognition: PPA; APA. 
No information available. 


JOSEPH E. HANSON COMPANY, Inc. 
85 Lincoln Park, Newark, N. J. 
Recognition: ANPA; PPA. 

JOSEPH E. HANSON, president. F. S. DIETRICH, vice presi- 
dent. JOHN H. MILLER, secretary-treasurer. A. M. Bax- 
TER, production manager. An agency servicing about 
twenty accounts including Arthur H. Ballard, Inc. (oil 
burner) , Lauter Piano Company, N. J. Laundryowners’ 
Association, Serve Well Appliance Company (oil burners). 


HARVEY ADVERTISING AGENCY 
711 Walton Building, Atlanta, Ga. 


Member: NOAB. Recognition: ANPA; APA. 


R. WINSTON HARVEY, president. FRANCES E. MILAM, sec- 
retary-treasurer. Letters on file from three of their 


twenty-six clients indicate satisfaction with this agency’s 
services. Their list includes such advertisers as American 
Bakeries Company; Craddock & Terry Company (“Long 
Wear Shoes”), NuGrape Company of America; Virginia 
Pharmacal Corporation. 


HAZARD ADVERTISING CORP. 
7 East 42nd Street, New York, N. Y. 


Recognition: ANPA; APA. 


C. H. HAZARD, president, treasurer and space buyer. For- 
merly sales manager American Synthetic Color Company. 
C. B. Howry, JR., vice president. Formerly assistant ad- 
vertising manager, Libby, McNeill & Libby. R. A. Lirs- 
COMB, vice president. WILLIAM C. LONGSTREET, secretary. 
J. H. HANFIELD, production manager. Serve some forty 
advertisers, including American Solvents & Chemical Cor- 
poration; Consolidated Color & Chemical Company; Gen- 
eral Dyestuff Corporation; Wilcox & Gibbs Sewing 
Machine Company. 


CARL I. HENRIKSON 
417 South Dearborn St., Chicago, IIl. 
Recognition: APA; ABP. 

CARL I. HENRIKSON, owner. A personal service type of 
agency concentrating on a few accounts, chiefly in the 
industrial field. The list includes Metals Refining Com- 
pany; Clements Manufacturing Company (Cadillac Vac- 
uum Cleaners); Creamery Package Manufacturing Com- 


pany. 


HERR ADVERTISING AGENCY 

Baker Building, Minneapolis, Minn. 
Member: NOAB. Recognition: ANPA; APA. 

JAMES G. HERR, president. ALBERT G. MATHER, production 

manager. Serve about fifteen advertisers mostly within 

the Minneapolis district. 


HICKS ADVERTISING AGENCY 

52 Vanderbilt Avenue, New York, N. Y. 
Recognition: ANPA; APA. 

FRED G. RUSSELL, president. FRANCIS MARQUIS, vice presi- 

dent and space buyer. ELINOR ENGLISH. ANTONIA CHAR- 

MANTE. RAYMOND W. GRAYSON, production manager. Serv- 

ing about sixty advertisers, principally in the women’s 

wear and accessories field. The three oldest accounts are 

Asbury Mills (Annette Kellerman Bathing Suits) ; Home 

Insurance Company; Princess Hotel, Bermuda. 


HUBER HOGE, Inc. 
415 Lexington Avenue, New York, N. Y. 
Branch: Toronto, Canada 

Recognition: PPA; APA. 
F. Huser Hoge, president. J. C. McCMISHAEL, general 
manager. NORMAN S. LAMPERT, space buyer and produc- 
tion manager. A personal service agency concentrating on 
about fifteen advertisers, including International Silver 
Company (Wm. Rogers Mfg. Co.) ; Hood Rubber Products 
Company; Model Brassiere; Lever Brothers (Toronto); 
George Washington Coffee Refining Company. Three 
clients recommend agency highly. 


Established 1920 


Established 1919 


Established 1869 


FRANCES HOLMES ADVERTISING AGENCY 
1129 Van Nuys Bldg., Los Angeles, Cal. 

Member: NOAB. Recognition: ANPA; APA. 
O. W. HoLMEs, seventeen years agency experience. FRAN- 
CES HOLMES, twenty-two years agency experience. Concer- 
trating on a few accounts, including Bishop & Company, 
(confections) and the Van Landingham Company (canned 
fish). Clients recommend this agency highly. 


THE C. A. HORNE COMPANY Established 1919 
2218 Russ Bldg., San Francisco, Cal. 

Recognition: ANPA; APA. 
C. A. HoRNE, president; OLIVE HoRNE, vice president; 
E. E. SCHOENHOLZ, secretary-treasurer. A small agency 
serving a group of local accounts. 


THE HOUSE OF HUBBELL, Inc. 
648 Huron Road, Cleveland, O. 


Recognition: ANPA; APA. 


O. S. HUBBELL, president. FRANK HUBBELL, vice president 
and treasurer. J. L. HUBBELL, vice president. RALPH E. 
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THE HOUSE OF HUBBELL, INC.— Continued) 


Brxsy, secretary. R. F. Moore, space buyer. I. M. ADAMS, 
production manager. Serving about fifty advertisers, in- 
cluding Altorfer Brothers (ABC washing machines) The 
Glidden Company; National Refining Company (White 
Rose Gasoline and En-ar-co Oils); Wellington Tool and 
Machine Company; The Widlar Company. 


ATLEE F. HUNT COMPANY 
464 19th Street, Oakland, Cal. 


Recognition: ANPA; APA. 
ATLEE F. HUNT, owner. Serving a few local advertisers. 


Established 1910 


HUTCHINS ADV. COMPANY, Inc. 
Cutler Bldg., Rochester, N. Y. 


Recognition: APA; ABP. 


M. S. HUTCHINS, president. F. A. HUTCHINS, vice presi- 
dent and production manager. F. I. HUTCHINS, secretary 
and treasurer, and space buyer. Serving about forty-five 
advertisers in diversified fields, within the Rochester dis- 
trict, including Ritter Dental Manufacturing Company; 
Crosman Arms Company; Samson Cutlery Company; 
The Pfandler Company; Rochester Democrat & Chronicle; 
F, E. Reed Glass Company; Perry Nursery Company. 


Est. 1923 


WM. A. INGOLDSBY COMPANY Established 1902 
632 Southwest Building, Los Angeles, Cal. 


Recognition: ANPA; APA. 


Wm. A. INGOLDSBY. Eighteen years with Read Advertising 
Agency, Read-Miller Company, and Wm. A. Ingoldsby 
Company. RICHARD P. MILLER, auditor. ERNEST MurR- 
RAY, space buyer. A personal service agency handling 
about twelve national and twenty coastwise accounts, most 
of which are located in California. Some of the clients 
served are Martin Iron Works, Hotel del Coronado, John- 
son, Carvell & Murphy. 


DILLARD JACOBS AGENCY, Inc. 

177 Candler Bldg., Atlanta, Ga. 
Recognition: ANPA; APA. 

J. D. JACOBS, president. P. W. SMITH, vice president. 

W. R. SPERRY, secretary and production manager. R. S 

PEACOCK, treasurer and space buyer. Serving approxi- 

mately ten accounts chiefly in the medical field. 


Established 1912 


WILLIAM JENKINS ADVERTISING 
1715 Sansom Street, Philadelphia, Pa. 

Recognition: ANPA; PPA. 
WILLIAM JENKINS. Miss C. M. Doris, space buyer. JULES 
A. SCALELLA, production manager. Serving fifteen adver- 
tisers, including: Commercial Truck Company; Fibre Spe- 
cialty Mfg. Company; Philadelphia Knitting Mills; Stan- 
dard Fibre Company; Philadelphia Mineral Flooring Com- 
pany. 


JOSEPH ADVERTISING CO. 
1801 Reading Road, Cincinnati, O. 

Recognition: ANPA; APA. 
Jesse M. JoSEPH, proprietor. Serving about fifteen active 
accounts in diversified lines including Billboard Publish- 
Ing Company; P. Goldsmith Sons Company; Sterling 
Glass Company; J. T. Wright Company. 


Established 1909 


KETCHUM, MACLEOD & GROVE, Inc. 
1515 Park Bldg., Pittsburgh, Pa. 


Member: AAAA. Recognition: APA; ABP. 


Georce KeTcHUM, president. RoBERT E. GRovE, vice presi- 
ent and space buyer. ERNEST T. GILES, vice president. 
CARLETON G. KETCHUM, vice president. NoRMAN Mac 
OD, secretary. W. J. THOMAS, treasurer. C. A. FELLOWS, 
Production manager. Serving about fifteen advertisers 
Principally in the industrial field. List includes American 
ar Product Company; Blaw-Knox Company; Hocken- 
smith Wheel and Mine Car Company; H. H. Robertson 
ompany. Letters on file from five clients recommend the 
agency for copy and the initiation of practical ideas. 


Est. 1922 


FRANK KIERNAN & COMPANY 
41 Maiden Lane, New York, N. Y. 
Recognition: ANPA; APA. 
érving about six advertisers including Bankers Loan & 


Investment Company; New York Title and Mortgage 
Company; John Simmons Company. 


W. S. KIRKPATRICK ADV. SERVICE 
333 Northwestern Bank Bldg., Portland, Ore. 
Branch: Los Angeles, San Francisco 


Recognition: ANPA; APA. 


W. S. KIRKPATRICK, general manager. DoucLas PowELL, 
assistant manager. ALBERT BYERS, space buyer. Serving 
about thirty accounts, including Pendleton Woolen Mills; 
Union Pacific Railroad; West Coast Life Insurance Com- 
pany. Three oldest accounts are U. S. National Bank of 
Portland; Pacific International Livestock Exposition and 
the Oregon Brass Works. Letters from clients speak well 
of their copy and service and the personal interest taken 
in their products. 


BEN LANDSMAN 
1440 Broadway, New York, N. Y. 
Recognition: ANPA; APA. 


BEN LANDSMAN. Twenty-two years’ advertising experi- 
ence. ARTHUR GAINES, general manager and space buyer. 
Five years’ advertising experience. Serving about twenty- 
five active accounts, including Gregg Publishing Company; 
Tricho System and Valentine’s Manual, Inc., which are 
their three oldest accounts. 


Est. 1914 


Established 1922 


LA PORTE & AUSTIN, Ine. 
21 East 40th St., New York, N. Y. 


Recognition: ANPA; APA. 


F. D. AUSTIN, president. F. B. LEEDOM, vice president 
and space buyer. Serving eighteen advertisers, including 
M. Ewing Fox Company; General Pencil Company; 
Hotchkiss Sales Company, their three oldest accounts. 


THE LAY COMPANY Established 1920 
15 West 37th Street, New York, N. Y. 
Recognition: ANPA; PPA. 

DONALD M. Lay, president. T. L. CLAPP, vice president. 
H. B. Lopaus, production manager. Serve about twenty- 
five accounts, including United States Gauge Company; 
Pep Manufacturing Company; Republic Fireproofing Com- 
pany; Artcraft Metal Stamping Corporation. 


Established 1918 


LEDDY & JOHNSTON 
41 Park Row, New York, N. Y. 


Recognition: ANPA; APA. 


JOHN M. LEeppDY. JAMES H. JOHNSTON. Concentrate on a 
few advertisers, including Corliss Limb Specialty; Henry 
A. Lotz Company, and B. Paul. 


MORRIS WISNER LEE 
220 South Michigan Avenue, Chicago, III. 
Recognition: PPA; ABP. 
Morris WISNER LEE, owner. Formerly advertising man- 
ager for Hill & Clarke Company, Joseph T. Ryerson & 
Company and Keuffell & Esser Company. Previous to 
establishing this agency was vice president in charge of 
sales and advertising for Frank D. Chase, Inc., Chicago. 
Serves six advertisers including David Lupton’s Sons 
Company; William H. Jackson Company; Shakespeare 
Company. Good record for holding accounts. 


WILSON H. LEE ADV. SERVICE Established 1914 
6 Church Street, New Haven, Conn. 
Recognition: APA; ABP. 

WILSON H. LEE, president and treasurer. CLAUDE SCHAFF- 
NER, manager and space buyer. JOHN R. DEMAREST, treas- 
urer. J. H. ADAMS, space buyer. WALTER BLAKE, production 
manager. Concentrating on a few advertisers principally 
in the industrial field, including Marlin Firearms Com- 
pany; Columbian Bronze Corporation; Wilcox, Chittenden ° 
and Company, Inc.; National Electric Condenser Com- 
pany. Seven clients speak favorably of this agency, par- 
ticularly on cooperation with the sales department. 


LESAN-CARR ADV. AGENCY 

Times Building, St. Petersburg, Fla. 

Offices: New York City, Chicago 
Recognition: ANPA; APA. 

H. E. LESAN, president; NOBLE T. PRAIGG, vice president; 

R. N. PRICE, secretary-treasurer; NOBLE T. PRAIGG, space 


Established 1910 


Established 1922 


Established 1925 
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LESAN-CARR ADV. AGENCY—(Continued) 


buyer. One of the leading Southern agencies, and one of 
the best in Florida. Serves about fifty-six accounts, many 
of which are resorts, but include some important national 
accounts as well. This agency handles the advertising for 
The Atlantic Coast Line Railway Company, and two of 
their oldest clients are the Chamber of Commerce of St. 
Petersburg and the Florida State Chamber of Commerce, 
headquarters, Jacksonville. Affiliated with the Lesan Ad- 
vertising Agencies, Inc., of New York and Chicago. 


LESSING ADVERTISING CO. 
225 Fifth Street, Des Moines, Ia. 


Recognition: ANPA; PPA. 


P. B. LESSING, president. A. S. LESSING, vice president. 
R. J. FLYNN, secretary and treasurer and space buyer. 
D. L. DUNGAN, production manager. Serving about sixty 
advertisers principally in the agricultural and allied fields, 
including Berry Seed Company; Des Moines Silo and 
Manufacturing Company; The Galloway Company; North- 
field Iron Company; Allen Poultry Farm. Several clients 
are generous in their recommendations of this agency and 
its ability to serve an advertiser selling to farm trade. 


Established 1909 


H. H. LEVEY Established 1910 
1328 Broadway, New York City 

Recognition: ANPA; PPA. 

H. H. Levey, handles accounts personally. JAMES R. 
FLANAGAN, business manager. List of more than one hun- 
dred local advertisers, includes hotels, department stores, 
mail-order books. 


ADDISON LEWIS & ASSOCIATES Established 1921 
1004 Marquette Avenue, Minneapolis, Minn. 

Recognition: ANPA; APA. 
ADDISON LEWIS, general manager. HARVEY R. KRUSE, space 
buyer. Serving about thirty-four active advertisers in 
diversified lines. 


LEWIS AND COFFEE ADVERTISING AGENCY 
Citizens & Southern Bank Bldg., Atlanta, Ga. 
Recognition: ANPA; APA. 
F. E. COFFEE, space buyer. Concentrating on a few local 
accounts including Atlanta Terra Cotta Company; Cham- 
berlain-Johnson-DuBose Company (department store) ; 
Savannah Fence & Roofing Company; Southern States 
Life Insurance Company. 


EMANUEL LINDER ADVERTISING __ Established 1916 


1457 Broadway, New York, N. Y. 

Recognition: ANPA; APA. 
EMANUEL LINDER, president and space buyer. Serving 
about fifty advertisers, including Richelieu Pearls; Psychic 
Base Ball Corporation. 


THE LITTLEHALE ADV. AGENCY Established 1914 


175 Fifth Avenue, New York, N. Y. 
Recognition: ANPA; APA. 


PAUL B. LITTLEHALE, president and treasurer. Six years 
banking experience; editor and business manager of trade 
publications. HAGEMAN E. HILtTy, vice president. News- 
paper and real estate experience on Pacific Coast. RALPH 
ROSSITER, vice president. Advertising and merchandising 
experience. HENRY T. HODGSKIN, vice president. Merchan- 
dising experience with trade papers and retailers. Serves 
approximately seventy-five active advertisers in a wide 
range of lines, including Davis Coilamore & Company; 
General Management Corporation; Vogue Brassiere Com- 
pany; Merchants Trade Journal Company. 


LOGAN & STEBBINS Established 1922 
1031 South Broadway, Los Angeles, Cal. 

Recognition: APA; ABP. 
DubDLEY L. LOGAN. BARTON A. STEBBINS, space buyer. An 
agency of the personal service type, servicing about 
twenty-five accounts, three of the oldest being A. L. Boy- 
den Company, L. A. Investment Company subsidiaries; 


Hotel Del Mar. 


F. J. LOW COMPANY, Inc. Established 1922 


15 West 44th Street, New York, N. Y. 
Recognition: APA; ABP. 

FREDERICK J. Low, president. Five years vice-president, 
Mutual Service Corporation; eight years advertising man- 
ager, Johns-Manville Company, Inc.; two years office and 
account manager, Cheltenham Advertising Agency. W. B. 
DYGERT, secretary, five years with F. A. Ensign Adver- 
tising Agency, two years advertising manager Nozel Co. 
A personal service type of agency serving twenty accounts, 
including nine of which have been with this agency since 
its organization. Some of the accounts served are the 
American Schaeffer & Budenberg Corporation, Boggs 
Manufacturing Corporation, Fruit Auction Co., Patterson- 
Kelley Co., Sarco Co., Inc. This agency considers itself 
best fitted to advertise food and fruit, technical, financial 
and household products. 


THE McFARLAND PUBLICITY SERVICE Est. 1907 


Crescent and Mulberry Sts., Harrisburg, Pa. 
Recognition: ANPA; APA. 

J. HoRACE MCFARLAND, president. C. W. DAVIS, vice presi- 
dent. EDWIN C. THOMPSON, treasurer. E. FRED Rowe, 
secretary and manager. Principals have good background 
for handling seed and nursery advertising. This agency 
serves about thirty advertisers including T. S. Hubbard 
Company; Berryhill Nursery Company; William Tricker; 
Lindley Nurseries and Downs Dahlia Farms. 


McKEE & ALBRIGHT 
1606 Walnut Street, Philadelphia, Pa. 
Recognition: ANPA; PPA. 
R. J. McKee. R. D. ALBRIGHT. Concentrating on a few 
advertisers, one of which is The Wheatena Company. 


MacGIBBON & WATSON, Inc. 
60 Federal Street, San Francisco, Cal. 

Recognition: ANPA; APA. 
ELIZABETH G. MACGIBBON. Concentrates on a few adver- 
tisers in the vicinity of San Francisco, including Bass- 
Hueter Paint Company and the Clorox Chemical Corpo- 
ration. 


THE JAY H. MAISH COMPANY Established 1920 


400 South Main Street, Marion, O. 
Recognition: APA; ABP. 

JAY H. MAISH, president. Seven years advertising agency 
experience. J. HOWARD SWINK, vice president. Four years 
advertising agency experience. This agency employs 25 
people. Approximately fifteen accounts among them being 
The Howard Paper Co., The General Excavator Co., The 
Huber Mfg. Co., and The Ohls Poultry Yards & Hatchery. 


THE MARX-FLARSHEIM COMPANY Est. 1925 
15 East Eighth Street, Cincinnati, O. 
Branch: 565 Fifth Avenue, New York City; 10 N. Clark 


Street, Chicago 
Recognition: ANPA; APA. 
JOE J. MARX, president. HENRY B. FLARSHEIM, secretary 
and treasurer. HARRY SCHNEIDERMAN, W. L. TAYLOR, Mort 
HEINEMAN and RoBert L. MARX, space buyers. This is 4 
consolidation of the Gordon-Marx Company and 
Henry B. Flarsheim Company early in 1926. Serve about 
sixty advertisers, principally in the wearing apparel field, 
including Exeter Manufacturing Company; Nawco Neck- 
wear Company; Style-Arch Shoe Company; Taylor Cap 


- Manufacturers; Fashion Frocks, Inc.; Stetson Shirt Com- 


pany. 


PHILIP J. MEANY COMPANY 
210 West 7th Street, Los Angeles, Cal. 
Recognition: APA; ABP. 
PHILIP J. MEANY, manager. LYMAN W. Powers, produc- 
tion manager. D. TRUMBO, space buyer. Serving about ten 
advertisers on the Pacific Coast, including California Com- 
mon Brick Manufacturers’ Association; California Crushed 
rig Corporation; Hoyt Heater Company; E. H. Rollins 
ons. 
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MEEK & WEARSTLER 
Salow Building, Youngstown, O. 
Recognition: APA; ABP. 

PARK MEEK and A. M. WEARSTLER, partners. CHARLES 
OSWALD, general manager. This agency has succeeded 
Bolton, Meek & Wearstler. They serve about twelve ad- 
vertisers, mostly in industrial lines. They also advertise 
“Good Humor” ice cream suckers. One of their industrial 
clients writes: “They are young and energetic and have 
original ideas.” 


HAROLD D. MENKEN ADV. AGENCY 
67 West 44th Street, New York, N. Y. 


Recognition: ANPA; PPA. 


HaroLD D. MENKEN, owner. Concentrating on a few ad- 
vertisers in diversified lines, including Sawyer Biscuit 
Company; D. E. Sicher & Company; The Tailored Woman; 
The Milton Bradley Company. 


METROPOLITAN ADV. CO., Inc. 
111 Broadway, New York, N. Y. 


Member: NOAB. Recognition: ANPA; APA. 


CHas. L. YOUNG, president. M. G. LYNCH, treasurer. 
W. A. LYNCH, secretary. H. D. Apair, J. L. SCHIFFMAN, 
Wo. H. SAUL, LYMAN O. FISKE, S. J. SIMONICS, vice- 
presidents. Handles large volume of financial business 
requiring special facilities for placing. Clients include 
Commercial Trust Company of New Jersey (twenty-six 
years), Corporation Trust Company (twenty-six years) 
and J. P. Morgan & Company (fifteen years). 


A. EUGENE MICHEL AND STAFF 
132 West 31st Street, New York, N. Y. 
Recognition: APA; ABP. 

A. EUGENE MICHEL, owner. Training in engineering. 
Started advertising work as assistant manager of publicity 
in the International Steam Pump Company; ten years in 
charge of advertising of Lackawanna Steel Company; 
conducted publicity of Consolidated Steel Corporation; 
twelve years in charge of advertising for American Car 
and Foundry Company. A personal service agency spe- 


cializing in industrial accounts. Total elients served, 
twenty-six. 


MIDLAND ADVERTISING AGENCY 
Atlas Bank Building, Cincinnati, O. 


Recognition: ANPA; PPA. 


CLeM R. RIESENBECK, J. F. Koons, Jr. Serving a limited 
number of advertisers in the vicinity of Cincinnati, in- 
cluding Kodel Radio Corporation; Churngold Corporation; 
E. Kahn’s Sons Company. One client writes service ren- 
dered by this agency is far superior to that given them 
by another and larger agency. 


MILNE-RYAN-GIBSON, Ine. 
410 Central Bldg., Seattle, Wash. 
Recognition: ANPA; APA. 


R. P. MILNE, president and space buyer. How. J. RYAN, 
vice president. DAN W. GIBSON, secretary and treasurer. 
Serving about ten active advertisers on the Coast, in- 
cluding Pacific Steamship Company (Admiral Line) 
Schoenfeld Bros., Inc. (Fashion Craft Cravats) and C. C. 
Filson Company (outdoor clothing), which are their three 
oldest accounts. 


MORRIS & JONES, Inc. Established 1921 
dith Street and Broadway, New York, N. Y. 
Recognition: APA; ABP. 

FRANK G. Morris, president, ALFRED F. JONES, vice-presi- 
dent and treasurer. BELMONT A. FRIEWALD, secretary and 
space buyer. This agency serves about twelve accounts, 
the three oldest being D. H. Burrell & Co., Inc., B. G. 
Pratt Company and A. W. Wheaton Brass Works. The 
experience of the principals and their staff covers many 
years in agricultural and industrial advertising. 


J. P. MULLER AND COMPANY 
220 West 42nd Street, New York, N. Y. 

Recognition: ANPA; APA. 
J. P. MULLER, president and treasurer. G. R. Katz, vice 
President. H. J. SCHNITTGER, secretary. Each of these 
Principals has had thirty or more years’ agency experi- 
‘nee and has been with this agency since it was estab- 


Established 1921 


Established 1901 


Established 1908 


Established 1923 


lished. Practically all their business is local, consisting 
of theatrical advertising in newspapers, although they 
place direct or classified advertising for about twenty-five 
miscellaneous advertisers. 


C. N. MULLICAN COMPANY 
56 U. S. Trust Building, Louisville, Ky. 


Recognition: ANPA; APA. 


C. N. MULLICAN, owner and space buyer. Executive head 
of company for past five years. Previous experience, five 
years advertising manager and assistant sales manager of 
Kentucky Wagon Manufacturing Company and its sub- 
sidiary, Dixie Motor Car Company; six years’ varied 
agency experience; sales manager for concerns in the 
agricultural implement, machine and general merchandise 
lines. Experience in export business in all lines men- 
tioned, which includes four years’ residence in Mexico 
doing market development work. 


Established 1922 


MUTUAL SERVICE CORPORATION 
140 Cedar Street, New York, N. Y. 
Recognition: ANPA; APA. 

ARTHUR R. RULE, president. A. E. WERMOUTH, secretary. 
W. B. RULE, treasurer. Experience of the principals indi- 
cates a good background for serving cooperative associa- 
tions. List of clients includes Federated Fruit & Vege- 
table Growers’ Association; Jersey Fruit Growers’ Co-op- 
erative Association; Walla Walla Gardeners’ Association; 


the Orange Judd Publishing Company, and The Chicago 
Daily News. 


CHAS. F. W. NICHOLS COMPANY, Inc. 
14 E. Jackson Boulevard, Chicago, III. 
Member: NOAB. 
Recognition: ANPA; APA. 


CHARLES F. W. NICHOLS, president. W. B. JOHNSON, vice 
president. EDWARD FITCH, treasurer. An agency of the 
personal service type, serving about twelve advertisers 
including S. W. Straus, H. W. Gossard Co., Alabastine Co., 
Canadian Pacific Ry. One of their older clients speaks 
highly of their copy and plan work. 


Est. 1910 


NORTHWESTERN ADV. AGENCY 
23 East Sixth Street, St. Paul, Minn. 
Recognition: ANPA; APA. 


C. M. BROWN, space buyer. J. FRANK DEAN. Serving 
about thirty-five advertisers chiefly in dairy, farm prod- 
ucts and allied lines. List includes such advertisers as 
Independent Silo Co., Brand Peony Farms, The R. E. 
Cobb Co., American Immigration Company, Homeseekers’ 
Land Company, Fergus Falls Hide & Fur Company. 


Established 1906 


C. J. OLIPHANT ADVERTISING AGENCY, Inc. 
175 Fifth Avenue, New York, N. Y. 


Recognition: ANPA; APA. 


C. J. OLIPHANT, A. J. SLOMANSON and M. P. TAYLOR, * 
space buyers. An agency equipped to serve publication 
advertisers, particularly, their list including Macmillan 
Company, Van Patten, Inc., Harcourt, Brace & Company, 
Duffield & Company, Cereal Soaps Company, Vermex 
Company. 


C. J. OLLENDORF COMPANY 
306 South Wabash Avenue, Chicago, Ill. 


Recognition: PPA; APA. 


C. J. OLLENDORF, president and treasurer. Eighteen years’ 
agency experience. Formerly with Lord & Thomas; Er- 
win, Wasey & Company and Henri, Hurst & McDonald. 
O. HIGHFIELD, vice president. P. OLLENDORF, secretary. A 
small agency of the personal service type serving about 
twenty-five advertisers in diversified lines, including 
Cruver Manufacturing Company; Dirigold Corporation; 
Elgin Stove and Oven Company; Chicago Roller Skate 
Company; Duro Art Company. 


O’MALLEY ADV. & SELLING COMPANY 
244 Washington St., Boston, Mass. 


Recognition: ANPA; APA. 
CHARLES J. O’MALLEY, president and treasurer. L. F. 
O’MALLEY, vice president. L. D. JORDAN, secretary. C. D. 
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O’MALLEY ADV. & SELLING CO.—(Continued) 


O’MALLEY, space buyer. An agency serving approxi- 
mately twenty-five advertisers, mostly within the Boston 
district, including Homer Oil Burner Company; The Bos- 
ton Globe; Dunker & Perkins Company; Soule & Com- 
pany. 


OSWALD ADVERTISING AGENCY, Inc. 
401 Otis Building, Philadelphia, Pa. 
Member: AAAA; NOAB. 
Recognition: ANPA; APA. 
CHARLES A. OSWALD, president and treasurer. EARL W. 
JAMES and WESLEY M. ECOFF, vice presidents. Jos. I. 
O’HARE, secretary. Have had experience along the fol- 
lowing lines: engineering and sales, advertising and sales 
managers, traveling salesmen, agency copy writing, pub- 
lishers’ representatives, publishers’ advertising service, 
hardware, agricultural implements, banking, building, real 
estate. About forty accounts, including Camden Safe De- 
posit & Trust Co., Temple University, H. Tinsk & Com- 
pany, the three oldest. 


HANCOCK PAYNE ADV. ORGANIZATION _ Est. 1917 
Public Ledger Building, Philadelphia, Pa. 
421 Seventh Avenue, New York, N. Y. 

Member: NOAB. 

Recognition: ANPA; APA. 
W. HaANcock PAYNE, proprietor; C. D. LEDYARD, space 
buyer. Handle about twenty-seven accounts. ARTHUR M. 
KENNEDY, manager, New York office. 


Est. 1921 


MONTAGUE W. PEARSALL 
20 Vesey Street, New York, N. Y. 


Recognition: ANPA; APA. 


WALTER MONTAGUE PEARSALL. A small agency of the per- 
sonal service type, concentrating on about ten advertisers, 
including Rossenwasser Brothers, Felix F. Daus Duplica- 
tor Company, Ruby Costume Company. 


PEDLAR & RYAN, Inc. 
250 Park Avenue, New York, N. Y. 

Recognition: ANPA; PPA. 
Louis C. PEDLAR, president. THomas L. L. RYAN, vice 
president and treasurer. LAWRENCE L. SHENFIELD, vice 
president, ARTHUR CoBB, JR., secretary. PAUL D. DAVvIs, 
vice president. WILLIAM M. ENGELMANN, space buyer. 
Serving about fifteen prominent national advertisers. 
Ovington Brothers Company, Knox Hat Company, Thomas 
G. Plant Corporation; Dunlap & Company; New York 
Evening Post. Clients rate them particularly high on 
cooperation with the sales department and the initiation of 
practical suggestions, as well as on copy. 


WALTER J. PETERSON CO. 
15 Ionia Street, Grand Rapids, Mich. 
Recognition: PPA; APA. 


WALTER J. PETERSON, president and treasurer. Mrs. W. 
J. PETERSON, vice president. THoRD R. BRUCE, secretary. 
ALLEN W. CHURCH, space buyer. J. WIDMAN BERTCH, 
production manager. Serve about twenty-one advertisers, 
the three oldest of which are Kalamazoo Loose Leaf 
Binder Company; Togan-Stiles, Inc.; Hastings Table 
Company. One client writes that their cooperation is very 
exceptional. 


Established 1898 


Established 1919 


DeFOREST PORTER ADV. SERVICE, Inc. 
70 Chippewa Street, Buffalo, N. Y. 


Recognition: ANPA; APA. 


L. D. PorTER, president and treasurer. Morse I. FLAGLER, 
vice president and space buyer. PERcy EATON, secretary. 
Serving about thirty-five advertisers in diversified lines, 
including the Automatic Transportation Company; Mil- 
lington Lockwood Company; Smith Auto Supply Com- 
pany; Western New York Motor Lines; August F. Meyer 
& Company. 


EDWARD M. POWER COMPANY, ‘Inc. 

2537 Oliver Bldg., Pittsburgh, Pa. 
Recognition: ANPA; APA. 

EDWARD M. PowERr, JR., president. GEORGE D. KELLEY, 

vice president. THOMAS T. MYLER, treasurer. GEORGE 

E. EISENHAUER, secretary. Serving about twenty adver- 

tisers, including Diamond Hardware Manufacturing Com- 


Est. 1915 


Est. 1911 


pany; Dunleavy-Franklin Company; M. Oppenheimer & 
Company; Radium Chemical Company. 


GEORGE G. POWNING, Inc. 
278 Orange Street, New Haven, Conn. 


Recognition: ANPA; APA. 


GEoRGE G. PoWNING, president. W. G. POWNING, secre- 
tary. Concentrating on a few advertisers, who rate the 
agency highest on space buying. 


JOHN W. QUEEN 
5 Park Square, Boston, Mass. 


Recognition: ANPA; APA. 


JOHN W. QUEEN, president. B. BANNAN, space buyer. 
Serving about thirty advertisers in diversified lines, in- 
cluding Barbour Welting Company; Boston and Worcester 
Lines; Hartman Shoe Company, Hayward Hosiery; Ice- 
berg Refrigeration Company; Mathewson Machine Com- 
pany. Well recommended by clients. 


Established 1922 


THE QUINLAN COMPANY 
35 East Wacker Drive, Chicago, III. 

Recognition: PPA; APA. 
Roy QUINLAN, CLAUDE C. HOPKINS, JOHN HAYES KELLY, 
ROBERT R. ROBINSON, S. S. DoTy, EDWARD HOPKINS, JR., 
C. V. DuGAN. A small agency of the personal service type, 
their principal account being the Lloyd Manufacturing 
Company (Heywood-Wakefield Company). 


REARDON ADVERTISING CO. Established 1912 
424 Quincy Bldg., Denver, Colorado 


Member: ABC. 
Recognition: ANPA; APA. 


JOHN F. REARDON, president and production manager. 
Thirty years’ advertising experience. CATHERINE M. 
REARDON, secretary and treasurer. §S. A. STARRETT, vice 
president and space buyer. Serves about twenty-five ac- 
tive advertisers, including Denver Tourist & Publicity 
Bureau; Rocky Mountain Parks Transportation Company; 
Schaefer Tent and Awning Company; Martin Bros. & 
Company; Colorado Condensed Milk Company; Trunk 
Bros. Drug Company. Letters on file from three clients 
of eight to fourteen years’ standing indicate general satis- 
faction with this agency’s services. 


REIMERS & OSBORN, Inc. 
285 Madison Avenue, New York, N. Y. 


Recognition: PPA; APA. 


CARL REIMERS, president and treasurer. Seventeen years 
in business, sales and sales management experience on 
automobiles, phonographs and pianos, training in archi- 
tecture, building construction and airplanes, formerly on 
plan board C. W. Hoyt Co., and account executive with 
Dorrance, Sullivan & Company. GARDNER OSBORN, vice 
president and secretary. Ten years in business, organized 
research and merchandising for J. Walter Thompson and 
Butterick Publishing Company, merchandising adviser and 
account executive three years for Barton, Durstine & 
Osborn. RICHARD WEBSTER, vice president. Twenty-five 
years in business, formerly advertising manager Encyclo- 
paedia Britannica, copy writer for N. W. Ayer and John 
O. Powers agencies, organized research and plan depart- 
ment for George Batten Company, sales promotion and 
advertising manager of The Esmond Mills, and promotion 
manager of advertising department The Literary Digest 
(home telephone market). An agency of the personal 
service type handling about twenty accounts. Three oldest 
accounts are B. B. & R. Knight Corp., The Kolynos Co., 
Cordley & Hayes. 


Established 1924 


WM. B. REMINGTON, Inc. Established 1927 


21 Besse Place, Springfield, Mass. 
Recognition: ANPA; APA. 

WILLIAM B. REMINGTON, president and treasurer. JOSEPH 
L. BADGER, vice president. E. R. Strout, secretary and 
production manager. Mr. Remington was formerly ass0- 
ciated with the J. D. Bates Advertising Agency. Serves 
about twenty active advertisers, including Indiana Motor- 
cycle Company; Milton Bradley Company; Greenfield Tap 
and Die Corporation; Warren Leather Goods Company; 
Duckworth Chain and Manufacturing Company; Moore 
Drop Forging Company. 
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RICKARD & COMPANY, Inc. 

420 Lexington Ave., New York, N. Y. 
Member: ABC. 
Recognition: PPA; ABP. 


W. L. RiCKARD, president; JULIAN GRAN, treasurer and 
space buyer; L. F. MAHER, secretary; HOWARD L. FISHER, 
vice president; EDWIN C. MAYER, vice president. Places a 
large volume: of advertising in the industrial and trade 
fields. Clients stress their understanding of technical ad- 
vertising problems. Serves twenty-four accounts, three of 
which are Anchor Post Iron Works, The Hayward Com- 
pany, Bakelite Corporation, which it has served for more 
than fourteen years. 


Established 1912 


ROGERS-GANO ADV. AGENCY, Ine. 

417 South Dearborn Street, Chicago, IIl. 

Branch: 429 Kennedy Bldg., Tulsa, Okla. 
Recognition: APA; ABP. 


R. C. GANO, president and general manager. H. E. DOscH, 
vice president and treasurer. J. C. BACHRODT, secretary. 
FraNK C. HAMILTON, vice president in charge of pro- 
duction. Serves approximately fifty advertisers, the three 
oldest being Curtis Leger Fixture Company, Producers 
and Refiners Corporation and the Guiberson Corporation. 
They also serve The Gardner Governor Company, Tidal 
Petroleum Products and the Universal Portland Cement 
Company. One client writes: “We are pleased to recom- 
mend them for their service has been very satisfactory 
to us.” 


Established 1924 


ARTHUR ROSENBERG & CO., Inc. 
15 West 37th Street, New York, N. Y. 


Recognition: ANPA; APA. 


ARTHUR ROSENBERG, president Twenty-five years’ adver- 
tising, merchandising and advertising agency experience. 
SAMUEL RURENSTEIN, vice president. Formerly Mr. 
Rosenberg’s assistant on the New York American. JOSEPH 
FRANKFORT, secretary-treasurer. Agency enjoys a repu- 
tation for personal service and creative work. Serves ap- 
proximately sixty-five advertisers. List includes L. Heller 
& Sons, Inc.; New York Band Instrument Company; 
Sturgis Multiple Battery Corporation; Standard Slide 
Corporation; Feltman & Curme Shoe; I. Leon Company. 


Est. 1919 


ROSS-GOULD COMPANY 
309 North Tenth Street, St. Louis, Mo. 
Branch: 1457 Broadway, New York City; 175 W. Jack- 
son Blvd., Chicago 
Member: NOAB. 
Recognition: ANPA; APA. 


H. 0. Ross, president. Serving about twenty advertisers 
in various lines of business, including the Absorene Manu- 
facturing Company; Hays Wood Products Company; 
Standard Crate & Filler Company, Tobin-Hamilton 
Leather Company, Le Roy Tent Company, Cornelius Lum- 
ber Company. 


Established 1908 


ROWLAND ADV. COMPANY, Inc. 
441 Lexington Avenue, New York, N. Y. 


Recognition: ANPA; APA. 


M. W. CoLWELL, president and treasurer. EDWARD F. 
KorBEL, vice president and secretary. CATHERINE E. Mc- 
HUGH, space buyer. List of approximately twelve adver- 


tisers served indicates specialization in travel and exposi- 
tion accounts. 


Established 1905 


THE SACKS COMPANY, Inc. 
347 Fifth Avenue, New York, N. Y. 


Recognition: ANPA; PPA. 


C. 0. Sacks, president. H. A. JOHNSTON, vice president. 
R. M. WILEN, space buyer. Mrs. LinuiaAN McComs, pro- 
duction manager. Experience of principals indicates the 
agency is especially equipped to serve advertisers in the 
automotive, technical, toilet and wearing apparel fields. 
‘Ow serve about thirty advertisers including Brake Ser- 
vice Corporation; Raybestos Company; Bridgeport Hard- 
ware Manufacturing Corporation; Dominion Asbestos & 


Rubber Corporation; Sparklets, Incorporated; Tung-Sol 
amp Works, Inc. 


Established 1916 


SANDO ADVERTISING COMPANY 
960 N. Meridian Street, Indianapolis, Ind. 
Recognition: APA; ABP. 


BRIANT SANDO, general manager. DicK CALKINS, C. F. 
WILSON and OAKLEIGH FRENCH, space buyers. An agency 
of the personal service type, particularly equipped to 
handle merchandising accounts. List of approximately 
fifteen accounts includes American High Speed Chain 
Company; Hide Leather & Belting Company; Oakes Man- 
ufacturing Company; U. S. Electrical Drill Tool Com- 
pany; Case Electric Company. 


Established 1921 


R. H. SAYRE, Ine. 
237 Fifth Avenue, Pittsburgh, Pa. 
Recognition: ANPA; APA. 


F. H. RAMSEY, space buyer and production manager. Con- 
centrating on a few advertisers, including the Hein Com- 
pany; Dependable Products Company. 


SHAFFER-BRENNAN ADV. COMPANY 
Bell Telephone Building, St. Louis, Mo. 


Recognition: ANPA; APA. 


T. D. SHAFFER. Twenty years’ general advertising and 
sales experience. E. M. BRENNAN. Twenty years’ general 
advertising and sales experience. J. L. CORLESS, space 
buyer. Five years’ newspaper experience; seven years’ 
agency experience. Most of this agency’s clients are agri- 
cultural, such as baby chicks, poultry stock and nurseries. 
Handle approximately two hundred accounts, including 
Fairview Nurseries, Herrick Nurseries, La Derma Com- 
pany, United Aluminum Company; Perry Nursery Com- 
pany, Limoges China Company. 


Est. 1912 


SHANKWEILER ADVERTISING AGENCY 
37 North 10th Street, Allentown, Pa. 


Recognition: ANPA; ABP. 


FRED L. SHANKWEILER, president and space buyer. E. L. 
SHANKWEILER, vice president. ARTHUR H. MICKLEY, sec- 
retary-treasurer. L. M. KRESSLEY, production manager. 
Serving about twenty-five advertisers chiefly industrial 
and technical, including L. F. Grammes & Sons, Inc., 
Easton Car & Construction Company, Heilman Boiler 
Works; Structural Slate Company. A personal service 
type of agency, whose ability to prepare copy and select 
medium is rated as good. 


W. W. SHARPE & COMPANY, Inc. 
240 Broadway, New York, N. Y. 


Recognition: ANPA; APA. 


J. N. THOMAS, president and treasurer. H. C. THOMAS, 
vice president. Roy J. JONES, secretary. Serve about 
twenty advertisers in diversified lines, including E. Fou- 
gera & Company, Gilman, Collamore & Company, Spanish 
Royal Mail Lines, Iron Steamboat Company, Jennings 
Lace Works. 


K. C. SHELBURNE, Inc. 
613 Braniff Bldg., Oklahoma City, Okla. 
Recognition: PPA; APA. 


K. C. SHELBURNE, president and space buyer. W. HOMER 
KELLY, vice president and production manager. HAL S. 
WHITTEN, secretary. JESS L. BRADLEY, treasurer. This 
agency serves about fifteen advertisers in various lines, 
including Champlin Refining Company; Enid Milling Com- 
pany, Universal Traffic Control Company; Boardman 
Company; American Iron and Machine Works. 


ALFRED J. SILBERSTEIN, Inc. 
310 Fifth Avenue, New York, N. Y. 


Recognition: ANPA; PPA. 


ALFRED J. SILBERSTEIN, president and treasurer. BERT 
GOLDSMITH, JR., vice president and secretary. ‘THEODORE 
ROSENWALD, JR., space buyer. Serving some fifty odd ad- 
vertisers mostly in the wearing apparel and textile lines. 
Their list includes Williamsburg Knitting Mills; Sonne- 
born Brothers; Excello Skirt Company; Frank Katz Hat 
Company; Liberty Manufacturing Company; Marion 
Dress Company; Walker Knitting Mills; National Family 
Laundry Service Corporation; Pen-O-Pencil. 
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CHARLES M. SLOAN, ADVERTISING 

322 South Michigan Avenue, Chicago, III. 
Recognition: APA; ABP. 

CHARLES M. SLOAN. E. H. Skooc. A small agency of the 

personal service type serving seven technical accounts, 

the three oldest being Flexible Steel Lacing Company, 

Dearborn Chemical Company, Crane Packing Company. 


Est. 1922 


ALLEN C. SMITH ADVERTISING CO. 
17th and Main Streets, Kansas City, Mo. 
Member: NOAB. 
Recognition: ANPA; APA. 


ALLEN C. SMITH, president and space buyer. J. F. FREp- 
ERICK, production manager. Concentrating on a few ac- 
counts, their list including Process Manufacturing Com- 
pany; Ped-Eze Manufacturing Company; Cactus Remedy 
Company; Knox Company. 


Est. 1920 


SMITH, SCHREINER & SMITH 
Union Trust Building, Pittsburgh, Pa. 


Recognition: APA; ABP. 


A personal service type of agency, concentrating on a few 
technical advertisers. Enjoy good reputation for copy 
and the selection of mediums. 


FREDERICK N. SOMMER ADV. AGENCY 
810 Broad Street, Newark, N. J. 


Recognition: ANPA; APA. 


Max Gans. J. A. WAPSHARE. Concentrating on a few 
advertisers, including Peter Breidt Company, L. Bam- 
berger Company; Mutual Benefit Life Insurance Com- 
pany; Rising Sun Company; P. Ballantine & Sons. List 
of clients indicates being equipped to service beverage 
accounts. 


Est. 1894 


SPARROW ADVERTISING AGENCY, Inc. 
702 Farley Building, Birmingham, Ala. 


Recognition: ANPA; APA. 


PaoLi A. SMITH, president and treasurer. JOHN C. HEN- 
LEY, JR., vice president. J. D. DUKES, space buyer. Serving 
about twelve advertisers, mostly technical, including Amer- 
ican Cast Iron Company; Gulf Power Company; Conti- 
nental Gin Company; Soil Pipe Association; Stephenson 
Brick Company; Gulf Electric Company; Mississippi 
Power Company; Alabama Power Company. 


Est. 1905 


CALVIN STANFORD ADVERTISING AGENCY 
Connally Building, Atlanta, Ga. 


Recognition: APA; ABP. 


CALVIN STANFORD. NORMAN COLE. LESTER W. COLE. CECIL 
C. FULLER. Serving about fifty advertisers in diversified 
lines, principally industrial and technical. Clients report 
this agency good on cooperation with sales department, the 
initiation of practical suggestions and on copy. List in- 
cludes Southern Electrical Equipment Company; Terrell 
Machine Company; Ingalls Iron Works Company; Bir- 
mingham Tank Company; International Vegetable Oil 
Company; W. R. C. Smith Publishing Company; Fulton 
Bag and Cotton Mills. 


DANIEL STARCH & STAFF 

1374 Massachusetts Avenue, Cambridge, Mass. 
Member: AAAA. Recognition: ANPA; APA. 

No information available. 


THE F. R. STEEL COMPANY 
201 East Ontario Street, Chicago, III. 


Recognition: PPA; APA. 


F. R. STEEL, president. FRANK T. ANDREWS, JR., vice 
president. Louis J. BEAUVIS, secretary and treasurer. 
K. A. TELLEF, space buyer. This agency serves about 
forty advertisers in diversified lines, including Leslie L. 
Muter Company; World Battery Company; Townsend 
Laboratories; Ferbend Electric Company; Charles M. 
Hick & Company; American Park Builders; Atlas Fibre 
Box Company. One client writes: “They have given us 
sincere and conscientious agency service.” 


Established 1920 


E. G. STELLINGS COMPANY, Inc. 
Murchison Bldg., Wilmington, N. C. 


Recognition: ANPA; APA. 


E. G. STELLINGS, president, treasurer and space buyer. 
Fourteen years advertising experience. GEORGE W. BalILry, 
vice president. B. B. STELLINGS, secretary. E. G. Recistrr, 
production manager. Serving about thirty advertisers in 
various lines of business, one recommending them high 
and as being especially good on resort work. Among their 
clients are: Apinol Corporation; Yerkes Chemical Com- 
pany; The Treasure Chest; Griffin-Bland Hotels; Shore 
Acres Company; Battery Park Hotel. 


Established 1922 


STEUERMAN SERVICE 
15 East 26th Street, New York, N. Y. 


Recognition: ANPA; PPA. 


DAviID STEUERMAN. L. BREYER, space buyer. B. J. Kaur- 
MAN, production manager. Concentrating on a few adver- 
tisers, including the J. G. Wilson Corporation and Brom- 
ley’s Clothes. 


JEWELL F. STEVENS COMPANY 
19 South La Salle Street, Chicago, IIl. 
Recognition: PPA; APA. 


JEWELL F. STEVENS. H. H. HOOKER and A. C. PUGH, space 
buyers. P. A. EGLER, production manager. A personal 
service type of agency, serving about thirty advertisers 
including Moody Bible Institute Monthly; Atlas Educa- 
tional Film Company; Aladdin Manufacturing Company; 
Tabernacle Publishing Company; The Rodeheaver Com- 
pany; B. B. Kirkbride Bible Company; Religious Press 
Association; Tuttle’s Tite-On Cement Company. 


JULES P. STORM & SONS, Ince. Established 1888 


420 Lexington Avenue, New York, Bm. Y, 


Member: NOAB. Recognition: ANPA; PPA. 


JULES P. STORM, president and treasurer. CHARLES M. 
STORM, vice president. ALLSTON E. StoRM, secretary. 
Serving about thirty advertisers, among which are Cecil B. 
DeMille Cinema Corporation; Metropolitan Life Insurance 
Company; Brentano’s; Park & Tilford; Pro-phy-lac-tic 
Tooth Powder Company; Tintex Company; Producers’ 
Distributing Corporation. 


THE G. LYNN SUMNER CO., Inc. 
285 Madison Avenue, New York, N. Y. 


Member: ABC. Recognition: PPA; APA. 


G. LYNN SUMNER, president. Formerly director of adver- 
tising, International Correspondence Schools and at one 
time president of the Association of National Advertisers. 
PAUL M. BRYANT, vice president. Formerly sales and ad- 
vertising manager, Hurley Machine Co., and vice president 
of Buckley-Dement Company. RoBERT K. LEAVITT, secre- 
tary and treasurer. Formerly advertising manager, Onyx 
Hosiery Company and one time secretary-treasurer of the 
Association of National Advertisers. Although this is not 
a large agency and is newly established, its principals are 
all experienced advertising men who have come up through 
the advertiser’s side rather than the agency’s side. The 
agency serves six accounts including Singer Sewing Ma- 
chine Co., Dennison Mfg. Co., and Amory, Browne & 
Company. One client writes: “We are obtaining excep- 
tional service from them.” 


Established 1925 


THE THOMPSON-KOCH COMPANY 
32 West 6th Street, Cincinnati, O. 

Recognition: PPA; APA. 
A. F. BAUMGARTNER, president. C. F. EHA, treasurer. 
Serving about twelve active advertisers, mostly in the 
drug field, such as The Bayer Company; Phillips Chemical 
Company; Knowlton’s Danderine Company; California 
Fig Syrup Company; Sterling Remedy; Dodson Liver 
Tone Company; The Centaur Company. 


THWING & HERBERT, Inc. 
415 Lexington Avenue, New York, N. Y. 

Recognition: ANPA; PPA. 
WALTER E. THWING, president and space buyer. WILLIAM 
GRANGE, vice president. FRANK M. HERBERT, secretary and 
treasurer. Serving about twelve advertisers, including 
G. & C. Merriam Company; George H. Dorand Company; 
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It’s the money you spend 
wisely that counts 


Someone has said that a rich man has more fun keeping a budget 
than a man of moderate means. Because the money he saves is 
tangible, he can see it and invest it, and put it to work. Be that as 
it may, a budget is an invaluable help to anyone. 


A budget helps you keep the right proportions between ex- 
penses, prevents you from spending more than is best for food and 
rent, or crimping more than you should on entertainment and 
luxury. But a budget is not a reason for getting cheap things, 
things in which you forfeit quality by attempting to save on price. 
A budget says to you: “Here is the amount of money you should 
spend for this. Spend all of it, but don’t spend more.” And it is 
up to you to get the best that can be got for that amount. 


The person who spends his money wisely, who likes to get the 
utmost for it, always finds out from advertisements how he can 
spend it to the best advantage. 


It is surprising how much more wisely you can buy if you make 
it a habit to read advertising. A little more value here . . . a 
little better workmanship there . . . in this thing slightly more 
durability . . . that product perhaps a bit finer. And every 
cent of money you spend for advertised merchandise will bring you 
greater comfort, a higher quality of goods, and a standard of excel- 
lence that is nationally recognized. 


~ ~ ~ 


It certainly pays to read the 
advertisements 
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THWING & HERBERT, Inc.—(Continued) 


Columbia University; Washburn, Ives, Inc.; D. Van Nos- 
trand Company; Frank E. Davis Fish Company. Letters 
on file from five clients recommending this agency par- 
ticularly for mail order and book advertising. One writes: 
“The first agency we have found after continued experi- 
mentation who understands publishers’ problems.” 


WALTER E. TISNE 
310 West 88th Street, New York, N. Y. 
Recognition: PPA; APA. 

WALTER E. TISNE, president, treasurer and space buyer. 
GASTON TISNE, vice president. EMILY BurRR, secretary. 
Concentrating on a few advertisers, including French 
Travel Bureau; Innoxa Laboratories; E. H. & A. C. Fried- 
richs Company; Bergougnan Rubber Corporation. 


Established 1914 


W. I. TRACY, Inc. 
420 Lexington Avenue, New York, N. Y. 


Recognition: PPA; APA. 


WILLIAM IRWIN TRACY, president and treasurer. FRANK S. 
KENT, space buyer. ARTHUR S. GARRABRANTS, vice presi- 
dent and secretary. Serving about thirty-five advertisers in 
diversified lines. Clients report this agency best equipped 
to serve advertisers in the food, house furnishings and 
wearing apparel lines. One writes: “This agency is un- 
commonly alert and efficient. Their suggestions and advice 
are very much to the point and worth while. They under- 
stand our market and the most economical avenues of 
distribution.” Their list includes Ocean Bathing Suit 
Company; Strong, Hewat & Company; Sonny Blouse 
Company; Warner Woven Label Company; Sunfast Hats, 
Inc.; Darlow Manufacturing Company; International Toy 
Corporation. 


Established 1921 


THE TUCKER AGENCY, Inc. 
303 Fifth Avenue, New York, N. Y. 
Recognition: ANPA; APA. 

W. GAYLORD TUCKER, JR., president. T. D. WILLIAMS, 
vice-president. M. A. MULLEN, secretary-treasurer. F. C. 
HENDERSCHOTT, space buyers. Special experience in 
handling public utility accounts. List includes New York 
Edison Company; Yonkers Electric Light & Power Com- 
pany; Municipal Gas Company; Brooklyn Edison Com- 
pany. 


Established 1913 


O. S. TYSON AND COMPANY, Inc. Established 1924 


16 East 41st Street, New York, N. Y. 
Recognition: PPA; ABP. 

OscaR §S. TYSON, president; L. W. SEELIGSBERG, vice 
president and treasurer; W. L. TOWNE, vice president; 
EarRL K. STEVENS, secretary. This agency specializes in 
industrial accounts. Serves about thirty advertisers, the 
three oldest accounts being Railway Track-work Company, 
Morse Chain Company, Standard Erecting Corporation. 
Mr. Seeligsberg was at one time manager of the service 
department of the McGraw-Hill Company, Inc. 


HARRY VARLEY 
19 East 47th Street, New York, N. Y. 


Recognition: PPA; APA. 


HARRY VARLEY, president. Ten years in advertising busi- 
ness. Three years with George Batten Company. Two 
years vice-president, W. L. Brann, Inc. TOM VARLEY, 
space buyer and production manager. Ten years with B. F. 
Goodrich Rubber Company, Boston, Mass., as assistant to 
general manager, New England territory. Agency con- 
centrates on about twelve advertisers chiefly in the in- 
dustrial field. One client writes: “After several expensive 
experiments with other agencies, we feel they understand 
4d problems and have given us just what we should 
ave.” 


Established 1924 


ALFRED WALLERSTEIN, Inc. 
420 Madison Avenue, New York, N. Y. 
Member: NOAB. Recognition: ANPA; PPA. 

ALFRED WALLERSTEIN, chairman of the board. Dave EF. 
BLocu, president. A. J. O’FLAHERTY, space buyer. H. F. 
MAYER, production manager. Concentrating on a few 
advertisers in diversified fields, including Boni & Liv- 
eright, Inc.; Brentano’s, Inc.; Phillips-Jones Corporation; 
Bourjois, Inc.; Sterling Piano Company. 


Established 1922 


er 


ARMAND S. WEILL COMPANY 
564 Ellicott Square, Buffalo, N. Y. 


Recognition: ANPA; APA. 


ARMAND S. WEILL, president, secretary and production 
manager. HAROLD'C. DESBECKER, vice president, treasurer 
and space buyer. Serving about twenty advertisers in 
diversified fields, including Barmon Brothers, Rugby Knit- 
ting Mills, and S. Stein & Company. One client writes: 
“Prior to connecting with this agency we had made simi- 
lar efforts with others including one of the best known in 
America. The results were negligible, however, whereas 
through this agency we have secured positive and com- 
plete success with the products advertised through them.” 


Established 1911 


M. WEINGARTEN ADV. AGENCY 
286 Fifth Avenue, New York, N. Y. 


Recognition: APA; ABP. 


Morris WEINGARTEN, owner. Serving about twenty-five 
advertisers, principally in the wearing apparel field, in- 
cluding Nurses and Maids Outfit Corporation; Norman 
and Norman, Inc.; Circle Pleating Outfit Company; Le- 
vine & Smith; Gluvsilk Undergarment Company. 


WESTON-BARNETT, Inc. 
Arts & Crafts Building, Waterloo, Ia. 


Recognition: PPA; APA. 


A. C. BARNETT, vice president in charge. Concentrating 
on a few advertisers in diversified lines, including W. H. 
Thomas Manufacturing Company and the Construction 
Machinery Company. 


JAMES T. WETHERALD ADV. AGENCY 
117 Newbury Street, Boston, Mass. 


Recognition: ANPA; APA. 


JAMES T. WETHERALD, ROYAL W. WETHERALD, principals. 
Concentrating on a few advertisers, the most prominent 
of which is Lydia E. Pinkham Medicine Company, which 
they have served for about thirty-eight years. Other ac- 
counts are Old Colony Trust Company; Comfort Powder 
Company; E. W. Hoyt & Company, etc. 


WHIPPLE & BLACK, Inc. 
2010 Washington Blvd. Bldg., Detroit, Mich. 


Recognition: APA; PPA. 


J. ScotT BLACK, president. E. W. BEATTY, vice president 
in charge of space and production. RUTH W. TonD, secre- 
tary and treasurer. Serving a wide range of advertisers, 
totaling about eighteen and including Detroit Belt Lacer 
Company; Allen Air-Turbine Ventilator Company; Stan¢- 
ard Plastering System, Inc.; Mount Forest Fur Farms, 
Inc.; Turner-Messenger Mfg. Co.; Mark W. Allen Com- 


pany. 


WHITE ADVERTISING AGENCY 
136 Division Avenue, North, Grand Rapids, Mich. 


Recognition: APA; ABP. 


Morris J. WHITE. ALLAN N. Moors, Henry C. Hakt, 
CaRL H. CLum. An agency of the personal service type, 
serving principally advertisers in the industrial and mer- 
chandising lines. Well recommended for its ability to 
prepare copy and select mediums, as well as the analysis 
of markets. 


JOHN L. WIERENGO & STAFF, Inc. _ Established 1917 
Building and Loan Building, Grand Rapids, Mich. 
Recognition: APA; ABP. 

J. L. WIERENGO, president and treasurer. Formerly sales 
manager, Continental Motors. Nine years’ agency expe 
rience. G. H. ENGLAND, vice president. Seven years ae 
vertising experience. C. F. IpDEMA, secretary-treasuret. 
Formerly sales manager, Elliott Machine Company. An 
agency giving personal service to a list of 16 automotive 
and technical accounts. Letters from three clients speé 
well of their ability on industrial advertising plans a 
copy. Their three oldest clients each of whom has been 
with this agency for eleven years, are Piston Ring Com 
pany; H. M. Reynolds Shingle Company; Browne Morse 
Company. 
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WIGHTMAN-HICKS, Inc. 
21 East 40th Street, New York, N. Y. 
Recognition: APA; ABP. 


Lucius I. WIGHTMAN, president. H. L. Hicks, vice presi- 
dent and treasurer. M. A. WATERS, secretary and production 
manager. Serving about eighteen advertisers, principally 
in the industrial field, including such as Rider-Ericsson 
Engine Corporation; Newton Die-Casting Corporation; 
Irving Iron Works; Stewart Iron Works; General Tank 
Corporation; Eisemann Magneto Corporation; General 
Chemical Company. 


Pp. P. WILLIS, Inc. 
Produce Exchange Bldg., Toledo, O. 

Recognition: ANPA; PPA. 
P. P. WILLIS, president. C. M. WERNING, secretary-treas- 
urer. Serving a small list of prominent advertisers, in- 
cluding Auburn Automobile Company; Duesenberg, Inc.; 
Warner-Patterson Company; Bock Laundry Machine 
Company; Gladiator Manufacturing Company. 


WILSON & BRISTOL 
285 Madison Avenue, New York, N. Y. 


Recognition: APA; ABP. 


ARTHUR W. WILSON and ERNEST M. BrisToL. Mr. Wilson 
was for four years associated with the Thresher Service, 
advertising agency, and prior to that in the advertising 
department of the Hercules Powder Company. Mr. Bristol 
was for six years secretary and advertising manager of 
the Alfred H. Smith Company (Djer-Kiss). Advertisers 
such as American Thermostat Company; Raymond Con- 
crete Pile Company; International Agricultural Corpora- 


Established 1926 


tion; Harris Laboratories; and Ransome Concrete Ma- 
chinery Company are among their fifteen or more clients. 


WIMBERLY-HUBBARD AGENCY, Inc. 
Cotton Exchange Building, Ft. Worth, Tex. 
Branch: Bankers Mortgage Building, Houston, Tex. 
Recognition: ANPA; ‘APA. 
F. W. WIMBERLY, president. J. H. WIMBERLY, secretary 
and treasurer, business manager. A. E. HUBBARD, vice 
president, production manager. Max E. SHIPPEE, man- 
ager. Serve about twenty advertisers. 


Est. 1920 


R. D. WYLY, Ine. 
1420 K Street, N. W., Washington, D. C. 
Recognition: PPA; APA. 

R. D. WyYLY, president. ETHEL HUNTER, secretary. F. H. 
MCcELHANEY, treasurer. Concentrating on a few advertis- 
ers including Metal Egg Crate Company; Closgard Ward- 
robe Company; Jamison Cold Storage Company; National 
Poultry Institute. 


YOST ADVERTISING COMPANY Established 1922 
International Life Building, St. Louis, Mo. 


Member: NOAB; ABC. Recognition: ANPA; APA. 


R. G. Yost, president; G. A. HODGMAN, secretary; E. L. 
LUDWIG, assistant treasurer. This was formerly the Yost- 
Gratiot Agency of the same city. It is an organization of 
the personal service type, serving 20 clients, most of whom 
are located in St. Louis. The three oldest accounts are 
Curtis Pneumatic Machinery Company, Bussmann Manu- 
facturing Company and St. Louis Post Dispatch. 


References to Articles on Advertising 
Agency Relations 


What the Federal Trade Commission is driving at in the 
Four-A case. SALES MANAGEMENT, January 9, 1926, page 19. 

Federal Trade Commission splits Advertising Agency case. 
SALES MANAGEMENT, February 6, 1926, page 174. 


Should advertising agent twiddle thumbs and wait for busi- 
ness? SALES MANAGEMENT, February 20, 1926, page 269. 


We will hold the presses while you prepare the copy. SALES 
MANAGEMENT, June 26, 1926, page 1031. 

When you pick an advertising agency, PICK A GOOD ONE. 
SALES MANAGEMENT, October 30, 1926, page 707. 

Fostering a better understanding of advertising agency con- 
tracts, (Review of a new book by Lynn Ellis.) SALES MANAGE- 
MENT, November 27, 1926, page 937. 

People with something to sell who have no time for salesmen. 
(Editorial) SALEs MANAGEMENT, December 11, 1926, page 1036. 

As advertising, a lot of copy is sleeping potion. SALES MAN- 
AGEMENT, April 16, 1927, page 744. 

Lynn Ellis makes a road map of the advertising agency’s 
Service, SALES MANAGEMENT, June 25, 1927, page 1209. 

What’s ahead for the advertising agent. Printers’ INK, 
January 14, 1926, page 3. 


Letters that sell advertising and why. SALES MANAGEMENT, 
October 2, 1926, page 511. 


wedvettising Agency and the new customer. PRINTERS’ INK 
Monthly, November 1927, page 54. 


We don’t use questionnaires in choosing an advertising 
agency. PRINTERS’ INK Monthly, October 1927, page 31. 


Why the advertising agency? Printers’ INK, December 29, 
1927, page 70. 

How to give the media buyer a chance to think. ADVERTISING 
& SELLING, June 1, 1927, page 22. 

Can the letter shop work with the advertising agency? 
PRINTERS’ INK, October 27, 1927, page 24. 

How the advertising industry is arbitrating its disputes. 
PRINTERS’ INK, September 15, 1927, page 6. 

Shall advertising agencies tear up questionnaires? PRINTERS’ 
INK MONTHLY, September 1927, page 37. 

This nervous shifting of accounts. ADVERTISING & SELLING, 
September 7, 1927, page 36. 

Can advertisers be made to pay twice for space? PRINTERS’ 
Ink, September 22, 1927, page 113. 


Baker’s dozen in agency service. ADVERTISING & SELLING, 
October 5, 1927, page 42. 


How to help the small advertiser grow big. Printers’ INK, 
November 3, 1927, page 76. 


Starting an advertising agency. PRINTERS’ INK, November 24, 
1927, page 115. 


Why some advertisers want to deal direct with newspapers. 
PRINTERS’ INK, December 8, 1927, page 89. 

When the advertiser fails to pay the agent. PRINTERS’ INk, 
November 24, 1927, page 28. 


Are window displays a part of advertising agency service. 
PRINTERS’ INK MONTHLY, January 1928, page 54. 


Questions on agency operations. PrinTERS’ INK, December 22, 
1927, page 111. 


CHARLES AUSTIN BATES, Inc. 
67 West Forty-fourth Street, New York, N. Y. 


This is a revival of the original Charles Austin Bates 
Agency of twenty-five years ago, which was organized 
February, 1928, and which has not as yet had time to 
secure the necessary recognition from publishers. Charles 
Austin Bates was one of the first to develop the idea of 
the service agency as it exists today. During his twenty 
years’ absence from the agency field Mr. Bates was en- 
gaged in the manufacturing business. Since 1923 he has 
been serving a number of important advertisers as a sales 
and advertising counselor. 


For further information concerning this agency see pages 198 and 389. 


BURTON BIGELOW, Inc. 
296 Delaware Ave., Buffalo, N. Y. 


This organization. offers a complete advertising agency 
service and specializes on sales promotion through sales- 
men. A member of this organization was for several 
years connected with Dodge Brothers, Detroit, as editor 
of “The Dotted Line.” 


DAVID H. COLCORD, Inc. 

222 West Adams Sireet, Chicago 

Mr. Colcord was for several years editorial director of 
the Dartnell Service for Sales Executives. He has had a 
wide background of sales and advertising experience. 


JESSE GOROV, Inc. 

666 Lake Shore Drive, Chicago 

This agency does principally direct mail advertising, with 
some trade paper advertising, for furniture manufacturers. 
Now doing special work for Hoosier Manufacturing Co., 
McDougall Company, Federal Furniture Factories, etc. 


RUSSELL T. GRAY, Inc. 

130 North Wells Street, Chicago 

This is one of the leading industrial agencies in the 
country. It is an organizaticn of engineers and men 
with broad industrial sales experience, and serves about 
forty accounts in the industrial field exclusively. For 
that reason it has not applied for recognition to publisher 
associations. 


Advertising Counsellors and Speczialists 


HUSBAND & THOMAS COMPANY, Inc. 
67 West 44th Street, Chicago 

This is a continuation of the old Husband & Thomas 
Agency which was formerly operated in Chicago. In 
1923 the stock in the old company was sold to others and 
the principals made connections with other agencies. In 
1927 the new agency was formed. Among other accounts 


they serve are Consolidated Coal Company, Arco Vacuum . 


Corporation, etc. 


MADISON ADVERTISING SERVICE 
347 Fifth Avenue, New York, N. Y. 


E. V. Madison, principal. This agency acts as advertising 
manager for its clients, which are restricted to advertisers 
in the industrial, institutional, class and trade fields. Most 
of the clients served spend a moderate amount for adver- 
tising, ranging from $5,000 to $30,000. Serves about 
eight clients. 


ROBERT E. RAMSAY ORGANIZATION, Inc. 
19 West Forty-fourth Street, New York, N. Y. 


Organized to render sales promotional service to a group 
of important advertisers. Mr. Ramsay is well known in 
direct advertising circles, and has written a book on this 
subject. This agency is not connected with any printing 
establishment and is not a placing advertising agency. 


EDWARD H. SCHULZE ORGANIZATION 

285 Madison Avenue, New York, N. Y. 

This organization specializes on planning and preparing 
advertising and selling campaigns in which letters are used. 
Mr. Schulze has had a very wide experience in writing 
successful sales letters. He has published a book on the 
subject. 


TOMOWSKE ADVERTISING AGENCY 

609 Empire State Building, Spokane, Wash. 

A personal service agency with an excellent record in the 
Pacific Northwest. Mr. Tomowske has had some twenty- 
five years’ advertising experience. Among the accounts 
serviced by this agency are Tru-Blu Biscuit Co., Hazle- 
wood Company, Spokane Review Chronicle, etc. 


WESLEY ASSOCIATES 

225 West Thirty-fourth Street, New York, N. Y. 

This agency started in business September 6, 1927, and 
has shown remarkable progress. The agency is particularly 
well qualified to serve advertisers in the textile and dry 
goods field, as all the principals were formerly with the 
Dry Goods Economist. 


For Those Who Prefer a 
Personal Service Agency 


HE Madison Advertising Service, founded 
in 1920, is a personal service agency to 
serve advertisers within a few hours’ distance 


ably, by a more cumbersome organization. It 
has no standard plan, 
advertising but creates the campaign to fit the 


interfere seriously with a smooth ser-\} 
vice to other clients. 


The Madison Advertising Service is 
more likely to interest the advertiser 
who is marketing in specialized sales 
fields or centralized trade areas . . 
who knows his own markets and 
makes his own sales plans so does not 
‘desire trade investigation or personal field 
system or style of work . . . whose advertising expenditure is 
between $5,000 and $30,000 annually .. . and 


of New York. 


The service rendered includes counsel .. . 
preparation of space and mail and dealer’s 
literature . .. necessary production and placing 

. relieving the advertiser of detail work 
. and maintaining a satisfactory standard 
in his public voice. 


Operation 


Account solicitors or contact men are not 
employed, detail duties for campaigns are 
transacted by mail, messenger or 
telephone, and many other individu- 
alities of operation tend toward 
economy. As a result the service it 
gives the modest advertiser cannot 
be measured on a comparative basis 
with that which can be given, profit- 


product and its market. 

It believes in rendering a quasi-professional 
service and has a good record for continuous 
relations with clients. It operates an art de- 
partment for illustrating its client’s campaigns. 


Clientele 


Among its present clients are advertisers of 
Rubber Goods, Fruits, Power Ice Cream Freez- 
ers, Drug Sundries, Industrial Oil Burners, 


_ Gymnasium Apparatus, Dairy Products, Magne- 


site Floorings, Hospital Supplies, Automobile 
Pumps, Foods, Metal Food Service Equipment, 
Display Units, Jewelry, etc. Among its clientele 
are seven firms served continuously since 1920, 
its first year. 

Competing accounts are not accepted, nor is 
a new account taken if its requirements will 
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who is sufficiently ad-ucated to realize that on 
small appropriations, fractional space and low 
priced media, commissions alone cannot con- 
stitute sufficient compensation for conscientious, 
careful service . . . and therefore a moderate 
equalizing service fee is a just charge. 


Inquiries are invited from Sales Managers 
or Principals . . . and their answer will 
be free from all “high-pressure” taint. 


nee names now 
——— 


MADISON 


ADVERTISING SERVICE 


347 FIFTH AVE. NEW YORK CITY 
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Advertising to Industry 


Industrial Advertising Exclusively 


Our efforts are devoted exclusively to the advertising of products 
or services sold to industry. During the past ten years we have 
consistently confined our work to this specialized branch of 
advertising. 


Both Large and Small 


Our organization is large enough to attract competent specialists 
in industrial advertising, large enough to offer ample facilities for 
prompt, careful execution of all forms of advertising work. It is 
small enough to insure intimate contact with our clients’ organiza- 
tions; small enough to promote the close cooperation so necessary 
in conducting a satisfactory advertising service. 


Personal Service is Supplemented 
by Adequate Facilities 


Your advertising here will have the direct attention of one of the 
responsible heads of this business. Creative work is not dele- 
gated to the office staff. We believe that plain hard work by an 
experienced specialist is the only formula for satisfactory results. 
But the principals in the company are not burdened with unneces- 
sary detail. A staff of 25 offers adequate facilities for carrying 
their plans into action. 


Engineering Training Plus 
Advertising Experience 


Every man in this organization who develops plans or writes copy 


‘ is an engineer with technical training or a broad experience in 


advertising or sales promotional work in the industrial field. For 
this reason Russell T. Gray, Inc., offers to manufacturers that 
rare combination of engineering experience plus the ability to 
plan and write sound, convincing advertising. 


Complete Service Means the “Odd Jobs” 
as Well as the Big Campaigns 


In most advertising plans there will appear a number of detailed 
jobs, important but sometimes overlooked just because they are 
details. We have ample facilities for producing any form of 
advertising effort which is desirable as a part of a well-rounded 
campaign. Contrary to the usual impression that an agency is 
most interested in space, we are most interested in a complete 
job which is carefully related to the entire sales promotional 
efforts of our client. We have some clients for whom we do 
nothing but direct mail work because that is the type of adver- 
tising best suited to their particular requirements. 


Art Department 


Our staff is directed by an artist who has specialized in industrial 
advertising and who understands the mechanical details of 
industrial products. An understanding of industrial methods 


means not only more suitable work but a considerable saving in 
time and expense. 


Printing Service 


Painstaking care, backed by wide experience in typographical 
design, frequently means cutting the corners on printing costs as 
Well as improving the appearance of the finished work. Direct 
mail and other printing receive the careful attention here which in- 
sures that our clients’ messages go out in the most attractive form. 


Lists and Mailing Service 


We handle the entire mailing lists of several of our clients, 
making corrections in the lists, addressing direct mail matter 
from these lists and handling all other necessary features of 
getting direct mail from the printer to the post-office. Besides 
centering the responsibility for an entire direct mail program, 
these facilities also permit us to do this work at very moderate 
costs. 


Advertising Based Upon 
Dependable Information 


Plans and copy which we produce for our clients are based upon 
an intimate knowledge of the present conditions of industrial 
markets, supplemented by specific investigation, wherever neces- 
sary. We have adequate facilities for securing information on 
products, markets and specific conditions governing the sale of 
products or services to industry. 


We Do Not “Carry” Our Clients’ 
Advertising Expenditures 


We act as the agent for our clients in the purchase of anything 
necessary in the conduct of their advertising but we do not 
assume financial responsibility; neither do we pay any clients’ 
bills. Expenditures are checked and approved by us, but payment 
is made directly by our clients. This method avoids the obvious 
disadvantages of payments through the hands of a third person. 
We will be glad to explain in detail the advantages to our clients 
which result from this method of handling and to demonstrate 
our financial stability. 


Mr. Lynn Ellis, counsel in advertising relations, organization and 
management, says that our working arrangement as outlined 
above is by far the best for the handling of industrial accounts 
that he has seen. 


Our Charges Are Based Upon 
Services— Nothing Else 


The charges which we make for our service are based entirely 
upon what we do, not upon commissions or discounts upon the 
purchases which we make for our clients’ accounts. A definite 
percentage charge on all forms of advertising removes any 
suggestion of influence in our recommendations. This method of 
charging for our service was established over ten years ago and 
its soundness has been amply demonstrated. 


10 Years of Growth 


Russell T. Gray, Inc., is now over ten years old and during this 
time growth has been uniform and continuous. The soundness 
of our methods and the policies which govern the conduct of this 
business have been amply demonstrated during this time. The 
last report of the A. B. P. gives us seventh place in the list of all 
agencies as rated by the amount of space used during 1926 in 
A. B. P. publications. 


This outline briefly describes the kind: of advertising agency 
service now being used by 35 well known industrial concerns. If 
this is the kind of agency service which you have been looking 
for and have been unable to find eisewhere, we’ll be glad to 
describe further what we will be able to do for you. There is no 
obligation, of course, in such a discussion. Or, if you prefer, ask 
for our little book, “the advertising engineer.” 


RUSSELL T. GRAY, Inc. 


INDUSTRIAL ADVERTISING 
People’s Life Building, Chicago 


Telephones 


. 


Central 7750 


Sales Counsellors 


BARRINGTON ASSOCIATES, INCORPORATED 
One Park Avenue, New York, N. Y. 


R. H. Dick, president; F. B. CUTTER, vice president; S. M. 
KNAPP, vice president; E. V. ANDERSON, secretary and 
treasurer. Two years as sales counselors. Have served 
clients representing widely diversified and numerous types 
of business. Mr. Dick was for many years president and 
general manager of The Safe Cabinet Company, now part 
of Remington-Rand Business Service Corporation. Have 
a competent staff, which develops sales plans based on 
= own research and supervises the operation of the 
plans. 


BIGELOW, KENT, WILLARD & CO. 
Park Square Building, Boston, Mass. 


CARLE M. BIGELOW, president; C. E. KNOEPPEL, director. 
This is a firm of consulting engineers and accountants 
who have a division which concentrates on sales and mer- 
chandising problems. Have served many nationally known 
companies with their staff of forty people. Their list of 
clients includes many large nationally-known companies. 


MARQUIS REGAN, INCORPORATED 
270 Madison Avenue, New York, N. Y. 


MARQUIS REGAN, president and treasurer; H. T. MCGILL, 
vice president; REx REGAN, secretary. A group of men 
having wide marketing experience; able to demonstrate in 
the field with actual orders how distribution and selling 
can be improved. The company not merely uses its ex- 
perience and judgment in counsel work for various lead- 
ing manufacturers in America and Europe, but actually 
works out sales problems in the field and carries complete 
or partial sales reorganizations to a successful conclusion. 
Their services are strictly confidential and are utilized 
by leading agencies in connection with clients’ plans, as 
a as by manufacturers. Operation is entirely on a fee 
asis. 


STEVENSON, HARRISON & JORDAN 
111 W. Washington St., Chicago, Ill. 
Branches: New York City, Buffalo, Cleveland 


Executive officers: CHARLES R. STEVENSON, G. CHARTER 
HARRISON, J. P. JORDAN, T. M. HARRISON, C. E. MURRAY. 
Management engineers who do a great deal of sales coun- 
sel work. Do not specialize in any particular business but 
are especially familiar with the glass bottle industry. The 
firm is a consolidation of three management engineering 
concerns, senior members having 20 years’ experience. 


JOHN SULLIVAN 
551 Fifth Ave., New York, N. Y. 


In the fourteen years that Mr. Sullivan has been doing 
sales counseling, he has been consulted on marketing ques- 
tions by executives, sales managers and advertising man- 
agers of about 500 large companies in about 25 different 
industries. 


R. E. SWETLAND 
Box 2667, Denver, Colorado 


Has been doing advertising work and sales counseling 
since 1905; sales counsel exclusively for the last three 
years. Specializes in life insurance, banking, building and 
loan, oil, and the automotive industry. 


GEORGE L. WILLMAN 
1427 Lytton Bldg., Chicago, III. 


Mr. Willman specializes in problems of sales organization, 
establishing salesmen’s quotas, analyzing territory possi- 
bilities for new business, etc. He has had a wide expe- 
rience as a sales manager and an advertising manager 
for some of the largest concerns in the United States. He 
has also had experience as an advertising agency execu- 
tive. 


Industrial Surveys 


EDWIN G. BOOZ SURVEYS 
14 E. Jackson Bldg., Chicago, IIl. 


EDWIN G. Booz, director; SAMUEL P. NEWTON, assistant 
director; THos. A. HARWooD, assistant director. Fifteen 
years of research work, making business surveys. Some 
of their clients are: United States Gypsum Co.; Chicago : 
Daily News; Harris Trust & Savings Bank; Goodyear 
Tire & Rubber Co.; First National Bank of Chicago; 
Union Trust Company; Henry C. Lytton & Sons; Western 
Central Assn. of Stove Manufacturers. 


THE R. 0. EASTMAN COMPANY 
7016 Euclid Ave., Cleveland, O. 


An organization devoted to the development of effective 
selling plans and methods based on competent study of 
the business and its markets. Their work is mostly con- 
fined to national advertisers and publishers. 


A. C. NIELSEN COMPANY 

4450 Ravenswood Avenue, Chicago, III. 

This company specializes in investigating the manufactur- 
er’s product in actual use, getting unbiased written opin- 
ions from the company using the product. 


—_ 


Analysis = 


(1) We call this an advertising agency because 
there seems to be no other short phrase which would be 
more adequately descriptive. 

(2) Primarily, ours is a professional service. Until 
we analyze the conditions of a business, we do not know 
whether or not it should be advertised — or how. 

(3) After analysis comes plan—a plan for the ac- 
complishment of a definite objective in sales. 

(4) Copy is the business story, written to fit the 
conditions revealed by analysis— addressed to the people 
who can, if they choose, insure the reaching of the sales 
objective. Copy is not necessarily smart words and pretty 
pictures. It is salesmanship in print, or it is nothing. 

(5) To accomplish its purpose, the copy must be 
circulated. People must be given the opportunity to read 
it. Circulation may be given in publication space, by direct 
mail, by outdoor display, by radio, by sky-writing — we 


Plans ~ Copy 


have no bias and play no favorites. We seek the greatest 
circulation, among the right people, at the least possible 
cost. 

(6) Experience? Goodness gracious, what a lot of it! 
—dating back 35 years,-not only in advertising but in 
actual financing, manufacturing and selling, in businesses 
of our own. Latterly, for several years, we have learned 
many things, through association with printers in fifty 
cities, for whose clients we supply analyses, plans and 
copy. Some of these are national advertisers — some are 
retailers. Many are not advertisers at all —they are manu- 
facturers, jobbers and others who use printed salesmanship 
to aid personal salesmanship — and they get results. 

We contact with actual selling in hundreds of lines, in 
hundreds of localities. We are able to check results and 
our feet never leave the ground. 

(7) We have an abiding affection for brass tacks. 


CHARLES AUSTIN BATES, Jn. 


67 WEST 44TH ST., NEW YORK 
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Just What Is Sales Engineering? 


The formula for our procedure is as right today as it was when we established 
it seven years ago. And in that time we have successfully served manufacturers and 
advertising agencies in every major merchandising field. Our organization is 
unique—the only one of its kind in America performing these services. 


But we have no preconceived ideas—this is no arm-chair job. Each client’s 
problems are met according to his particular needs, on the basis of real facts from 
the field and actual tests made in selling the goods. 


Briefly summarized, our services include: 


I. General Sales Counsel 


1. Advising executives on special 
problems that arise from month to 
month. 


2. Anticipating unsatisfactory sales 
conditions. 


3. Keeping client advised of market 
trends and competition. 


II. Developing Sales Control 


1. Through study and preparation of 
executive reports. 


2. By setting up control records. 


3. By establishing schedules of ex- 
penses and costs. 


4. By preparing sales training 
courses and manuals. 


5. Through analyzing and improving 
salesmen’s reports. 


6. By routing salesmen efficiently. 
7. Through sales conventions. 


III. Sales Planning 


1. Drawing up sales and expense 
budgets. 

2. Studying and improving price and 
discount schedules. 

3. Analyzing and laying out sales 
territories. 

4..Preparing compensation and 
bonus plans. 

5. Setting equitable quotas. 

6. Establishing sales . promotional ° 
program. 


IV. Sales Analysis 


1. Market research. 
2. Field surveys. 
3. Product analysis. 


V. Personnel Service 


1. Establishing prescription for type 
of sales-manpower. 

2. Selecting and furnishing personnel 
as needed. 


Since our relations with clients are closely confidential, we do not publish their 
names as a testimonial of our success or to demonstrate our varied experience. But 
we can easily supply to interested business executives ample proof of our ability and 


reliability. 


A more complete analysis of our service is available in booklet form. A copy 
will be mailed to any manufacturer or agency upon request. 


MARQUIS REGAN, Incorroratep 


Sales Engineers and Counsellors 
to Leading Manufacturers in America and Europe 


270 MADISON AVENUE 


oo 


NEW YORK 


6 


Geographical List of Agencies Having 


One or More Recognitions 


ALABAMA | 


BIRMINGHAM 


Cox Advertising Agency 
American Trust Bldg. 
Sparrow Adv. Agency, Inc. 

702 Farley Bldg. 


ARKANSAS 


LITTLE ROCK 


Bott Adv. Agency, 
210 Home Ins. Bldg. 

Robert H. Brooks, Adv., 
802 Boyle Bldg. 

S. M. Brooks, Adv. Agency 
Boyle Bldg. 

W. A. Joplin Adv. Agency 
919 New Donaghey Bldg. 

Burton E. Vaughan, Adv. 
1019 Home Ins. Bldg. 


CALIFORNIA 


LOS ANGELES, CAL. 


Emil Brisacher & Staff 
806 Petroleum Securities Bldg. 
(Hdatrs. San Francisco, Cal.) 
Brooke, Smith & French, Inc., 
Chamber of Commerce Bldg. 
(Hdatrs. Detroit, Mich.) 
Cahill Advertising Co. 
Harris Bldg. 
(Hdatrs. San Francisco, Cal.) 
Campbell-Ewald Co. 
661 Chamber of Commerce Bldg. 
(Hdatrs. Detroit, Mich.) 
The Cramer-Krasslet Co. 
727 West Seventh St. 
(Hdatrs. Milwaukee, Wis.) 
Dake-Johanet Adv. Agency 
407 E. Pico Street 
L. S. Gillham Co., Inc. 
1031 S. Broadway 
The Hammel-Freiberg Corp. 
548 S. Spring Street 
Frances Holmes Adv. Agency 
1129 Van Nuys Bldg. 
Honig-Cooper Co., Inc. 
407 Petroleum Securities Bidg. 
(Hdgtrs. San Francisco, Cal.) 
Wm. A. Ingoldsby Co. 
Southwest Bldg. 
The Izzard Company 
W. M. Garland Bidg. 
(Hdatrs. Seattle, Wash.) 
W. S. Kirkpatrick Adv. Service 
Petroleum Securities Bldg. 
(Hdatrs. Portland, Ore.) 
Lockwood-Shackelford Co. 
122 East 7th Street 
(Hdatrs. San Francisco, Cal.) 
Logan & Stebbins 
1031 S. Broadway 
Lerd & Thomas and Logan, Inc. 
1151 S. Broadway 
(Hdatrs. Chicago, Il.) 
The H. K. McCann Co. 
411 American Bank Bldg. 
(Hdatrs. New York, N. Y.) 
McCarty Company 
516 Transportation Bldg. 
Philip J. Meany Co. 
210 W. 7th Street 
Henry E. Millar Co. 
524 S. Spring Street 
The Dan B. Miner Co. 
Petroleum Securities Bldg. 
Edward N. Nathan Adv. Agency 
Chamber of Commerce Bldg. 
Wm. H. Rankin Company, Inc. 
Petroleum Securities Bldg. 
(Hdatrs. Chicago, Ill.) 
Ross-Loring Co., The 
425 E. Pico Street 
(Hdgatrs. Pasadena, Cal.) 
Chas. H. Sieck, Adv. 
Sixth and Broadway 
Smith & Ferris 
739 S. Hope Street 
Stutzman & Mummert 
412 W. Sixth Street 
Waters & McLeod 
1102 Detwiler Bldg. 


MODESTO 


Bradt & Pike Co. 
914 11th Street 


CALIFORNIA—(Continued) 
OAKLAND 


Brooke, Smith & French, Inc., 
Advertisers’ Bldg. 
(Hdatrs. Detroit, Mich.) 
K. L. Hamman Advertising, Inc. 
316 13th Street 
Atlee F. Hunt Co. 
464 19th St. 
Ross H. Ryder, Adv. 
1404 Franklin St. 


PASADENA 


Ross-Loring Co. 
2nd Fl. Singer Bldg. 


SAN FRANCISCO 


N. W. Ayer & Son 
215 Market Street 
(Hdatrs. Philadelphia, Pa.) 
Botsford-Constantine Co. 
420 Standard Oil Bldg. 
(Hdatrs. Portland, Ore.) 
Emil Brisacher & Staff 
810 Crocker Bldg. 
Cahill Adv. Co. 
860 Pacific Bldg. 
Campbell-Ewald Co. 
241 Monadnock Bldg. 
(Hdatrs. Detroit, Mich.) 
William Lyle Cook, Adv. 
915 Rialto Bldg. 
Dake-Johanet Adv. Agency. 
251 Kearney Street 
(Hdatrs. Los Angeles, Cal.) 


The Dake Advertising Agency, Inc. 


121 2nd Street 
D’Evelyn & Wadsworth 
Financial Center Bldg. 
Dolman Co., Inc. 
74 New Montgomery Street 
Doremus & Co. 
Hunter-Dulin Bldg. 
(Hdatrs. New York, N. Y.) 
Drury Co., Ine. 
114 Sansome Street 
Richard L. Fenton 
641 O’Farrell Street 
Albert Frank & Co., Inc. 
507 Montgomery Street 
(Hdatrs. New York, N. Y.) 
Honig-Cooper Co. 
507 Montgomery Street 
C. A. Horne Co 
2218 Russ Bldg. 
The Izzard Company 
New Call Bldg. 
(Hdatrs. Seattle, Wash.) 
Johnston-Ayres Co. 
574 Market Street 
W. S. Kirkpatrick Adv. Service 
Flood Bldg. 
(Hdatrs. Portland, Ore.) 
Leon Livingston 
625 Market Street 
Lockwood-Shackelford Co. 
55 Sutter Street. 
Lord & Thomas and Logan, Inc. 
225 Bush Street 
(Hdatrs. Chicago, IIl.) 
The Lyon Agency 
615 Underwood Bldg. 
The H. K. McCann Co. 
451 Montgomery Street 
(Hdatrs. New York, N. Y.) 
MacGibbon & Watson, Inc. 
60 Federal Street 
Mac Manus, Inc. 
1020 Phelan Bldg. 
(Hdatrs. Detroit, Mich.) 
Edward N. Nathan Adv. Agency 
Phelan Bldg. 
(Hdatrs. Los Angeles, Cal.) 
Newell-Emmett Co. 
525 Market Street 
(Hdatrs. New York City) 
George Harrison Phelps, Inc. 
1509 Hunter Dulin Bldg. 
(Hdatrs. Detroit, Mich.) 
F. J. Ross Co., Inc. 
405 Montgomery Street 
(Hdatrs. New York City) 
J. Walter Thompson Co., Inc. 
Kohl Bldg. 
(Hdatrs. New York City) 
L. H. Waldron Adv. Agency 
1085 Monadnock Bldg. 
Wank & Wank 
580 Market Street 
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CALIFORNIA—(Continued) 


SAN JOSE 


Long Adv. Service 
19 North Second Street 


STOCKTON 


Humphrey & Matthews 
Exchange Bldg. 


COLORADO 


COLORADO SPRINGS 


Hathaway Adv. Service 
213 Ferguson Bldg. 


DENVER 
Conner Adv. Agency, Inc. 
Security Bldg. 
Walter DuBree, Adv. 
725 Symes Bldg. 


The Hower Advertising Agency Co. 


1213 Security Bldg. 
The H. K. McCann Co. 
330 New Continental Bldg. 
(Hdatrs. New York, N. Y.) 
The Reardon Advertising Co. 
424 Quincy Bldg. 
Cloyd F. Wooley, Inc. 
410 Steel Bldg. 


CONNECTICUT 


BRIDGEPORT 
United Advertising Agency, Inc. 
170 Stratford Ave. 
(Hdqtrs. New York City.) 


DANBURY 


Dobbs Advertising Agency 
288 Main Street 


HARTFORD 


The Manternach Co., Inc. 
55 Allyn Street 


NEW CANAAN 


Shaw Newton 
66 South Avenue 


NEW HAVEN 


Wilson H. Lee Advertising Service 
6 Church Street 
Geo. G. Powning, Inc. 
278 Orange Street 
United Advertising Agency, Inc. 
833 State Street 
(Hdatrs. New York City.) 


NORWALK 


Globe Adv. Agency, Inc. 
17 S. Main Street, S. 


WASHINGTON 


Lewis Agency, Inc. 
Evening Star Bldg. 
Lord & Thomas and Logan, Inc. 
400 Hibbs Bldg. 
(Hdatrs. Chicago, IIl.) 
J. Albert Shaffer 
500 Evening Star Bldg. 
Smith, McCurdy, Inc. 
National Press Bldg. 
(Hdatrs. New York City.) 
R. D. Wyly, Inc. 
1420 K Street, N.W. 


FLORIDA 


JACKSONVILLE 


Dorland Agency, Inc. 
Penn. Casualty Bldg. 
(Hdatrs. New York, N. Y.) 


MIAMI 


Grace & Holliday 

141 N. E. Third Avenue 
(Hdatrs. Detroit, Mich.) 

Loomis, Bovis & Hall, Inc. 


lst Trust & Savings Bank Bldg. 


ST. PETERSBURG 


Lesan-Carr Adv. Agency 
Times Bldg. 
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GEORGIA 


ATLANTA 
Acme Advertising Agency 
125-29 Luckie Street 
Eastman, Scott & Co. 
1106 Wynne-Claughten Bldg. 
Freitag Adv. Agency 
Bona Allen Bldg. 
Gottschaldt-Humphrey, Inc. 
303 Palmer Bldg. 
James A. Greene & Co. 
Glenn Bldg. 
Harvey Adv. Agency 
711 Walton Bldg. 
Dillard Jacobs Agency 
1722 Candler Bldg. 
Johnson-Dallis Co., Inc. 
316 Glenn Bldg. 
Lewis & Coffee Adv. Agency 
Citizens & Southern Bank Bldg. 
Massengale Advertising Agency 
Lullwater Bldg. 
Calvin Stanford Adv. Agency 
Connally Bldg. 
Edwin Bird Wilson, Inc. 
Citizens & South Bank Bldg. 
(Hdatrs. New York City) 


ILLINOIS 


CHICAGO 


Advertisers’ Individual Service 
9 South Clinton St. 
Advertising Producers Associated 
332 S. La Salle Street 
Alexander Adv. Agency, Inc. 
327 S. La Salle Street 
Ankrum Adv. Agency 
20 W. Jackson Blvd. 
Oren Arbogust 
30 N. Michigan Avenue 
Harry Atkinson, Inc. 
410 N. Michigan Avenue 
Aubrey & Moore, Ine. 
Wrigley Bldg. 
Auspitz-Lee-Harvey, Adv. 
360 N. Michigan Avenue 
N. W. Ayer & Son 
164 W. Jackson Blvd. 
(Hdatrs. Philadelphia, Pa.) 
Barritt & Company 
7 S. Dearborn Street 
George Batten Corporation 
McCormick Bldg. 
(Hdatrs. New York, N. Y.) 
Beebe Adv. Agency 
17 North State Street 
Behel & Harvey, Inc. 
326 W. Madison St. 
Bellamy-Neff Co. 
127 N. Dearborn Street 
Austin F. Bement, Inc., 
456 Wrigley Bldg. 
(Hdatrs. Detroit, Mich.) 
Benson; Gamble, Johnson & Read 
222 W. Adams Street 
Beringer & Meyers, Inc. 
22 W. Monroe Street 
Bisberne Advertising Co. 
58 E. Washington Street 
Blackett & Sample, Inc. 
58 E. Washington Street 
Walt Bloeser & Co. 
435 N. Michigan Avenue 
Thomas M. Bowers Advertising Agency 
304 S. Wabash Avenue 
Brandt Advertising Company 
2211 Tribune Tower 
Brennan-Phelps Co. 
209 S. State Street 
C. E. Brinckerhoff 
37 W. Van Buren Street 
Brooks of Illinois 
30 N. Michigan Ave. 
= Robert H. Brooks, Little Rock, 


rk. 
Broughton Adv. Service 

827 S. La Salle Street 
The Buchen Company 

28 E. Jackson Blvd. 
Glen Buck Co. 

39 S. La Salle Street 
Burnet-Kuhn Adv. Co. 

605 N. Michigan Avenue 
Calumet Adv. Co. 

2316 Calumet Avenue 
Campbell-Ewald Co. 

369 N. Michigan Avenue 

(Hdqtrs. Detroit, Mich.) 

Capehart-Carey Corp. 

64 W. Randolph Street 

(Hdatrs. New York, N. Y.) 

The Caples Company 

225 E. Erie Street 
Nelson Chesman & Co., Ine. 

510 N. Dearborn Street 

. (Hdatrs. St. Louis, Mo.) 
hicago Union Adv. Agency 

22 Quiney St. 

- K. Cochrane Adv. Agency 

30 N. Dearborn Street 
Collins Kirk, Ine. 

750 N, Michigan Avenue 


ILLINOIS—(Continued) 
CHICAGO— (Continued) 


Commercial Art Engraving Co. 
440 S. Dearborn Street 
Frank M. Comrie 
435 N. Michigan Ave. 
The Conover-Mooney Co. 
750 N. Michigan Avenue 
Critchfield & Co. 
14 E. Jackson Blvd. 
Crosby-Chicago, Inc. 
29 Quincy Street 
Crowell, Crane, Williams & Co. 
612 N. Michigan Avenue 
Dearborn Advertising Agency 
624 S. Michigan Avenue 
Deluxe Advertising Bureau 
203 N. Wabash Avenue 
Dickinson Advertising Co. 
1049 Otis Bldg. 
Doremus & Co. 
208 S. La Salle Street 
(Hdatrs. New York, N. Y.) 
The John H. Dunham Co. 
Tribune Tower 
The George L. Dyer Co., Ine. 
83 S. Clark Street 
(Hdatrs. New York, N. Y.) 
Ehlbert Adv. Service, Inc. 
14 E. Jackson Blvd. 
Erwin, Wasey & Co., Ltd. 
844 Rush Street 
Evans Associates, Inc. 
225 North Michigan Avenue 
A. H. Fenshelt, 
549 W. Washington Street 
Ferry-Hanly Adv. Co., Ine. 
6 N. Michigan Avenue 
(Hdatrs. Kansas City, Mo.) 


Paul A. Florian, Jr., Adv. Agency 


122 S. Michigan Avenue 
Albert Frank & Co., Ine. 
134 S. La Salle Street 
(Hdatrs. New York, N. Y.) 
Charles Daniel Frey Co. 
30 N. Michigan Avenue 
Gale & Pietsch, Inc. 
1312 Tower Bldg. 
Gardner Adv. Co., Ine. 
360 N. Michigan Ave. 
(Hdatrs. St. Louis, Mo.) 
Phil Gordon Agency 
323 N. Michigan Avenue 
Grant & Wadsworth, Inc. 
230 E. Ohio Street 
(Hdatrs. New York, N. Y.) 
A. A. Gray & Co. 
133 W. Washington St. 
Green, Fulton, Cunningham Co. 
360 N. Michigan Ave. 
Guenther-Bradford & Co. 
15 E. Huron Street 


Rudolph Guenther-Russell Law, Inc. 


332 S. La Salle Street 
(Hdqtrs. New York, N. Y.) 
Gundlach Advertising Agency 
400 N. Michigan Avenue 


J. R. Hamilton Advertising Agency 


180 N. Michigan Avenue 
Walter E. Hardy, Inc. 

6 N. Michigan Ave. 
Henri, Hurst & McDonald 

58 E. Washington Street 
Carl I. Hendrikson, Adv. 

417 S. Dearborn Street 
Honig-Cooper Co., Inc. 

Tribune Tower 


(Hdatrs. San Francisco, Cal.) 


Hurja, Chase & Hooker, Ine. 
738 Hearst Square 

Duke Hutchinson 
58 E. Washington Street 


H. W. Kastor & Sons Advertising Co. 


14 E. Jackson Blvd. 
Roland J. Kay Corp. 

12 S. Michigan Avenue 
Geo. J. Kirkgasser & Co. 

306 Wrigley Bldg. 
Kirtland-Engle Co. 

646 N. Michigan Blvd. 
Kling-Gibson Co. 

310 S. Michigan Blvd. 
Lakeport Advertising Agency 

6 N. Michigan Avenue 
Reed G. Landis Co. 

26 E. Huron Street 
Morris Wisner Lee 

220 S. Michigan Avenue 


- Lesan-Carr Adv. Agency 


87 W. Jackson Blvd. 


(Hdatrs. St. Petersburg, Fla.) 


H. E. Lesan Adv. Agency, Ine. 
14 E. Jackson Blvd. 
(Hdatrs. New York, N. Y.) 
Loekwood-Shackelford Co. 
58 E. Washington Street 
-  (Hdgtrs. San Francisco, Cal.) 
The W. E. Long Co., Inc. 
155 N. Clark Street 
Lord & Thomas and Logan, Inc. 
400 N. Michigan Ave. 
Ludgin & Salinger, Inc. 
180 N. Michigan Ave. 


ELLINOIS—(Continued) 


CHICAGO— (Continued). 


William Douglas McAdams 
360 N. Michigan. Ave. 
The H. K. McCann Co. 
80 E. Jackson Blvd. 
(Hdatrs. New York, N. Y.) 
McJunkin Advertising -Co.- 
Builders Bldg. 
McQuinn & Beach, Inc. * 
30 N. Michigan Avenue 
Geo. M. Marshall Agency 
5 N. La Salle Street 
The Marx-Flarsheim Co. 
10 N. Clark Street 
(Hdatrs. Cincinnati, Ohio) 
Matteson-Fogarty-Jordan Co. 
307 N. Michigan Avenue 
Lewis H. Mertz & Sons 
1020 Wrigley Bldg. 
Mitchell-Faust Adv. Co. 
7 S. Dearborn Street 
Philip Morris Adv. Service, Ine. 
38 S. Dearborn Street 
Morris-Harris Advertising Co. 
400 N. Michigan Avenue 
Carroll Dean Murphy, Inc. 
35 E. Wacker Drive 
Natl. Chick Adv. Service 
4740 Sheridan Road 
Maurice H. Needham Co. 
360 N. Michigan Ave. 
R. B. Newell Co. 
58 E. Washington Street 
Chas. F. W. Nichols Co. 
14 E. Jackson Blvd. 
C. J. Ollendorf Co. 
Mather Tower 
The Pace Company 
14 E. Jackson Blvd. 
Irvin F. Paschall, Ine. 
1299 Adams Franklin Bldg. 
Pickus Weiss, Inc., 
307 N. Michigan Avenue 
Matthew G. Pierce 
111 W. Monroe Street 
Porter-Eastman-Byrne Co. 
22 W. Monroe Street 


Potts-Turnbull Company 


6 N. Michigan Avenue 
Prather-Allen & Heaton, Inc. 
35 E. Wacker Drive 
(Hdatrs. Cincinnati, Ohio.) 
Frank Presbrey Co., Inc. 
6 N. Michigan Avenue 
(Hdatrs. New York City.) 
The Quinlan Company 
35 E. Wacker Drive 
William H. Rankin Co., Ine. 
Tribune Tower 
Reincke-Ellis Co. 
215 N. Michigan Avenue 
Fred A. Robbins, Inc. 
360 N. Michigan Ave. 
Roberts & MaeAvinche 
30 N. Dearborn Street 
Roche Advertising Co. 
310 S. Michigan Avenue 
Rogers-Gano Adv. Agency Ine. of Illinois 
417 S. Dearborn Street 
Rogers & Smith 
326 W. Madison Street 
Irwin L. Rosenberg Co. 
400 N. Michigan Blvd. 
Ross-Gould Co, 
175 W. Jackson Blvd. 
(Hdatrs. St.. Louis, Mo.) 
Ruthrauff & Ryan, Inc. 
225 N. Michigan Avenue 
(Hdatrs. New York City.) 
E. T. Sadler Co. 
Tribune Tower 
R. E. Sandmeyer & Co. 
153 N. Michigan Avenue 
J. E. Schenker & Co. 
5 N. La Salle Street 
Sehl Advertising Agency 
360 N. Michigan Avenue 
Shields & Vanden, Inc. 

1622 Harris Trust Bldg. 
Floyd Short & Partners, Inc. 
307 N. Michigan Avenue 

The Shuman-Haws Advertising Co. 
820 Tower Court 
Simmonds & Simmonds, Inc. 
422 S. Dearborn Street 
Chas. M. Sloan, Adv. 
332 S. Michigan Avenue 
Stack-Goble Advertising Agency 
Heyworth Bldg. 
The F. R. Steel Co. 
201 E. Ontario Street 
Jewell F. Stevens Co. 
19 S. La Salle Street 
Stewart-Davis Advertising Agency 
400 N. Michigan Avenue 
J. L. Sugden Advertising Co. 
32 W. Washington Street 
J. Walter Thompson Co., Inc. 
410 N. Michigan Avenue 
(Hdatrs. New York City) 
Charles H. Touzalin Agency 
7 S. Dearborn Street 


202 


SALES MANAGEMENT 


Marcu 31, 1928 


ILLINOIS—(Continued) 
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Transom Agency, Inc. 

637 N. Michigan Avenue 
Turner-Wagener " 

400 N. Michigan Avenue 
Van Allen Company 

307 N. Michigan Avenue 
Vanderhoff & Co. 

167 E. Ontario Street 
Wade Advertising Agency 

208 W. Washington Street 
The Mason Warner Co. 

860 N. Michigan Avenue 
Watson Adv. Agency 

122 S. Michigan Bivd. 
Frank B. White Co. 

83 S. Clark Street 
Williams & Cunnyngham, Inc. 

6 N. Michigan Avenue 
Edwin Bird Wilson, Inc. 

208 S. La Salle Street 

(Hdatrs. New York City.) 


PEORIA 
Harry Clatfelter 
1220 Jefferson Bldg. 
Mace Advertising Agency 
509 Lehman Bldg. 
Schimpff-Miller Co. 
407 Peoria Life Bldg. 


ROCKFORD 
Western Adv. Ageny, Inc. 
800 Mfrs. Bk. B'dg. 
(Hdatrs. Racine, Wis.) 


ROCK ISLAND 


Ferry-Hanly Adv. Co., Inc. 
402 Central Trust Bldg. 
(Hdgtrs. Kansas City, Mo.) 


INDIANA 


FORT WAYNE 


Bonsib, Inc. 
701 First National Bank Bldg. 
Ross Advertising Co. 
501 Standard Bldg. 
The Stalker-Ewell Co. 
262 Central Bldg. 
(Hdatrs. Toledo Ohio.) 


INDIANAPOLIS 


Caldwell-Baker Co., Inc. 
1305 Merchants’ Bank Bldg. 
Frank S. Chance Adv. Agency 
802 Kahn Bldg. 
The Field Adv. Service 
503 Lumber Ins. Bldg. 
D. A. C. Hennessy Co. 
910 Illinois Bldg. 
The Homer McKee Co., Inc. 
Chamber of Commerce Bldg. 
Millis Advertising Co., Inc. 
Peoples Bank Bldg. 
Sando Adv. Company 
960 N. Meridian St. 
Russel M. Seeds Co. 
851 Consolidated Bldg. 
Sidener-Van Riper & Keeling, Ince. 
1206 Merchants’ Bank Bldg. 


KOKOMO 


Lynch & Wilson, Inc. 
416 Citizens Bank Bidg. 


LIGONIER 


Rose-Martin, Ine. 
Mier State Bank Bldg. 
(Hdatrs. New York City.) 


MUNCIE 


Sterling Adv. Agency 
700 S. Council Street 


SOUTH BEND 
De Leury-Reeder 
710 J. M. Studebaker Bldg. 
Lamport-MacDonald Co. 
525 J. M. S. Bldg. 


IOWA 
CEDAR RAPIDS 


Ambro Company 
1120 Merchants Natl. Bank Bldg. 


DAVENPORT 
Fred A. Hinrichsen 
Putnam Bldg. 
L. W. Ramsey Company 
430 Union Bank Bldg. 
Shuman-Haws Advertising Co. 
501 Security Bldg. 
(Hdqtrs. Chicago, Il.) 


DES MOINES 


Coolidge Advertising Co. 
310 Ins. Exchange Bldg. 


IOW A—(Continued) 


DES MOINES— (Continued) 


Fairall & Company 
1010 Commonwealth Bldg. 
Lessing Advertising Co. 
225 Fifth Street 
Mitchell Adver. Agency, Inc. 
Crocker Bldg. : 
(Hdatrs. Minneapolis, Minn.) 
K. E. Shepard, Adv. 
Hubbell Bldg. 
N. A. Winter Adv. Agency 
1201 Register & Tribune Bldg. 


WATERLOO 


Weston-Barnett, Inc. 
Arts and Crafts Bldg. 


KANSAS 
WICHITA 


E. W. Kolthoff & Co. 
McCormick-Armstrong Bldg. 


KENTUCKY 


LOUISVILLE 


Thomas E. Basham Co. 
Our Home Life Bldg. 

Bryan, Koeltz & Marshall 
844 E. Jefferson Street 

Chambers Agency, Inc. 
1233 Starks Bldg. 

(Hdatrs. New Orleans, La.) 

Elmer H. Doe Adv. Agency 
315 Keller Bldg. 

Margon-Robinson Co. 
Lincoln Bldg. 

C. N. Mullican Co. 
56 U. S. Trust Bldg. 


LOUISIANA 


NEW ORLEANS 


Bauerlein, Ine. 
1027 Hibernia Bank Bldg. 
The Chambers Agency, Inc. 
339 Carondelet Street 
Fitzgerald Adv. Agency, Ince. 
Southern Bldg. 
Reese Advertising Agency, Inc. 
1042 New Canal Bank Bldg. 


SHREVEPORT 


Bryan & Bryan Adv. 
304 Giddens Lane Bldg. 


MAINE 
LEWISTON 
Ray Mills Advertising Agency 
Journal Bldg. 


MARYLAND 
BALTIMORE 


Cecil, Warwick & Cecil, Inc. 

Drovers & Mechanics Bank Bldg. 

(Hdatrs. New York, N. Y.) 

J. M. Daiger & Co., Ine. 

1201 St. Paul Street 
The Dreschler-Peard Co. 

1016 Munsey Bldg. 
Green and Van Sant Co. 

401 Citizens Natl. Bank Bldg. 
E. Lyell Gunts, Ine. 

1907 Citizens Natl. Bank Bldg. 
Joseph Katz Co. 

16 E. Mt. Vernon Place 
Moses Adv. Service 

Munsey Bldg. 
L. A. Sandiass, - 

217 W. Saratoga Street 
J. Irvin Strain, Ine. 

Eutaw and Biddle Streets 
Frank D. Webb Adv. Co. 

4 N. Howard Street 


TOWSON 
G. W. Brogan, Ine. 


MASSACHUSETTS 
BOSTON 


Otis H. Adams Co. 
10 Milk Street 
N. W. Ayer & Son 
30 State Street 
(Hdqtrs. Philadelphia, Pa.) 
J. W. Barber Adv. Agency 
80 Boylston Street 
Barrows, Richardson & Alley 
77 Franklin Street 
(Hdatrs. New York, N. Y.) 
Barton, Durstine & Osborne, Inc. 
80 Newbury Street 
(Hdatrs. New York, N. Y.) 


MASSACHUSETTS—(Continued) 


BOSTON— (Continued) 


George Batten Co., Ine. 
10 State Street 
(Hdatrs. New York, N. Y.) 
A. T. Bond 
20 Central Street 
Boston News Bureau Co., Inc. 
80 Kilby Street 
Brenninger, A. W., & Co., Ince. 
80 Federal Street 
The Callaway Associates, Inc. 
210 Lincoln Street 
Capehart-Carey Corp. 
120 Boylston Street 
(Hdatrs. New York, N. Y.) 
Chambers & Wiswell, Inc. 
260 Tremont Street 
Cleaveland A. Chandler & Co. 
35 Congress Street 
Wendell P. Colton Company 
80 Federal Street 
(Hdatrs. New York, N. Y.) 
S. A. Conover Co., Ine. 
99 Chauncey Street 
Cotter Adv. Agency 
52 Chauncey Street 
John A. Davis Adv. Agency 
80 Boylston Street 
Doremus & Co. 
30 Kilby Street 
(Hdatrs. New York, N. Y.) 
A. W. Ellis Co. 
40 Central Street 
Endicott-Smith Co., Inc. 
141 Milk Street 
Albert Frank & Co., Ine. 
11 Avery Street 
(Hdqtrs. New York, N. Y.) 
Harry M. Frost Co., Ine. 
260 Tremont Street 
Glaser & Marks, Ine. 
230 Boylston Street 
The Goulston Co., Ine. 
18 Tremont Street 
Greenleaf Co. 
80 Federal Street 
H. S. Howland Advertising Agency 
216 High 
(Hdatrs. New York, N. Y.) 
Charles W. Hoyt Co., Ine. 
Little Bldg. 
(Hdaqtrs. New York, N. Y.) 
H. B. Humphrey Co. 
581 Boylston Street 
Hunt-Luce Agency, Inc. 
260 Tremont Street 
Kenyon Co., Inc. 
260 Tremont Street 
Edward D. Kollock 
201 Devonshire Street 
Lavin & Co., Ine. 
700 Statler Bldg. 
Livermore & Knight Co. 
404 Park Square Bldg. 
(Hdatrs. Providence, R. I.) 
Eugene M. McSweeney Co. 
100 Milk Street 
John J. Morgan Adv. Agency, Inc. 
31 St. James Avenue 
New England Adv. Co. 
18 Tremont Street 
O’Connell-Ingalls Advertising Agency 
100 Boylston Street 
John W. Odlin Company, Inc. 
1014 Metropolitan Bldg. 
(Hdatrs. Worcester, Mass.) 
P. F. O’Keefe Advertising Agency 
45 Bromfield Street 
O’Malley Adv. & Selling Co. 
244 Washington Street 
Daniel E. Paris 
80 Boylston Street 
Picard, Bradner & Brown, Inc. 
Statier Bldg. 
(Hdqtrs. New York City) 
John W. Queen, Adv. Merchant 
5 Park Square 
Porter Sargent 
11 Beacon Street 
Seott’s Agency 
43 Tremont Street 
Franklin P. Shumway Co. 
453 Washington Street 
C. Brewer Smith Advertising Agency 
27 School Street 
Barrett Smith Company 
80 Federal Street 
Walter B. Snow & Staff, Inc. 
Statler Bldg. 
The Spafford Co., Inc. 
10 Arlington Street 
The Hermon W. Stevens Agency 
244 Washington Street 
Street & Finney, Inc. 
185 Devonshire Street 
(Hdatrs. New York City) 
J. Walter Thompson Co., Inc. 
80 Boylston Street 
(Hdatrs.. New York City) 
Walton Adv. & Printing Co. 
88 Broad Street 
Wells Advertising Agency, Inc. 
80 Boylston Street 
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MASSACHUSETTS—(Continued) 


BOSTON— (Continued) 
James T. Wetherald Adv. Agency 
110 Newbury Street 
Winsten & Sullivan, Inc. 
216 Tremont Street 
(Hdatrs. New York City) 
Wolcott & Holcomb, Inc. 
Chamber of Commerce Bldg. 
Wood, Putnam & Wood Co. 
178 Tremont Street 


CAMBRIDGE 


Daniel Starch & Staff 
1374 Massachusetts Avenue 


LYNN 
Harry M. Frost Co., Ine. 
90 Exchange Street 
(Hdatrs. Boston, Mass.) 


SPRINGFIELD 
J. D. Bates Advertising Agency 
1653 Main Street 
Charles W. Hoyt Co., Ine. 
8rd National Bank Bldg. 
(Hdaqtrs. New York, N. Y.) 
E. H. Marsh Adv. Agency 
421 Besse Bldg. 
Wm. B. Remington 
21 Besse Place 


WORCESTER 


John W. Odlin Co., Ine. 
44 Portland Street 


MICHIGAN 
DETROIT 


Austin F. Bement, Inc. 

General Motors Bldg. 
Brooks, Smith & French, Inc. 

206 Eliot Street 
Campbell-Ewald Co. 

General Motors Bldg. 
The Chambers Agency, Inc. 

1243 Penobscot Bldg. 

(Hdatrs. New Orleans, La ) 

Fecheimer, Frank & Spedden, Ine. 

415 Brainard Street 
Gotham Adv. Co. 

504 Free Press Bldg. 

(Hdqtrs. New York, N. Y.) 

P. T. Gould Adv. Agency 

588 W. Congress Street 
Grace & Holliday 

762 Penobscot Bldg. 
Grenell Advertising Agency 

912 Michigan Theatre Bldg. 
Holden, Peters & Clark 

2457 Woodward Avenue 
Holmes, Inc. 

155 W. Congress Street 
Robert June 

2208 West Grand Boulevard 
McKinney, Marsh & Cushing, Inc. 

6 East Hancock Avenue 
McManus-O’Regan Agency 

227 Broadway, Market Bldg. 
Mac Manus, Ine. 

82 Hancock Avenue, E. 
Milton Alexander Co. 

Milton Alexander Co. Bldg. 
George Harrison Phelps, Inc. 

2775 E. Jefferson Avenue 
Pratt-Moore Advertising Co. 

1926 Ford Bldg. 
Fred M. Randall Co. 

1047 Book Bldg. 
George M. Savage Advertising Agency 

155 Stimson Avenue 
Taylor-Eby, Ine. 

General Motors Bldg. 
Whipple & Black, Inc. 

_2010 Washington Blvd. Bldg. 
C. C. Winningham, Ine. 

General Motors Bldg. 
Zimmer-Keller, Inc. 

New Detroit Life Ins. Bldg. 


GRAND RAPIDS 
Paul J. Bailey 
307 Murray Bldg. 
Ben Dean 
941 Michigan Trust Bldg. 
Allen G. Miller Co. 
313 Murray Bldg. 
S. Hugh Paine Adv. Service 
210 Federal Square Bldg. 
Walter J. Peterson Co. 
15 Ionia Street, N. 
uman-Haws Advertising Co. 
Lyon and Ottawa Streets 
(Hdatrs. Chicago, II.) 
The H. & J. Stevens Co. 
405-6-7 Murray Bldg. 
White Advertising Agency 
136 Division Avenue, North 
John L. Wierengo & Staff, Inc. 
Building & Loan Bldg. 


MICHIGAN—(Continued) 


LANSING 


The Buchen Company 
709 Prudden Bldg. 
(Hdqtrs. Chicago, Il.) 


MINNESOTA 
DULUTH 


Mattocks-McDonald Co., 
S. 5th Ave. W. and Commerce St. 


MINNEAPOLIS 


Amesbury Adv. Agency, Inc. 
718 Phoenix Bldg. 
Critchfield & Co., 
529 Palace Bldg. 
(Hdaqrs. Chicago, IIl.) 
Dollenmayer Advertising Agency, Inc. 
519 Metropolitan Life Bldg. 
Harrison-Guthrie Agency, 
1834 1st National Soo Line Bldg. 
Herr Advertising Agency 
6th Floor, Baker Bldg. 
Jordan Advertising Service, Inc., 
831 2nd Ave., So. 
Kraff Advertising Agency 
Marquette Bldg. 
Addison Lewis & Associates 
1004 Marquette Ave. 
Mac Martin Advertising Agency, Ine. 
322 Security Bldg. 
Mitchell Advertising Agency, Inc. 
1018 Nicollet Ave. 
Rooney-Soderlund-Rooney 
802 National Bldg. 


ST. PAUL 


Corning, Incorporated 
89 East 4th St. 
The David Co. 
1122 Merchants Bank Bldg. 
Frizzell Advertising Agency 
709 Guardian Life Bldg. 
Greve Advertising Agency, Inc. 
603 Builders Exchange 
Northwestern Advertising Agency 
23 E. 6th St. 
Reeves Knox Advertising Agency 
Capital Bank Bldg. 


MISSISSIPPI 
HANDSBORO 


Joseph E. Baer, Inc. 
(Hdatrs. New York, N. Y.) 


MISSOURI 


KANSAS CITY 


Baxter-Davis Advertising Co. 
1502 Commercial Trust Bldg. 
F. A. Durrant Advertising Co., Inc. 
4800 E. 12th St. 
Ferry-Hanly Advertising Co. 
1110 Grand Ave. 
W. B. Finney Advertising Co. 
Kirkwood Bldg. 
Loomis-Potts Co., 
1004 Baltimore Ave. 
McKnight-Hubbell Advertising Agency 
101 Interstate Bldg. 
Manke-Osborne 
452 Dwight Bldg. 
Mullins Advertising Agency 
508 Walsix Bldg. 
Potts-Turnbull Co., Ine. 
Gates Bldg. 
(Hdatrs. Chicago, Il.) 
Sehl Advertising Agency 
1215 West 41st St. 
(Hdatrs. Chicago, Il.) 
Allen C. Smith Advertising Co. 
Davidson Bldg. 
17th and Main Sts. 
I. B. Wasson Advertising Co. 
712 American Bank Bldg. 


ST. JOSEPH, MO. 


Guenther-Glaze Advertising Agency, Ine. 
5th Floor, Jenkins Bldg. 


ST. LOUIS 


Anfenger Advertising Agency 
4th Floor, Shell Bldg. 
Britt-Gibbs Advertising Co. 
International Life Bldg. 
Brockland & Moore, Ine. 
Federal Reserve Bank Bldg. 
Chappelow Advertising Co. 
1709 Washington Ave. 
Nelson Chesman & Co. 
1127 Pine St. 
D’Arcy Advertising Co. 
Missouri State Life Bldg. 
Fisher-Wilson Advertising Agency 
1627 Locust St. 
Gardner Advertising Co. 
1627 Locust St. 


MISSOURI—(Continued) 


ST. LOUIS— (Continued) 
Harrison-Rippey Advertising Co. 
1569 Arcade Building 
H. W. Kastor & Sons Co., Ine. 
Arcade Bldg. 
(Hdatrs. Chicago, Ill.) 
John Ring, Jr., Advertising Co. 
211 N. 7th St. 
Ross-Gould Company 
309 N. 10th St. 
Ruthrauff & Ryan, Ine. 
Arcade Bldg. 
(Hdqtrs. New York City) 
Shaffer-Brennan Advertising Co. 
Southwestern Bell Telephone Bld::. 
Simpson Advertising Service Co. 
915 Olive St. 
Yost Advertising Co. 
701 International Life Blde. 


SPRINGFIELD 


W. E. Cundiff Advertising Agency 
301 College St. 


NEBRASKA 
OMAHA 


Bloodhart-Soat Co. 
Bankers’ Reserve Life Bldg. 
Bozell & Jacobs, Inc. 
501 Electric Bldg. 
Buchanan-Thomas Advertising Co. 
412 S. 19th St. 
Darlow Advertising Co. 
410 S. 19th St. 


NEW JERSEY 


ATLANTIC CITY 
Dorland Advertising Agency 
Presston Bldg. 
(Hdatrs. New York, N. Y.; 


NEWARK 


The Goldsmith Co. 
17 Academy St. 
Joseph E. Hanson Co., Ine. 
85 Lincoln Park 
Scheck Advertising Agency, Inc 
Union Building 
Frederick N. Sommer Advertising Agency 
810 Broad St. 
United Advertising Agency, Ine. 
314 Kinney Bldg. 
(Hdatrs. New York City) 
United Service Advertising 
972 Broad St. 
Geo. Wilfred Wright Advertising Agency 
738 Broad St. 


PATERSON 


United Advertising Agency, Ine. 
44 Smith St. 
(Hdqtrs. New York City) 


PLAINFIELD 


The Stanley Day Agency 
955 Prospect Ave. 


NEW YORK 
ALBANY 


Geo. S. De Rouville Advertismg 
452 Broadway 


BINGHAMTON 


Wylie B. Jones Advertising Agency 
Capitol Theatre Bidz. 


BROOKLYN 

Borough Advertising Agency 
367 Fulton Street. 

Peck Advertising Agency, Ine. 
294 9th St. 

(Hdqtrs. New York City) 

B. R. Sherwood Advertising Agency 

367 Fulton St. 


BUFFALO 


Adams, Hildredth & Davis, Inc. 
211 Curtiss Bldg. 
(Hdatrs. North Tonawanda, N. Y.) 
Advertising Industries, Inc. 
White Building 
Barton, Durstine & Osborne, Inc. 
220 Delaware Ave. 
(Hdqtrs. New York, N. Y.) 
DeForest Porter Advertising Service, Inc. 
70 Chippewa St. 
Finley H. Green Advertising Agency 
360 Delaware 
J. Jay Fuller Advertising 
259 Delaware Ave. 
Henri, Hurst & McDonald 
374 Delaware Ave. 
(Hdatrs. Chicago, Ill.) 
Landsheft Advertising Agency 
810 Liberty Bank Bldg. 
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The Moss-Chase Co. 
425 Franklin St. 

E. P. Remington Advertising Agency, Inc. 
1280 Main Street 

Armand S. Weill Co. 
564 Ellicott Square 


ITHACA 


Agricultural Research & Advertising Service 
Trust Co. Bldg. 


NEW YORK 


A. W. Advertising 
1476 Broadway 
Acorn Agency, Inc. 
67 W. 44th Street 
Advertising Agencies Corp. 
247 Park Avenue 
Aitken-Kynett Co. 
730 Fifth Avenue 
(Hdatrs. Philadelphia, Pa.) 
Ajax Advertising Agency, Inc. 
232 Madison Avenue 
Alexander Advertising Agency 
1482 Broadway 
Allen Adv. Agency, Inc. 
440 Fourth Avenue 
Elmer L. Allen 
15 E. 26th Street 
American Sports Pub. Co., Inc. 
45 Rose Street 
Amsterdam Agency, Inc. 
680 Fifth Avenue 
J. L. Arnold Company 
1133 Broadway 
Atherton & Currier, Inc. 
420 Lexington Avenue 
N. W. Ayer & Son 
200 Fifth Avenue 
(Hdatrs. Philadelphia, Pa.) 
Joseph E. Baer, Inc. 
171 Madison Avenue 
Barton, Durstine & Osborne, Inc. 
383 Madison Avenue 
Barrews, Richardson & Alley 
420 Lexington Avenue 
G. M. Basford Company 
17 East 42nd Street 
George Batten Co., Inc. 
383 Madison Avenue 
Julian J. Behr Co., Ine. 
93 Fifth Avenue 
(Hdatrs. Cincinnati, O.) 
Bellamy-Neff Company 
345 Madison Avenue 
(Hdatrs. Chicago, Ill.) 
The Biow Company, Inc. 
9 East 40th Street 
Birch-Field & Co., Inc. 
110 West 40th Street 
The Blackman Company, Inc. 
120 West 42nd Street 
Blaker Advertising Agency 
420 Lexington Avenue 
W. L. Brann, Ine. 
270 Madison Avenue 
Bromfield & Co., Inc. 
45 West 34th Street 
Brown Advertising Agency, Inc. 
Times Bldg. 
J. C. Bull, Ine. 
101 Park Avenue 
Burnham & Fishler, Inc. 
110 East 42nd Street 
Calkins & Holden, Ine. 
247 Park Avenue 
Campbell-Ewald Co. 
292 Madison Avenue 
(Hdatrs. Detroit, Mich.) 
Capehart-Carey Corp. 
Times Bldg. 
The Caples Company 
2002 Grand Central Terminal 
(Hdatrs. Chicago, Ill.) 
Carlysle Company, Adv. 
47 West 34th Street 
Carr & Columbia, Inc. 
17 East 38th Street 
Carter Advertising Agency 
285 Madison Avenue 
Cecil, Warwick & Cecil, Inc. 
247 Park Avenue 
Chambers Agency, Inc. 
551 Fifth Avenue 
(Hdatrs. New Orleans, La.) 
The Charles Advertising Service 
23 East 26th Street 
Chatham Advertising Agency, Inc. 
3 West 29th Street 
Nelson Chesman & Co., Inc. 
130 West 42nd Street 
(Hdatrs. St. Louis, Mo.) 
Churchill-Hall, Inc. 
50 Union Square 
Cirker & Company, Ince. 
1472 Broadway 
Wendell P. Colton Co. 
165 Broadway 
Andrew Cone General Adv. Agency 
18 East “og —_ 
Corman Co., 
49 West ce Street 
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The Paul Cornell Co., Inc. 
28 West 44th Street 
Cowan, Dempsey & Dengler, Inc. 
25 West 45th Street 
Critchfield & Co. 
40 East 49th Street 
(Hdatrs. Chicago, Il.) 
Samuel C. Croot Co., Inc. 
28 West 44th Street 
Cross & La Beaume, Inc. 
250 Fifth Avenue 
John Curtiss Co., Inc. 
250 Park Avenue 
Cutajar & Provost, Inc. 
120 West 42nd Street 
Dauchy Co. 
9 Murray Street 
De Biasi Advertising Agency 
51 Chambers Street 
Henry Decker, Ltd. 
128-136 West 31st Street 
Chas. H. Denhard & Co., Inc. 
17 East 45th Street 
Wm. H. Denney Co. 
Metropolitan Tower 
Diener & Dorskind 
228 West 42nd Street 
Doremus & Co. 
44 Broad Street 
Dorland Agency, Inc. 
101 Park Avenue 
Dorrance, Sullivan & Co., Inc. 
130 West 42nd Street 
Doyle, Kitchen & McCormick 
420 Lexington Avenue 
George L. Dyer Co. 
285 Madison Avenue 
Edwards, Ewing & Jones, Inc. 
36 West 44th Street 
(Hdatrs. Philadelphia, Pa.) 
Julien Elfenbein, Inc. 
1 Madison Avenue 
A. R. Elliott, Adv. 
538 Park Place 
Empire Adv. Service 
1440 Broadway 
The Erickson Co., Inc. 
381 Fourth Avenue 
E. N. Erickson, Adv. Agency 
15 Park Row 
Erwin, Wasey & Co. 
420 Lexington Avenue 
(Hdatrs. Chicago, Ill.) 
Evans, Kip & Hackett, Inc. 
386 Fourth Avenue 
Fairfax, H. W., Adv. Agency 
World Bldg. 
Farnsworth & Brown, Ince. 
2 West 45th Street 
Richard Fechheimer, Adv. 
33 West 34th Street 
Federal Advertising Agency, Inc. 
6 East 39th Street 
Ferry-Hanly Adv. Co., Inc. 
441 Lexington Avenue 
(Hdatrs. Kansas City, Mo.) 
The Lawrence Fertig Co., Inc. 
183 Madison Avenue 


The Richard A. Foley Adv. Agency, Inc. 


247 Park Avenue 
(Hdatrs. Philadelphia, Pa.) 
The Fonda-Haupt Co. 
286 Fifth Avenue 
Foote & Morgan, Inc. 
247 Park Avenue 
Albert Frank & Co. 
14 Stone Street 
S. W. Frankel Adv. Agency 
49 West 45th Street 
Franklin Adv. Corp. 
246 Fifth Avenue 
Freystadt-Jurascheck, Inc. 
17 East 49th Street 
Friend-Wiener-Donohue Adv. Co. 
Woolworth Bldg. 
Louis H. Frohman 
105 West 40th Street 
Percival K. Frowert Co., Inc. 
250 Park Avenue 
Raymond Fuguet & Co., Inc. 
2 West 45th Street 
Gardner Adv. Co., Ince. 
1 Pershing Square 
(Hdatrs. St. Louis, Mo.) 
Gardiner-Mace Co., Inc. 
9 East 40th Street 
Gardiner & Wells Co., Inc. 
2 Park Avenue 
Harry R. Gelwicks Co., Inc. 
869 Lexington Avenue 
George H. Gibson Company 
100 Gold Street 
Goldman Adv. Service, Inc. 
1270 Broadway 
Gotham Adv. Co., Inc. 
114 Liberty Street 
M. P. Gould Co. 
450 Fourth Avenue 
Grace & Holliday 
366 Madison Avenue 
(Hdatrs. Detroit, Mich.) 
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Grant & Wadsworth, Inc. 
342 Madison Avenue 
Chas. C. Green Adv. Agency, Inc. 
450 Fourth Avenue 
Grey Advertising Service, Inc. 
128 West 31st Street 
Griffin, Johnson & Mann, Inc. 
350 Madison Avenue 
Groesbeck-Hearn, Inc. 
415 Lexington Avenue 
Rudolph Guenther-Russell Law, Ince. 
131 Cedar Street 
Lawrence C. Gumbinner, Agency 
9 East 41st Street 
Gundlach Advertising Company 
949 Broadway 
(Hdatrs. Chicago, II.) 
Stanley E. Gunnison, Ine. 
67 West 44th Street 
William Irving Hamilton 
267 Fifth Avenue 
Robert Hamilton Corp. 
207 Fourth Avenue 
Hanff-Metzger, Inc. 
Paramount Bldg. 
G. Howard Harmon, Inc. 
420 Lexington Avenue 
Harvey-Zoeller & Co. 
104 Fifth Avenue 
Edwin H. Haven 
5-7 Beekman Street 
Hawley Advertising Co., Inc. 
95 Madison Avenue 
Hazard Adv. Corp. 
7 East 42nd Street 
E. W. Hellwig Co., Inc. 
9 East 40th Street 
Hibson & Bros. 
116 Nassau Street 
Hicks Advertising Agency 
52 Vanderbilt Avenue 
Huber Hoge, Inc. 
415 Lexington Avenue 
Hommann & Tarcher, Inc. 
551 Fifth Avenue 
Honig-Cooper Co., Ine. 
842 Madison Avenue 
(Hdatrs. San Francisco, Cal.) 
E. T. Howard Co., Inc. 
420 Lexington Avenue 
H. S. Howland Adv. Agency, Inc. 
20 Broad Street 
Chas. W. Hoyt Co., Inc. 
11 East 36th Street 
Hughes & Brettell, Inc. 
461 Eighth Avenue 
W. H. H. Hull & Co. 
154 Nassau Street 
C. Ironmonger Advertising Agency 
23 East 26th Street 
Ralph H. Jones Co., 
171 Madison Avenue 
(Hdatrs. Cincinnati, O.) 
Wylie B. Jones, Inc. 
381 Fourth Avenue 
(Hdaqtrs. Binghamton, N. Y.) 
H. W. Kastor & Sons Co., Ine. 
22 West 48th Street 
(Hdqtrs. Chicago, II.) 
N. W. Keane 
95 Nassau Street 
Keech & Beck Adv. Agency 
551 Fifth Avenue 
Frank Kiernan & Co. 
41 Maiden Lane 
Lambert & Feasley, Inc. 
17 East 49th Street 
Ben Landsman 
1440 Broadway 
LaPorte & Austin, Inc. 
21 East 40th Street 
The Lay Company 
15 West 37th Street 
Leddy & Johnston 
41 Park Row 
Lennen & Mitchell, Inc. 
17 East 45th Street 
Audley K. Leon 
110 West 34th Street 
H. E. Lesan Adv. Agency, Inc. 
420 Lexington Avenue 
Lesan-Carr Adv. Agency 
440 Fourth Avenue 
(Hdatrs. St. Petersburg, Fla.) 
H. H. Levey 
1326 Broadway 
Ray D. Lillibridge, Inc. 
8 West 40th Street 
Emanuel Linder Adv. Agency 
1457 Broadway 
The Littlehale Adv. Agency 
175 Fifth Avenue 
Livermore & Knight Co. 
25 West 43rd Street 
(Hdatrs. Providence, R. I.) 


Lord & Thomas and Logan, Inc. 
247 Park Avenue 

F. J. Low Company 
15 West 44th Street 
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Lyddon & Hanford Co. 
115 East 42nd Street 
(Hdatrs. Rochester, N. Y.) 
Lyon Advertising Agency, Inc. 
270 Madison Avenue 
R. K. McCann Co. 
285 Madison Avenue 
Thomas Leighton McCready 
18 East 41st Street 
Cc. P. McDonald Co., Inc. 
250 West 57th Street 
McLain-Simpers Organization 
9 East 45th Street 
(Hdatrs. Philadelphia, Pa.) 
Robert M. McMullen Co. 
522 Fifth Avenue 
Manufacturers’ Publicity Co. 
30 Church Street 
Mac Manus, Ince. 
475 Fifth Avenue 
(Hdgqtrs. Detroit, Mich.) 
Marks Adv. Co., Inc. 
45 West 34th Street 
Marschalk & Pratt, Ine. 
369 Lexington Avenue 
The Marx-Flarsheim Co. 
565 Fifth Avenue 
(Hdqtrs. Cincinnati, Ohio) 
Mathewson & Sinclair 
45 West 45th Street 
Mears Advertising, Inc. 
250 Park Avenue 
Harold D. Menken Adv. Agency 
67 West 44th Street 
Metropolitan Adv. Co. 
111 Broadway 
Michaels & Heath, Inc. 
420 Lexington Ave. 
A. Eugene Michel & Staff 
132 West 31st Street 
Miller Advertising Service 
154 Nassau Street 
John Thomas Miller 
50 Union Square 
Modell Adv. Agency 
15 Park Row 
The Byron G. Moon Co., Ine. 
40 Worth Street 
(Hdatrs. Troy, N. Y.) 
Morris & Jones, Ine. 
General Motors Bldg. 
57th Street and Broadway 
J. P. Muller & Co. 
220 West 42nd Street 
John F. Murray Adv. Agency 
Madison Ave. and 57th St. 
Mutual Service Corp. 
140 Cedar Street 
Myers and Golden, Inc. 
420 Lexington Avenue 
Newell-Emmett Co., Inc. 
40 East 34th Street 
J. H. Newmark, Ine. 
250 West 57th St. 
New York Advertising Agency 
441 Lexington Ave. 
C. J. Oliphant Advertising Agency, Ine. 
175 5th Ave. 
Olmstead, Perrin & Leffngwell, Inc. 
250 Park Avenue 
Palmer Advertising Agency 
220 Broadway 
Paris & Peart 
369 Lexington Ave. 
Patterson-Andress Co., Inc. 
244 Madison Ave. 
Montague W. Pearsall 
20 Vesey St. 
Peck Advertising Agency, Inc. 
271 Madison Ave. 
Pedlar & Ryan, Inc. 
250 Park Ave. 
George Harrison Phelps, Inc. 
60 Broadway 
(Hdqtrs. Detroit, Mich.) 
Harry D. Phillips 
1002 Times Bldg. 
Picard, Bradner & Brown, Inc. 
420 Lexington Ave. 
Picard-Sohn, Inc., Advertising 
551 Fifth Ave. 
Platt Forbes Service, Inc. 
468 Fourth Ave. 
The Harry Porter Co., Inc. 
270 Madison Ave. 
John O. Powers Co. 
247 Park Ave. 
Pratt & Florea, Inc. 
277 Broadway 
Frank Presbrey Co. 
247 Park Ave. 
Procter & Collier Co., Inc. 
420 Lexington Ave. 
.,(Hdatrs. Cincinnati, Ohio) 
William H. Rankin Co., Inc. 
342 Madison Ave. 
(Hdqtrs. Chicago, Ill.) 
Redfield Advertising Agency, Inc. 
34 West 33rd St. 
Reimers & Osborn, Inc. 
285 Madison Ave. 
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Joseph Richards Co., Inc. 
247 Park Ave. 
Rickard & Co. 
420 Lexington Ave. 
Corneil Ridderhof 
Times Building 
The Philip Ritter Co., Inc. 
225 West 34th St. 
Robinson-Lightfoot & Co., Ine. 
1 Madison Ave. 
Irwin Jordan Rose Co., Ine. 
183 Madison Ave. 
Rose-Martin, Inc. 
226 West 47th St. 
Arthur Rosenberg Co., Inc. 
15 W. 87th St. 
F. J. Ross Company, Inc. 
119 W. 40th St. 
Ross-Gould Co. 
1457 Broadway . 
(Hdatrs. St. Louis, Mo. 
Rowland Advertising Company, Ine. 
441 Lexington Ave. 
Ruthrauff & Ryan, Inc. 
136 West 31st St. 
Sackheim & Scherman 
151 W. 40th St. 
Sacks Co., Inc. 
347 Fifth Ave. 
Scovil Bros. & Co. 
75 West St. 
Frank Seaman, Inc. 
470 Fourth Ave. 
W. W. Sharpe & Co., Ine. 
240 Broadway 
Sheridan, Shawhan & Sheridan, Inc. 
366 Madison Ave. 
Sherman & LeBair, Inc. 
183 Madison Ave. 
Alfred J. Silberstein, Inc. 
310 Fifth Ave. 
Small-Lowell, Inc. 
441 Lexington Ave. 
McCurdy Smith, Inc. 
70 Fifth Ave. 
Smith, Sturgis & Moore, Ince. 
171 Madison Ave. 
M. Spivak Advertising Agency 
421 Seventh Ave. 
Sternfield-Godley, Inc. 
9-15 Park Place 
Steuerman Service 
15 East 26th St. 
A. M. Stockman Advertising Agency 
20 Vesey St. 
Jules P. Storm & Sons, Ine. 
420 Lexington Ave. 
Street & Finney 
40 West 40th St. 
G. Lynn Sumner Co., Ine. 
285 Madison Ave. 
J. Walter Thompson Co., Ine. 
420 Lexington Ave. 
Thwing & Herbert, Inc. 
415 Lexington Ave. 
Walter E. Tisne 
310 West 88th St. 
W. I. Tracy, Ine. 
420 Lexington Ave. 
Tracy-Parry Co., Inc. 
330 Fifth Ave. 
(Hdatrs. Philadelphia, Pa.) 
George W. Tryon 
Times Bldg. 
Trades Advertising Agency 
665 Fifth Ave. 
The Tucker Agency, Inc. 
308 Fifth Ave. 
Tuthill Advertising Agency, Inc. 
1133 Broadway 
0. S. Tyson & Co., Inc. 
16 East 41st St. 
United Advertising Agency, Inc. 
339 Fifth Ave. 
United States Advertising Corp. 
250 W. 57th St. 
(Hdatrs. Toledo, Ohio) 
Harry Urdang, Advertising 
1133 Broadway 
Louis V. Urmy 
41 Park Row 
Harry Varley 
19 East 47th St. 
Volkmann Advertising Agency 
225 West 34th St. 
Vrendenburgh-Kennedy Co., Inc. 
171 Madison Ave. 
L. H. Waldron Advertising Agency 
19 W. 44th St. 
(Hdatrs. San Francisco, Calif.) 
Wales Advertising Co. 
250 Park Ave. 
Alfred Wallerstein, Inc. 
420 Madison Ave. 
Artemus Ward, Inc. 
50 Union Square 
M. Weingarten Advertising Agency 
286 Fifth Ave. 
J. L. Wertheim 
56 First Street 
Whitman Advertisers’ Service, Inc. 
67 West 44th St. 
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Wightman-Hicks, Inc. 
21 E. 40th St. 
Williams & Saylor, Inc. 
385 Madison Ave. 
Wilson & Bristol 
285 Madison Ave. 
Winsten & Sullivan, Inc. 
420 Lexington Ave. 
Edwin Bird Wilson, Inc. 
9 Hanover St. 
World Wide Advertising Corp. 
303 Fifth Ave. 
Fred D. Yates 
160 Nassau St. 
Young & Rubicam 
285 Madison Ave. 
Alfred P. Zabin Advertising Agency 
56 W. 45th St. 


NORTH TONAWANDA 
Adams, Hildredth & Davis, Inc. 


ROCHESTER 
Birch-Field & Co., Inc. 
42 Exchange St. 
(Hdatrs. New York, N. Y.) 
Harry C. Goodwin, Inc. 
70 Exchange St. 
Hart Conway Co. 
14 Franklin St. 
Hughes, Wolff & Co., Inc. 
328 Main St., E. 
Hutchins Advertising Co., Ine. 
122 Cutler Bldg. 
Lyddon & Hanford Co. 
11 James Street 


SYRACUSE 


Kaletzloi, Flack & Howard, Inc. 
527 S. Warren Street 

The Z. L. Potter Co. 
Syracuse Bldg. 


TROY 


The Byron G. Moon Co., Ine. 
Proctor Bldg. 


UTICA 


The Byron G. Moon Co., Inc. 
Union Station 
(Hdatrs. Troy, N. Y.) 
Moser & Cotins 
10 Hopper St. 
Wortman, Brown & Co. 
417 Mayro Bldg. 


YONKERS 


John W. Blake 
Procter Bldg. 


NORTH CAROLINA 


DURHAM 


Tuttle Better Advertising 
lst National Bank Bldg. 


GREENSBORO 
Charles W. Hoyt Co., Inc. 
(Hdatrs. New York, N. Y.) 


HIGH POINT 


Bennett-Williams Co. 
Washington St. 


WILMINGTON 


E. G. Stellings Co. 
Murchison Bldg. 


NORTH DAKOTA 


FARGO 


Jordan Advertising Service, Inc. 
507 Lincoln Bank Bldg. 
(Hdqtrs. Minneapolis, Minn.) 


OHIO 
AKRON 


Eddy & Clark, Inc. 
Akron Savings & Loan Bldg. 


CANTON 


Eddy & Clark, Ine. 
926 Sixth St., N. W. 
(Hdatrs. Akron, Ohio) 


CINCINNATI 


Archer Advertising Co. 
Suite 1301, Enquirer Bldg. 
S. C. Baer Co. 
2527 Kemper Lane 
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Julian J. Behr Co., Inc. 
435 Dixie Terminal Bldg. 
The Blackman Co. 
Gwynne Bidg. 
(Hdatrs. New York, N. Y.) 
Blaine Thompson Co. 
4th National Bank Bldg. 
Campbell-Ewald Co., Inc. 
901 Atlas Bank Bldg. 
(Hdatrs. Detroit, Mich.) 
The C. L. Doughty Co., Advertising Agency 
448 Main St. 
Walter F. Haehnle Co. 
703 Gwynne Bldg. 
The Ralph H. Jones Co. 
1004-6 Ist National Bank Bldg. 
Jesse M. Joseph Advertising Agency 
1801 Reading Road 
Keelor & Stites Co. 
18 West 7th St. 
The Marx-Flarsheim Co. 
15 E. 8th St. 
Midland Advertising Agency 
811 Atlas Bank Bldg. 
Prather-Allen & Heaton Co. 
305 East 4th St. 
The Procter & Collier Co., Inc. 
McMillan St. and Reading Rd. 
J. Walter Thompson Co., Inc. 
First National Bank Bldg. 
(Hdatrs. New York City) 
The Thompson-Koch Co. 
32 West 6th St. 


CLEVELAND 


William Henry Baker 
Guardian Bldg. 

The Bayless-Kerr Co. 

1162 Hanna Bldg. 

Henry P. Boynton, Advertising 
1370 Ontario St. 

Oliver M. Byerly 
1240 Engineers Bank Bldg. 

The Carpenter Advertising Co. 
406 Sloan Bldg. 

Nelson Chesman & Co., Inc. 
Leader-News Bldg. 
(Hdatrs. St. Louis, Mo.) 

The Lee E. Donnelley Co. 
418 Penton Bldg. 

Dunlap-Ward Advertising Co. 
B. F. Keith Bldg. 

Foster & Davies, Inc. 

2116 B. F. Keith Bldg. 

Fuller & Smith 
1501 Euclid Ave. 

The Griswold-Eshleman Co. 
803 Leader News Bldg. 
The House of Hubbell, Inc. 

648 Huron Road 

John S. King Co., Ine. 

1220 Huron Road 

Krichbaum-Liggett Co. 

1210 Engineers Bldg. 

George E. Lees 
6007 Euclid Ave. 

The H. K. McCann Co. 

625 National City Bldg. 
(Hdatrs. New York, N. Y.) 
The Edwin A. Machen Co. 
1111 Guarantee Title Bldg. 
(Hdatrs. Toledo, Ohio) 
Mac Manus, Inc. 
708 Keith Bldg. 
(Hdatrs. Detroit, Mich.) 

The Nesbitt Service Co. 

850 Euclid Ave. 

Powers-House Co. 

642 Hanna Bldg. 

Richardson-Briggs Co. 

216 Superior Ave., N. E. 

The Sweeney & James Co. 
1632 Euclid Ave. 

Paul Teas, Inc. 

629 Euclid Ave. 

E. D. Wolaver 

1830 Union Trust Bldg. 


COLUMBUS 


Mumm-Romer-Jaycox Co. 
314 East Broad St. 

Robbins & Pearson Co. 
247 East Broad St. 


DAYTON 

Anchor Advertising Agency 
38rd National Bldg. 

The Geyer Co. 
8rd National Bldg. 

The J. Horace Lytle Co. 
Harries Bldg. 

The Parker Advertising Co. 
344 Ludlow Arcade 


MANSFIELD 
The Morgan Todd Co. 
2041%4 N. Main St. 
MARION 


Jay H. Maish Company 
400 S. Main St. 
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TOLEDO 
Sterling Beeson, Inc. 
2nd National Bank Bldg. 
Campbell Advertising, Inc. 
2318 Madison Ave. 
Chas. F. Dowd, Ince. 
408 Richardson Bldg. 
The Edwin A. Machen Co. 
Ohio Building 
MacKenzie, Goldbach & Berdan, Ine. 
734 Nicholas Bldg. 
The Miller Agency Co. 
2144 Madison Ave. 
Stalker-Ewell Company 
2107 Jefferson Ave. 
The C. C. Stockford Co. 
1386 Huron St. 
United States Advertising Corp. 
1415 Madison Ave. 
P. P. Willis, Ine. 
Produce Exchange Bldg. 


YOUNGSTOWN 


Meek & Wearstler 
Salow Bldg. 

Merrell A. Wood Company, Ince. 
280 East Federal Street 


OKLAHOMA 


OKLAHOMA CITY 


Brown, Connery & Co. 
212 W.. ist St. 

Harold Halsell Co. 
Continental Bldg. 

Leno Osborne, Advertising 
510 Continental Bldg. 

K. C. Shelburne, Inc. 
613 Braniff Bldg. 


TULSA 


Rogers-Gano Adv. Agency, Ine. of Illinois 
429 Kennedy Bldg. 
(Hdatrs. Chicago, II.) 


OREGON 
PORTLAND 


Adolph L. Block, Advertising Agency 
Graphic Arts Bldg. 
9th & Couch Sts. 
Botsford-Constantine Co. 
746 Central Bldg. 
Emil Brisacher & Staff 
332 Northwestern Bank Bldg. 
(Hdatrs. San Francisco, Calif.) 
Brooke, Smith & French, Inc. 
Myler Bldg. 
(Hdatrs. Detroit, Mich.) 
Campbell-Ewald Co. 
805 Bedell Bldg. 
(Hdatrs. Detroit, Mich.) 
Crossley & Failing, Inc. 
809 Terminal Sales Bldg. 
Hall & Emory Agency, Inc. 
1003 Terminal Sales Bldg. 
Honig-Cooper Co., Inc. 
12th & Jefferson Sts. 
(Hdatrs. San Francisco, Calif.) 
The Izzard Company 
Spalding Bldg. 
(Hdatrs. Seattle, Wash.) 
W. S. Kirkpatrick Advertising Service 
8383 N. W. Bank Bldg. 
The McCandless Co. 
808 Journal Bldg. 
Wm. H. Rankin Company, Ince. 
281 12th St. 
(Hdatrs. Chicago, II.) 
Vincent & Vincent Advertising Agency 
512 Artisans Bldg. 


PENNSYLVANIA 


ALLENTOWN 


Shankweiler Advertising Company 
87 North 10th Street 


EASTON 


S. Roland Hall 
lst National Bank Bldg. 


ERIE 
Robinson-Eschner Advertising Co. 
Commerce Bldg. 


Sterrett Advertising Service 
Palace Bldg. 


HARRISBURG 
The McFarland Publicity Service 
Crescent & Mulberry Sts. 
Roland C. Wallower 
Mechanics Trust Bldg. 


JOHNSTON 


Jones-Morton, Inc. 
1360 Franklin St. 
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LANCASTER 


Brecht-Pollard, Inc. 
170 N. Queen St. 


PHILADELPHIA 
Acorn Agency, Inc. 
616 Victory Bldg. 
(Hdatrs. New York, N. Y.) 
Aitken-Kynett Co. 
1420 Walnut St. 
F. Wallis Armstrong 
16th and Locust Sts. 
John Falkner Arndt & Co. 
Lewis Bldg., 15th and Locust St. 
Theodore E. Ash Advertising Agency 
Commercial Trust Bldg. 
N. W. Ayer & Son 
308 Chestnut St. 
Barnes & Fehling Co. 
1600 Walnut St. 
Barrett-Kneibler, Inc. 
1518 Walnut St. 
Adrian Bauer Advertising Agency 
7th and Chestnut Sts. 
Bloomingdale-Weiler Advertising Agency 
1420 Chestnut St. 
Charles Blum Advertising Corp. 
1120 Spruce St. 
Breeding, Murray & Salzer 
Liberty Trust Bldg. 
Breniser & Co. 
1607 Sansom St. 
John L. Butler Co. 
Public Ledger. Bldg. 
J. H. Cross Co. 
1700 Walnut St. 
Donovan-Armstrong 
1211 Chestnut St. 
Edwards, Ewing & Jones, Inc. 
Cor. Broad and Sansom Sts. 
Harry Feigenbaum Advertising Service 
1211 Chestnut St. 
The Richard A. Foley Adv. Agency, Inc. 
1600 Arch St. 
Fox & Mackenzie 
1214 Locust St. 


Chas. C. Green Advertising Agency, Inc. 


1701 Walnut St. 
(Hdatrs. New York, N. Y.) 
Rudolph Guenther-Russell Law, Inc. 
805 Packard Bldg. 
(Hdatrs. New York, N. Y.) 
J. B. Haines Advertising Agency 
1218 Chestnut St. 
S. D. Hofheimer 
1114 Land Title Bldg. 
William Jenkins Advertising 
1715 Sansom St. 
Cc. F. Kern Advertising Agency 
720 Liberty Bldg. 
R. E. Lovekin Corp. 
5 South 18th Street 
The Eugene McGuckin Co. 
1600 Arch St. 
McKee & Albright 
1601 Walnut St. 
McLain-Simpers Organization 
1411 Walnut St. 
W. B. Mac Kenney Co. 
1830 Arch St. 
Matos Advertising Co., Ine. 
Bulletin Bldg. 
May & Dippy, Ine. 
N. E. Cor. 18th and Chestnut Sts. 
Oswald Advertising Agency 
401 Otis Bldg. 
Hancock Payne Advertising Organization 
538 Public Ledger Bldg. 
Philadelphia News Bureau 
Independence Square, East 
Frank Presbrey Co., Inc. 
220 S. 16th St. 
(Hdatrs. New York City) 
Wm. G. St. Clair Co. 
Real Estate Trust Co. Bldg. 
John Clark Sims Co., Inc. 
250 S. Broad St. 
Arthur R. Sternau 
1008 Bailey Bldg. 
Tracy-Parry Co., Inc. 
Public Ledger Bldg. 
R. E. Tweed Co. 
Estey Bldg. 
The John C. Van Haagen Adv. Agency 
601 N. American Bldg. 
Guy C. Whidden Adv. Agency 
Bulletin Bldg. 
Williams & Cunnyngham, Inc. 
Franklin Trust Bldg., 
(Hdatrs. Chicago, Ill.) 
Young & Rubicam, Inc. 
Atlantic Bldg. 
(Hdqtrs. New York City) 


PITTSBURGH 


Barker, Duff & Morris 
Union Trust Bldg. 
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Bissell & Land, Inc. 
339 Blvd. of the Allies 
F. A. Ensign Advertising Agency, Inc. 
1067 Union Trust Bldg. 
Farrar Advertising Co. 
108 Fulton Bldg. 
The Albert P. Hill Co., Inc. 
233 Oliver Ave. 
W. S. Hill Co. 
323 Fourth Ave. 
Ketchum, MacLeod & Grove, Inc. 
1515 Park Bldg. 
Edward M. Power Co., Inc. 
2537 Oliver Bldg. 
Frank Presbrey Company 
Union Bank Bldg. 
(Hdqtrs. New York City) 
R. H. Sayre, Inc. 
237 Fifth Ave. 
Smith, Schreiner & Smith 
Union Trust Bldg. 
Walker & Downing 
227 Oliver Bldg. 


SCRANTON 
Swisher Advertising Service 
Mears Bldg. 


WILLIAMSPORT 


Clay-Schuyler Advertising Agency 
242 Williamsport National Bank Bldg. 


RHODE ISLAND 
PROVIDENCE 
Danielson & Son 
205 Industrial Trust Bldg. 
Larchar-Horton Co. 
44 Franklin St. 
Livermore & Knight Co. 
42 Pine St. 
Granville S. Standish Advertising Agency 
605 Union Trust Bldg. 


TENNESSEE 


CHATTANOOGA 
Nelson Chesman & Co., Inc. 
Pound Office Bldg. 
(Hdatrs. St. Louis, Mo.) 


MEMPHIS 


Dudley Davis, Ine. 
524 Dermon Bldg. 

Lake-Dunham-Spiro, Inc. 
Exchange Bldg. 

O'Callaghan Advertising Agency 
Empire Bldg. 

Southern Advertising Agency, Inc. 
Randolph Building 


NASHVILLE 


Casey-Lewis Co., Inc. 
1107 Nashville Trust Bldg. 


TEXAS 
AMARILLO 


Jas. L. McCormick Advertising Agency 
Smith Bldg. 


DALLAS 


Carpenter-Rogers Co. 
805 Wholesale Merchants Bldg. 
Chilton Advertising Agency 
Kirby Bldg. 
Crook Advertising Agency 
Kirby Bldg. 
Southwestern Advertising Co. 
Majestic Theatre Bldg. 


FT. WORTH 


Wimberly Hubbard Agency, Inc. 
Capps Bldg. 


HOUSTON 


Pitluk Advertising Co. 
Post-Dispatch Bldg. 
(Hdatrs. San Antonio) 
Rogers-Gano Advertising Agency 
2110 Esperon Bldg. 
Wimberly-Hubbard Agency, Inc. 
Bankers Mortgage Bldg. 
(Hdqtrs. Ft. Worth, Texas) 


SAN ANTONIO 


Coulter & Payne, Inc. 

215 W. Commerce St. 

Pitluk Advertising Co. 
Advertiser’s Bldg. 


UTAH 


SALT LAKE CITY 


L. S. Gillham Co., Ine. 
220 Continental Bank Bldg. 
(Hdatrs. Los Angeles, Calif.) 
Stevens & Wallas, Inc. 
45 West on South Temple 


VERMONT 


BURLINGTON 


Hays Advertising Agency 
246 College Street 


VIRGINIA 


RICHMOND 


Cecil, Warwick &, Cecil, Inc. 
12th & Bank Sts. 
(Hdqtrs. New York, N. Y.) 
Page Advertising Agency 
412 Grace American Bldg. 
Staples & Staples, Inc. 
Times-Dispatch Bldg. 


WASHINGTON 
SEATTLE 


Atnow-Singleton, Inc. 
Marion Bldg. 
The Birchard Co. 
Lloyd Bldg. 
Botsford-Contantine Co. 
6625 White Bldg. 
(Hdgtrs. Portland, Ore.) 
The Daken Advertising Agency, Inc. 
215 Virginia St. 
Honig-Cooper Co., Ine. 
1020 Lloyd Bldg. 
(Hdatrs. San Francisco, Calif.) 
The Izzard Co. 
Times Bldg. 
The H. K. McCann Co. 
808 Skinner Bldg. 
(Hdqtrs. New York, N. Y.) 
Milne-Ryan-Gibson, Ine. 
410 Central Bldg. 
Harry G. Penman 
2100 5th Ave. 
J. William Sheets, Inc. 
Central Bldg. 
Strang & Prosser Advertising Agency 
2500 L. C. Smith Bldg. 
The Whittington Co. 
301 Douglas Bldg. 


SPOKANE 


Carl W. Art Advertising Agency, Inc. 


Peyton Bldg. 
Syverson-Kelley, Inc., Advertising 
612 Mohawk Bldg. 


TACOMA 


The Izzard Company 
Tacoma Bldg. 
(Hdatrs. Seattle, Wash.) 


WEST VIRGINIA 
CHARLESTON 


Mays-Williams Co., Ine. 
Mutual Bldg. 


WHEELING 


McAdam Advertising, Inc. 
1218 Eoff St. 


WISCONSIN 
GREEN BAY 


Hannah-Crawford, Inc. 
304 Pine St. - 
(Hdatrs. Milwaukee, Wis.) 


MADISON 


W. E. Walker Co. 
1 S. Pinckney St. 


MILWAUKEE 


Burns-Hall Advertising Agency 
Merrill Bldg. 
The Cramer-Krasselt Co. 
425 Van Buren St. 
Freeze & Vogel, Inc. 
383 Milwaukee St. 
Hannah-Crawford, Inc. 
Kesselman Bldg. 


Klau-Van Pietersom-Dunlap-Younggreen, Ince. 


417 Michigan St. 
The Koch Company 
Kesselman Bldg. 
Olson & Enzinger, Inc. 
800 Century Bldg. 
Carl L. Zimmerman 
210 Michigan St. 


WISCONSIN—(Continued) 
OSHKOSH 


D. W. Geer Co. 
190 Main St. 


RACINE 


Western Advertising Agency 
214 Fifth Ave. 


WAUSAU 


The Storey Bellack Co. 
1111 First St. 


CANADA 


MONTREAL, QUEBEC 


The Advertising Service Co., Ltd. 
239 Canada Cement Bldg. 
Campbell-Ewald, Ltd. 
900 Canada Cement Bldg. 
(Hdatrs. Toronto, Ont.) 
Canadian Advertising Agency, Ltd. 
284 Laganchetiere St., West 
The Desbarats Advertising Agency, Ltd. 
Desbarats Bldg. 
Jas. Fisher Co., Ltd. 
204 Richmond St,. W. 
J. J. Gibbons, Ltd. 
Keefer Bldg. 
(Hdatrs. Toronto) 
The H. K. McCann Co., Ltd. 
239 Canada Cement. Bldg. 
(Hdatrs. New York, N. Y.) 
A. McKim, Ltd. 
Phillips Square 
R. Sykes Muller Co., Ltd. 
New Birks Bldg. 
National Publicity, Ltd. 
760 Victoria Square 


TORONTO, ONTARIO 


The Advertising Service Co., Ltd. 
Metropolitan Bldg. 
The Baker Advertising Agency, Ltd. 
204 Richmond St., W. 
E. Sterling Dean Advertising Agency 
8-10 Wellington St., East 
The Desbarats Advertising Agency, Ltd. 
61 Adelaide St., E 
(Hdatrs. Montreal) 
Wm. Findlay Co., Ltd. 
67 Yonge St. 
J. J. Gibbons, Ltd. 
119 W. Wellington St. 
Huber Hoge (Canada), Ltd. 
410 Confederation Life Bldg. 
(Hdatrs. New York, N. Y.) 
The H. K. McCann Co., Ltd. 
Metropolitan Bldg. 
(Hdatrs. New York, N. Y.) 
A. McKim, Ltd. 
287 Bay St. 
(Hdatrs. Montreal) 
Geo. H. MacDonald, Ltd. 
330 Bay St. 
R. Sykes Muller Co., Ltd. 
Excelsior Life Bldg. 
(Hdatrs. Montreal, Canada) 
Norris-Patterson, Ltd. 
105 Bond St. 
Thornton Purkis 
330 Bay St. 
William H. Rankin Co., Ine. 
32 Front St. 
(Hdatrs. Chicago, Ill.) 
Smith, Denne & Moore, Ltd. 
119 W. Wellington St. 


WINNIPEG, MAN. 
J. J. Gibbons, Ltd. 
Scott Block 
(Hdatrs. Toronto) 
* A. McKim, Ltd. 
Royal Bank Bidg., 
(Hdgqtrs. Montreal!) 
Macpherson-McCurdy, Ltd. 
Bell Blk. 


HAMILTON, ONTARIO 
J. J. Gibbons, Ltd. 
Lister Bldg. 
(Hdgtrs. Toronto) 
A. McKim, Ltd. 
72 James St., No. 
(Hdatrs. Montreal) 


VANCOUVER, B. C. 


A. McKim, Ltd. 
(Hdatrs. Montreal) j 
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Leading Accounts of 1927 and the Agencies Who Handled Them 


(Listed in order of their importance as magazine advertisers) 


Account 


Agency 


Account 


Agency 


General Motors............. 
Postum Cereal Company..... 


Procter & Gamble........... 
Campbell Soup 
Lambert Pharmacal Co....... 
R. J. Reynolds Tobacco Co.. . 
Fleischmann Company....... 
Colgate & Company......... 


General Electric Co.......... 


Quaker Oats Company....... 


Chrysler Motor Co........... 
Kotex Co., Kleenex Co....... 
DVR IOS NG i ois once dee de 
American Tobacco Co........ 


Pepsodent Company......... 
ieenn Or HiBKARC........650 5655 
Congoleum-Nairn........... 


Armstrong Cork Company.... 


Andrew Jergens Company. ... 


Palmolive-Peet Company.... . 
California Packing Corp...... 
Dodge Bros., Inc............ 
Victor Talking Mach. Co..... 
Packard Motor Car Co....... 
Hudson-Essex Motor Car Co.. 


Southern Cotton Oil Tra. Co.. 
Union Car & Carbon Corp.... 
NVI. WU TIDIEG 5 U8 ico ssein ss arse ic 
Cudahy Packing Company ... 


U.S. Rubber Company...... 


Pond’s Extract Co........... 
Swift & Company........... 


Barton, Durstine & Osborn, Inc. 

George Batten Co., Inc. (Minute Tap- 

ioca), Erwin, Wasey & Co. (Post 

Toasties, Post Bran Flakes, Post 

Bran Chocolate Bars), Young & 

Rubicam, Inc. (Postum Cereal, In- 

stant Postum, Grape-Nuts, Jell-O 

and Swan’s Down Cake Flour). 

Blackman Co., Inc. 

I’. Wallace Armstrong 

Lambert & Feasley, Inc. 

N. W. Ayer & Son. 

J. Walter Thompson Co., Inc. 

George Batten Co., Inc. (Rapid-Shave 

Cream, Ribbon Dental Cream, FAB, 

Cashmere Bouquet Soap, ColeoSoap), 

Young & Rubicam, Inc. (Powders, 

perfumes, creams). 

Barton, Durstine & Osborne, Inc. 

(Edison Mazda Lamps, Electric Re- 

frigerators, institutional), Lord & 

Thomas and Logan, Inc. 

G. L. Dyer & Co. (‘‘Pettijohns’”’), Er- 
win, Wasey Co. (Quaker Milk Mac- 
aroni, Full-o-pep Poultry Feed), Lord 
Thomas and Logan, Inc., William 
Douglas Mc Adams (Mother’s Oats), 
J. Walter Thompson, Inc. (Aunt 
Jemima Pancake and Buckwheat 
Flour). 

Mac Manus, Inc. 

Lord & Thomas and Logan, Inc. 

Barton Durstine & Osborn, Inc. 

Dorrance, Sullivan & Co., Inc., Law- 
rence C. Gumbinner Adv. Agency 
(Tuxedo tobacco), Harvey, Zoeller 
& Co., Inc. (Omar cigarettes, Blue 
Boar tobacco), Lord & Thomas and 
Logan, Inc., Wm. H. Rankin (Sweet 
Corporal cigarettes). 

Lord & Thomas and Logan, Inc. 

Barton, Durstine & Osborn, Inc. 

The Erickson Co., Inc. 

United States Advertising Corp. 

Pedlar & Ryan Inc. 

Geo. Batten Co., Inc., Albert P. Hill 


o., Inc. 

Gotham Adv., Inc., Ralph H. Jones 
Co. (““Woodbury”’ facial creams), J. 
Walter Thompson Co., Inc. (Wood- 
bury facial soap, Jergens lotion) 
Castolay, Woodbury’s facial powder, 

Lord & Thomas and Logan, Inc. 

The H. K. McCann Co. 

George Harrison Phelps, Inc. 

N. W. Ayer & Son 

Austin F, Bement, Inc. 

C. C. Winningham, Inc., Gotham Adv. 


Co. 

Ruthrauff & Ryan, Inc. 

Barton, Durstine & Osborn, Inc. 

Stewart Davis Adv. Agency 

The Conover Mooney Co. (Puritan 
hams, bacon, lard and cooked ham, 
Meadow Grove Club Cheese), Wil- 
liams & Cunnyngham, Inc. (Old 
Dutch Cleanser). 

Geo. L. Dyer Co., Inc. (U. S. Spring 
Step Heels, U. S. Hide Soles, U. S. 
Royal golf balls), J. Walter Thomp- 
son Co., Inc. (Keds, U. S. rubber 
footwear, U. S. Raynsters, Nauga- 
hyde, U. S. jar rubbers). 

American Medical Pub. Co. 

Stack-Goble Adv. Agency (Institution- 
al, oleomargerine, soaps and other 
products), J. Walter Thompson Co., 
Inc. (Swift’s Premium ham, : bacon, 
Silverleaf lard, Brookfield farm prod- 
ucts, Sunbrite cleanser, Red Steer 

fertilizer, Vigoro, educational). 


Vacuum Oil Company....... 
International Silver Co....... 


Liggett & Myers Tobac. Co.. 
Hupp Motor Car Co......... 
Borden Company. ....5.... << 


Forhan Company............ 
OR | eee 


Texas Company............. 
Radio Corp. of America...... 
Reo Motor Car Co........... 
Fels & Company............ 
H. J. Benz Company... ....... 


OE RPA A | i 
Eastman Kodak Co.......... 


Sun-Maid Raisin Growers... . 
Gréamvof Wheat... «sos a0 
Atwater Kent Mfg. Co....... 
E. I. duPont de Nemours & Co. 


Goodyear Tire & Rubber Co.. 


Royal Baking Powder Co..... 
Bon-Ami Company.......... 
Metropolitan Life Ins. Co..... 
S.C. Johnson & Son............ 
Cheek-Neal Coffee Co........ 
Simmons Company.......... 
Valentine & Company....... 
Studebaker Corp. of America. 
Para. Famous Lasky Corp... . 
Armour & Company......... 
Kohler Company............ 
B. F. Goodrich Rubber Co... . 
Timken Roller Bearing Co.... 
Standard Oil Companies...... 


Firestone Tire & Rubber Co... 
Auburn Auto Company...... 
Kellogg Company........... 
Sterling Products............ 
Oneida Com: 8otd. oi. iss sess 
Wander Company........... 
Nash NIOG0FS GOs. 6. 6 cc os 
Cal. Fruit Growers Exch...... 
Washburn Crosby Co........ 
Paige-Detroit Mo. Car Co,... 
Electric Refrig. Corp......... 
R. L. Watkins Co............ 
Mennen Company........... 
Sherwin-Williams............ 
Corn Products Refining Co... . 
S. F. Whitman & Con, Inc... . 
Selby Shoe Company........ 
W. A. Sheaffer Pen Co....... 
Parker Pen Company........ 
Hoover Company........... 
Montgomery Ward & Co..... 


LS 
Western Company........... 
Stewart-Warner Speed. Co... . 
Ford Motor Company....... 


Blackman & Company 

Huber Hoge, Inc. (Wm. Rogers Co.), 

Lennen & Mitchell, Inc. (1847 Ro. 

gers Bros.) Young & Rubicam, Inc. 

(Sterling silverware division, Wm, 

Rogers Mfg. Co.). 

Newell Emmett & Co. 

Mac Manus, Inc. 

H. K. McCann Co., C. M. Wessels & 

Co., Young & Rubicam, Inc. (Eagle 

Brand milk and other condensed 

milk). 

Erwin, Wasey & Co. 

William Douglas McAdams (Cod liver 

oil), N. W. Ayer & Sons (Medicines), 

Hanff-Metzger, Inc. 

Lord & Thomas and Logan 

The Buchen Co. 

Young & Rubicam, Inc. 

Calkins & Holden Inc., Federal Adv. 
Agency, Inc. (Heinz Rice Flakes). 

N. W. Ayer & Son 

Newell Emmett Co. Inc. (Brownie 
Cameras-newspaper), Frank Sea. 
man, Inc. (cameras, films). 

J. Walter Thompson Co., Inc. 

J. Walter Thompson Co., Inc. 

Barton, Durstine & Osborn, Inc. 

Frank Seaman, Inc., Strong & Prosser 
Adv. Agency (Western) 

Erwin, Wasey & Co. (Tire, mechanical 
goods), Wilson Bristol (Footwear). 

J. Walter Thompson, Inc. 

The Erickson Co., Inc. 

Hawley Adv. Co., Inc. 

Western Adv. Agency, Inc. 

J. Walter Thompson Co., Inc. 

J. Walter Thompson Co., Inc. 

The Erickson Co., Inc. 

Roche Adv. Company 

Hanff-Metzger, Inc. 

The John H. Dunham Co. 

Erwin, Wasey & Company 

Wm. H. Rankin Co., Inc. 

Gardner Adv. Co., Inc. 

Chambers Agency, Inc. (Stand. Oil Co. 
of La.), The H. K. McCann Co. (S. 
O. Co. of Neb., N. J., N. Y., Cal., 
Ky., Ohio), Stack-Goble Adv. Agen- 
cy (S. O. Co. of Ind.), Barton Dur- 
stine & Osborn, Inc. (S. O. Co. of N. 
Y.), Johnson-Dallis Co. (S. O. Co. of 


Ky.). 
Critchfield & Co. (Tires) 
P. P. Willis, Inc. 
N. W. Ayer & Son 
Thompson-Koch Company 
The Patterson-Andress Co., Inc. 
Blackett & Sample, Inc. 
Green, Fulton, Cunningham Co., Inc. 
Lord & Thomas and Logan, Inc. 
Blackett & Sample, Inc. 
Brooke, Smith & French, Inc. 
D’Arcy Adv. Co., Inc. 
John F. Murray Adv. Agency 
Gotham Adv. Company 
Henri, Hurst & McDonald 
E. W. Hellwig Co. 
F. Wallis Armstrong Co. 
Procter & Collier Co., Inc. 
Glen Buck Company 
Crowell, Williams & Co., Inc. 
Erwin, Wasey & Co. 
W. L. Braun, Inc., 
Phelps, Inc. 
Lennen & Mitchell, Inc. 
Mitchell-Faust Adv. Co. 
Charles H. Touzalin Agency, Inc. 
Critchfield & Co. (Lincoln Div.) W. B. 
Finney Adv. Co. (K. C. Mo.). 


Geo. Harrison 


Pro-phy-lac-tic Brush Co..... 


George Batten Co., Inc. 


o., Inc. 


Harrison 


Inc. 


y.) W.B. 
9.) 


at 


The Growth of Newspaper 
Advertising in 1927 


URING 1927, advertisers invested $225,- 

000,000 for advertising in newspapers. 

Automobile companies, food companies 

and tobacco companies were the largest 
spenders. Fifty automobile companies invested 
$33,505,000 in newspapers; the leading food adver- 
tisers spent $34,045,000; and fourteen tobacco com- 
panies invested $15,260,000. 

Thus we see that three classifications spent nearly 
one-third of the total amount invested in newspaper 
advertising during 1927, leaving $153,000,000 for all 
other classifications. 

The outstanding newspaper campaign of the year, 
and what is claimed by many authorities to be the 
outstanding newspaper campaign of history, was the 
Ford campaign, which began late in the fall of 1927 
and was used to announce the new Model A Ford. 

From the standpoint of results, skill in planning 
and handling, and the size of space and number of 
papers used, the Ford campaign broke many records ; 
and it is believed that the success of this campaign 
will bring into newspaper advertising more manu- 
facturers who will use, during 1928, campaigns of 
similar size and scope in their sales work. 

Not only did the Ford : 
Company use a vast 
amount of space to an- 
nounce the new car, but 
this space was backed up 
by the use of large space 
by many Ford dealers 
who banded together and 
ran large local announce- 
ments giving news of the 
arrival of the first cars 
and announcing the date 
and place of the first ex- 
hibitions. 

The Ford campaign 
shows what can be done 
when an advertiser really 
starts out to reach all of 
the people. It will prob- 
ably be used as a model 
for newspaper campaigns 
in the future by many 
large advertisers whose 
products are such that 
they can be advertised to 
the entire country at one 
time, 

During 1927, a great 
Many advertisers paid 
More attention than ever 
before to the matter of 
getting a close tie-up be- 
tween the advertising and 
sales departments and the 
Various dealers and dis- 
tributors concerned in the 
Sale of the product. 


Among the new buildings on Wacker Drive 
is that of the Chicago Evening Post. 
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Indeed it may be said that there was a pronounced 
tendency, during 1927, for better planning and 
greater coordination of newspaper advertising with 
sales work. 
The practice of spending a large amount of money 
in newspaper advertising, without a very definite 
and carefully planned sales program to dovetail with 
it so that every feature in the distribution of a prod- 
uct gets the utmost value from the newspaper ad- 
vertising, is being eliminated in the present day 
technique of campaigning. A good example is seen 
in the case of a radio advertiser who obtained splen- 
did results from a campaign put on about the mid- 
dle of the year. This newspaper campaign was 
planned several months in advance. The country 
was divided up into districts, and regional meetings 
of manufacturer’s sales organization, jobbing organ- 
ization and dealer organization were held just prior 
to the release of the newspaper campaign. At these 
meetings every detail of the campaign was thor- 
oughly outlined and explained to the salesmen, the 
wholesalers and the dealers. 
Each wholesaler was given a definite county and 
was given a definite time in which to cover all re- 
tailers in his district to 
see that they had ample 
stock of the models adver- 
tised and to see that each 
dealer was instructed in 
the best methods for cash- 

‘ing in on the newspaper 
advertising. 

In addition to the man- 
ufacturer’s own advertis- 
ing, dealers paid for large 
space in the same issues, 
to tie up their stores with 
the products being adver- 
tised. Special sales port- 
folios, giving full details 
of the campaign, were 
placed in the hands of 
every dealer, and dealers 
were shown how to hold 
meetings of their store 
salesmen, how to conduct 
telephone campaigns, and 
how to canvass their ter- 
ritories during the news- 
paper campaign. 

Given a good product, 
such a campaign could 
scarcely fail, because there 
was no waste motion of 
any kind init. Such cam- 
paigns require very close 
cooperation between the 
sales and advertising de- 
partments, and it is only 
through the active sup- 
port of the sales manager 
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The new Houston Press building. 


that such campaigns are made entirely possible. 

During 1927, several of these campaigns definitely 
placed certain manufacturers in the position of lead- 
ership in their industries. In a number of cases, 
dealers were given an entirely new conception of the 
real part of advertising when it is properly mer- 
chandised. 

In campaigns of this kind, the newspapers’ pro- 
motion departments play an important part. Ina 
number of cases, the newspapers’ promotion men 
assisted in completing distribution in their terri- 
tories (this does not mean that they actually went 
out and sold goods). They got out broadsides to 
the dealers, furnished lists of dealers, and assisted 
in obtaining the right sort of cooperation from 
wholesalers. 


Improvement in Illustration and Typography 


Another important development during 1927 was 
the increased use of rotogravure space by large 
advertisers. In 1914, rotogravure circulation avail- 
able to advertisers was only 300,000. By 1927, this 
circulation figure had grown to 14,800,000; almost 
completely covering the metropolitan area of Amer- 
ica, and offering the advertisers the opportunity to 
use the finest illustrations in preferred position. 
During 1927, more than $14,000,000 was spent in 
rotogravure advertising. This sum paid for 19,851,784 
lines of advertising in eighty-four newspapers. 

Due to the success of rotogravure, black- 
and-white advertisers have, in the 
past few years, begun experimenting with 
halftones in newspaper advertising. Dur- 
ing 1927, a number of very successful 
campaigns in which halftones were very 
cleverly used were run in the newspapers. 
This has been made possible by improved 
press-work and better preparation of topy 
for the engraver. 

Another step forward in newspaper ad- 
vertising is noted in the distinct improve- 
ment in typography. While it is true that 
many of the best newspaper advertise- 
ments were not set in newspaper com- 
posing rooms, it is nevertheless true that 
the advertising typographers who prepare 
some of the best newspaper ads have 
definitely influenced for good the appear- 
ance of the average newspaper advertise- 
ment. Local newspaper advertising cam- 
paigns which, in the past, had often been 


distinguished by atrocious typography, 

have shown a very definite improvement 
during 1927, possibly because of the influ- 
ence of the national advertisers who have 
led the way to better type in newspaper 
advertising. 

It is claimed by some authorities that 
there was a marked decrease in the num- 
ber of spasmodic campaigns in newspapers 
during 1927, and that the once prevalent 
tendency to run a flash-in-the-pan cam- 
paign simply for the purpose of getting 

. initial distribution or of influencing deal- 
ers, has almost been discontinued in favor 
of the type of campaign that is planned to 
deliver and hold a certain market for the 
advertiser. While it is true that there are 

times when newspapers are needed for a 
temporary bolstering-up of a territory, a great 
many of the largest and most successful ad- 
vertisers have developed to the point where they 
do not go into newspapers in a territory until they 
feel that they are able to maintain distribution and 
continue advertising on a permanent basis. This 
type of advertiser is usually the type who has had 
long experience and has stopped jumping in and out 
of territories without doing a thorough merchan- 
dising job in any one territory. 

To the advertiser who will go into a territory 
determined to use all the newspaper space that is 
necessary in order to reach the market, and who 
backs up his newspaper advertising with a well- 
planned sales program, the newspaper offers an 
almost certain opportunity for success in the terri- 
tory. 

During 1927, a great many newspapers showed 
healthy gain in circulation. From the circulation 
manager’s standpoint, 1927 was a good newspaper 
year, because of the many sensational news features 
which broke during the year. The vast increase in 
interest in aviation; the flood in early spring; inter- 
national complications; the political situation; and 
several major sport events all brought newspaper 
circulation to a new high peak. Lindbergh him- 
self was responsible for a healthy increase in 
circulation, although few, if any, mnéwspapers 
were able to hold their circulation at the high 
peak reached during the peak of interest in 


exons Bas ; — 


The new home of the Akron Beacon Journal. 
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the Lindbergh flight. Nevertheless, practically all 
the newspapers ‘held a good percentage of the 
increase, giving their advertisers a greater and 
more thorough coverage than they have had in 


‘the past. These circulation increases were not 


met by rate increases, which were uniformly low— 
so low that the advertisers of 1928 are getting 
more for their investment than at any time in the 
past ten years. And these increases in the quan- 
tity of circulations are accompanied, in most cases, 
by more definite data on quality of circulation. 
There have been other significant developments 
in the scope of newspaper advertising during the 
past year. Advertisers learned to employ news- 
paper space for purposes unheard of or only faintly 
suggested a few years ago. One of these new uses 
is the announcement of advertisers’ radio programs 
through the medium of newspaper advertising. 
Instead of trusting confidently that enough peo- 
ple would happen to be listening in on the station 
from which were being broadcast the _ pro- 
grams they had spent large sums of money 
to prepare, as was the case when they first 
began radio advertising, these advertisers 
found it profitable to notify them in ad- 
vance just what their programs would be, 
when they would come on the air, and from 
what stations they would be sent. And 
they chose newspaper advertising as an 
effective means of thus bringing coming 
programs to the public’s attention. 


Advance Interest for Broadcasts 


The famous program of Dodge Brothers’ 
which featured Will Rogers, Paul White- 
man, Al Jolson, and Fred and Dorothy 
Stone and cost in the neighborhood of 
$05,000 for the program alone, is an out- 
standing example of what can be done to 
pave the way for an event of that character. 
Newspapers in every section of the coun- 
try carried announcements of the approach- 
ing program, and by the time the broad- 
casting began people everywhere were an- 
ticipating it with great interest. 

It is believed to have set a new record 
for the number of listeners to a single pro- 
gram, but in spite of the thousands of dol- 
lars spent by Dodge Brothers to obtain the best 
talent available, it might not have reached a fraction 
of the people it did without the additional money 
invested to advertise it in the newspapers. 

As Dodge Brothers did on that occasion, so other 
tadio advertisers have done on smaller scales to 
create an advance interest in their own programs. 
Not only has such newspaper advertising increased 
the effectiveness of their radio advertising, but it 
has also provided a means of adding to the atten- 
tion value of their newspaper copy. 

Another noticeable trend in 1927 newspaper ad- 
vertising was the ability of many advertisers to 
enlarge upon the theme of their campaign by adapt- 
ing it to every other medium. Where it formerly 
was common to hear certain companies referred to 
as “newspaper advertisers,” “magazine advertisers,” 
‘poster advertisers,” or advertisers of some other 
definite preference, the skilled advertiser of today 
's proficient in tying all these media into a single 
campaign and preserve the continuity of his plan 


and the characteristics of his copy throughout them 
all. 

The advertising manager of the Westinghouse 
Electric and Manufacturing Company, a large and 
consistent user of newspaper space, expressed the 
viewpoint of most newspaper advertisers when he 
outlined recently the ten reasons his company chose 
that form of advertising to approach the general 
public. As he listed them, these ten points are: 
Intimacy, flexibility, test advertising, cooperative 
tie-in advertising, reader interest, instant action, 
public relations appeal, localizing and nationalizing, 
checking results and securing full sales support. 

By intimacy he meant the local identification of 
the advertiser in some 400 different cities and towns 
where his copy is appearing. He described flexibil- 
ity as the ability to change copy quickly according 
to individual conditions—not to advertise electric 
fans, for example, on the day when a cold wave 
strikes a particular city but to switch the copy to 
electric heaters or something else. Newspapers, he 


Pittsburgh counted the Pittsburgh Press building in its 
construction figures for 1927. 


continued, offer manufacturers the opportunity of 
running test campaigns in selected localities at 
slight expense. They enable local dealers“to co- 
operate in advertising as a part of their sales cam- 
paigns. 

Under reader interest, he expressed the opinion 
that we have grown into a nation of newspaper 
readers, and he cited the fact that today’s shopping 
news is responsible for today’s selling as an indica- 
tion of the instant action listed as another of the 
newspapers’ ten points of usefulness. The public 
relations appeal, he declared further, is particularly 
applicable to the problems of the electrical industry, 
but great masses of people may be reached and edu- 
cated through the local messages of a great many 
other industries. In the checking of results and 
securing full sales support, he speaks of the co- 
operation rendered by the merchandising and na- 
tional advertising departments of most newspapers 
which assist the advertiser in obtaining data and 
the influence of his advertising in their particular 
markets. 
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Summary of Newspaper Advertising for 1927 Principal Cities of U.S. A. 


Figures Compiled by Statistical Department, New York Evening Post 


; 1927—1926 1926—1925 
City 1927 1926 Gain or Loss 1925 Gain or Loss 

MINE cb clon Racks Silane Rens Chan dee 179,753,419 183,053,953 | 3,300,534 Loss 167,831,296 | 9,119,935 Gain 
I 0p Sh 8 6, Sw ease Ri acy hon shad kk eae EK 90,596,487 92,434,314 | 1,837,827 Loss 87,089,484 | 5,342,589 Gain 
NN ges Sean tanned kx bayer hay 8 ara 83,789,459 87,881,400 | 4,091,941 Loss 85,038,042 | 2,693,966 Loss 
RINE cs eS. idle shee ae ne OS ae eee 58,433,956 65,009,000 | 6,575,044 Loss 62,713,462 | 2,295,538 Gain 
Ree a ay os susie seco as wie relic Gane Aen See 44,442,550 46,580,675 | 2,138,125 Loss 46,188,975 390,750 Gain 
Oe OT Ce ee ee Tee Lo Re 47,889,560 51,398,120 |. 3,508,560 Loss 49,356,600 | 2,041,520 Gain 
BI oye iis wusiszarsic sis aruastecctn yy Banga teed 76,104,054 77,935,660 | 1,831,606 Loss 72,844,299 | 5,088,602 Gain 
MRT 8 os ce pckeritacinie NES othac cae 51,321,394 54,122,738 | 2,801,344 Loss 51,466,555 | 2,656,183 Gain 
i i alll tala nk cue Na el ks alee enone 80,926,836 84,179,967 | 3,253,131 Loss 82,772,327 | 1,407,640 Gain 
| EM eee oe, Rehr rene ee Ree fi 38,507,481 42,358,444 | 3,850,963 Loss 43,974,641 | 1,594,211 Loss 
NN a pccahixad cieiodrinsweaeouh en 54,083,571 57,175,635 | 3,092,064 Loss 55,780,425 | 1,395,210 Gain 
i 0 ciara betes eV atch tng eee 37,024,827 36,374,460 650,367 Gain 35,013,546 | 1,360,914 Gain 
RETIN i sisie. cere edd lend wxclirattlee Oat 55,086,267 58,137,765 | 3,051,498 Loss 52,587,349 | 5,550,416 Gain 
it on kava ba halew et hed tree eee ee 43,191,900 42,365,100 826,800 Gain 39,908,100 | 2,490,000 Gain 
Ne ctor ee baer sop e OR oa Gack age eee 45,568,698 47,939,055 | 2,370,357 Loss 44,198,990 | 3,740,065 Gain - 
ET OnE A on ey PRT ee 34,187,422 36,570,982 | 2,383,560 Loss 34,447,395 | 2,123,587 Gain 
SRI PA ere ht 2 he. a EN De se nso ete ol re 34,995,520 35,336,098 340,578 Loss 32,942,006 | 2,794,650 Gain 
IN aoe oe rei ar ha dd ira te eh RB 36,601,095 37,642,759 | 1,041,664 Loss 37,377,921 259,998 Gain 
Ey Ro tee re ane Pay eae Ee Cee ee 31,791,345 27,202,028 | 4,589,317 Gain 27,600,160 398,132 Loss 
ROR eye Mita Ae at ise he wien ee ntsc Teme 32,499,523 34,195,849 | 1,696,326 Loss 33,044,780 | 1,151,069 Gain 
IN se Pt 5 ee ub ae elu uate aede te ak 41,175,710 42,747,080 | 1,571,370 Loss 39,408,687 | 3,348,843 Gain 
CT SR eee ine: Ni LM Tne Mee Meese e 2 34,544,934 40,929,091 | 6,384,157 Loss 37,559,113 | 3,369,978 Gain 
eh oo bln dish vena datie esate Lees 28,579,492 29,597,038 | 1,017,546 Loss 28,056,168 | 1,540,770 Gain 
01 (oo TSE ES oa ERs SO EER OaeHe alee ev es 28,394,380 29,237,894 843,514 Loss 29,154,608 | 1,573,922 Gain 
SS cucaccacanuticaes Ode bee Cee ie hew re Aces 19,912,032 22,887,921 | 2,915,889 Loss 22,198,799 689,122 Gain 
NS hie, isla we ea AE 29,883,854 32,872,722 | 2,988,868 Loss 30,229,304 | 2,643,718 Gain 
RRS DE Sees on greene CAPER eer et 22,306,746 23,418,568 | 1,111,822 Loss 22,882,960 552,194 Gain 
Nt i ss ah 5 ara ign dot Ss dhmalen Meee BR 34,716,080 35,694,736 978,656 Loss 34,877,164 815,794 Gain 
UNIO Sooo yt nn Seo aie ee Swe a e ee 36,204,544 33,851,510 | 2,353,034 Gain 29,895,944 | 3,947,278 Gain 
Ee ENT eee Tre 19,267,244 23,585,691 | 4,318,447 Loss 23,128,515 456,756 Gain 

WN or ech gad be hat cena ehacwe ate 1,445,566,916 | 1,506,613,531 | 61,046,615 Loss | 1,439,567,606 | 63,460,732 Gain 


National Advertisers Who Increased Appropriations in Newspapers During 1927 


Ajax Rubber Co., Inc. 
American Bond & Mortg. Co. 
American Tobacco Co. 
Anheuser-Busch, Inc. 
Atwater Kent Mfg. Co. 
Buick Motor Co. 

Calumet Baking Powder Co. 
Canada Dry Ginger Ale, Inc. 
Chevrolet Motor Co. 
Coca-Cola Co. 

Cohen Goldman & Co. 


Columbia Phonograph Co., Inc. 


Compton, Wm. R., Co. 
Congoleum Nairn, Inc. 
Copper & Brass Res. Assn. 
Corn Products Refining Co. 
Coty, Inc. 

Cudahy Packing Co. 
Cunard S. S. Co. 
Cunningham, E. T., Inc. 
Dodge Bros., Inc. 

Doherty, H. L., & Co. 
Douglas, W. L., Shoe Co. 
Duz Co. 


Edison Electric Appliance Co. 


Electric Refrigerator Corp. 
Endicott-Johnson Corp. 
Farrand Manufacturing Co. 
Federal Brandes, Inc. 
Federal Radio Corp. 

Fisk Tire Co., Inc. 
Fleischmann Co. 

Ford Motor Co. 

Frigidaire Corp. 

General Cigar Co. 

General Electric Co. 
General Motors Corp. 
Gorton-Pew Fisheries Co., Ltd. 
Gulden, Chas., Inc. 

Hart, Schaffner & Marx 
Hecker H-O Co., Inc. 
Hudson Motor Car Co. 
International Merc. Mar. Co. 
Kayser, Julius, & Co. 
Kellogg Co. 

Kolynos Co. 

Kops Bros., Inc. 

Kotex Co. 

Kraft Cheese Co. 
Kuppenheimer, B., & Co. 


Lambert Pharmacal Co. 
Larus & Bros. Co. 
Lehn & Fink Products Co. 


Lever Bros. Co 
Liggett & Myers Tobacco Co. 
Lorillard, P., C 


0. 


Marmon Motor Car Co. 
National Biscuit Co. 

New York Central Linés 
Northern Pacific R. R. Co. 
Northwestern Yeast Co. 
Oakland Motor Car Co. 


Orphos Co. 
Pabst Corp. 


Pacific Coast Biscuit Co. 
Pacific States Electric Co. 
Palmolive-Peet Co. 
Paraffine Companies, Inc. 


Postum Cereal Co., Ine. 
Procter & Gamble Co. 
Puritan Malt Extract Co. 
Quaker Oats Co. 

Radio Corp. of America 
Ralston Purina Co. 

Regal Shoe Co. 

Reynolds, R. J., Tobacco Co. 
Salada Tea Co. 


Simmons Co. 


Southern Pacific Co. 
Spalding, A. G., Bros. 


Squibb, E. R., 


& Sons 


Stein, A., & Co. 


Stromberg-Carlson Mfg. Co. 


Studebaker Corp. 


Texas Co. 


Tidewater Oil Sales Corp. 


Parker Pen Co. 

Peerless Motor Car Co. 
Pepsodent Co. 

Philadelphia Storage Bat. Co. 
Pierce-Arrow Motor Car Co. 
Pillsbury Flour Mills Co. 
Pittsburgh Plate Glass Co. 


Vacuum Oil Co. 

Victor Talking Machine Co. 
Wander Co. 

Western Clock Co. 
Westinghouse Elec. Mfg. Co. 
Zenith Radio Corp. 


L 


B 


iW 


, Co. 
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Figures Compiled by Statistical Department, New York Evening Post 


1927-26 1926-25 
City Publication 1927 1926 Gain or Loss 1925 Gain or Loss 
ere | EE ee er 12,680,116 13,112,851 432,735 Loss 14,183,094 1,070,243 Loss 
Herald-Tribune..........-. 19,133,684 18,785,853 347,831 Gain 16,525,824 2,260,029 Gain 
, RRR ere en 29,710,606 29,788,828 78,222 Loss 28,200,444 1,588,384 Gain 
ee rene rar rte oe 15,448,876 17,658,831 2,209,955 Loss 17,237,062 421,769 Gain 
| rr ree 3,138,857 3,699,719 560,862 Loss 3,926,302 226,583 Loss 
Cake ch chinckess oss 9,311,191 7,881,770 1,429,421 Gain 6,832,472 1,049,298 Gain 
*Evening Graphic........... 3,287,544 3,699,155 411,611 Loss 2,186,676 1,512,479 Gain 
*Evening Journal............| 14,011,546 14,758,009 746,463 Loss 15,057,218 299,209 Loss 
MP VENI HOSGs.46 66s c8o nes 5,505,890 5,181,281 324,609 Gain 5,059,968 121,313 Gain 
*Evening World.............| 9,891,749 9,842,432 49,317 Gain 8,921,428 921,004 Gain 
Pi eaten wikaa Serco 16,525,102 16,245,237 279,865 Gain 14,705,916 1,539,321 Gain 
Bronx Home News......... 6,213,464 6,102,722 RiGh (4 Gate briasce. 52s ce tb. sce aenarecade: 
Rs e856 eis 8 6,063,903 5,803,533 260,370 Gain 6,655,486 851,953 Loss 
Brooklyn Eagle............ 17,282,915 17,899,284 616,369 Loss 16,718,464 1,180,820 Gain 
Brooklyn Times............ 6,087,186 6,982,716 895,530 Loss 5,255,662 1,727,054 Gain 
Standatd: Umoire..... 6.5 + 5,460,790 5,611,732 150,942 Loss 6,365,280 753,548 Loss 
CLS ee gC 21,160,335 21,811,503 651,168 Loss 20,483,166 1,328,337 Gain 
, | eee 31,834,173 32,715,561 881,388 Loss 31,068,405 1,647,156 Gain 
Herald-Examiner........... 12,849,684 12,989,895 140,211 Loss 12,179,577 808,077 Gain 
| EE Ra erage 5,465,301 6,078,525 613,224 Loss 5,689,395 389,130 Gain 
Se ere 14,276,163 13,726,488 549,675 Gain 12,694,074 1,032,414 Gain 
it ihatotan tO 5,010,831 5,112,342 101,511 Loss 4,974,867 137,475 Gain 
Philadelphia........... Inquirer......... oPatwais aah 20,174,675 21,896,330 1,721,655 Loss 21,460,500 432,900 Gain 
| SR ae ree 9,011,410 8,788,960 222,450 Gain 9,229,200 424,200 Loss 
NCC ON re 14,683,561 15,865,668 1,182,107 Loss 15,141,359 724,309 Gain 
*Evening Ledger........... 14,442,514 15,300,208 857,694 Loss 15,242,083 58,125 Gain 
DET irinussscaksemees 18,849,169 20,564,084 1,714,915 Loss 20,536,800 57,009 Loss 
ERNIE 3 SA a Saree cia e pane: 1,957,855 1,836,695 PAO GA he ized Posen aeuiaeaete eee 
FO acpi!’ 0 static ag Cadi 4,670,275 3,629,455 DN hss decidlewaaes se aeceacsassebedas 
RPT OCCRT ee ee See See ee 29,950,186 34,030,570 4,080,384 Loss 33,366,494 664,076 Gain 
cS rey se 12,959,310 13,516,636 557,326 Loss 12,699,092 817,544 Gain 
Breen ress oh Be ew REY 15,524,460 17,461,794 1,937,334 Loss 16,647,876 813,918 Gain 
Wlevelatidie ss seed osccawes Plate Peale? . 6.65.chc8Seka 17,554,250 18,418,650 864,400 Loss 18,895,650 477,900 Loss 
Le ee eee 12,032,675 13,059,450 1,026,775 Loss 13,056,825 2,625 Gain 
PR ie wtitwcn cascade shied 14,855,625 15,102,575 246,950 Loss 14,236,500 866,025 Gain 
eee err Post-Dispatch..............| 23,381,960 25,161,920 1,779,960 Loss 23,658,600 1,503,320 Gain 
Globe-Democrat............| 14,300,400 14,864,400 564,000 Loss 14,540,400 324,000 Gain 
PR 54:4 edits wdarectesdecicons 6,417,600 7,116,600 699,000 Loss 7,264,800 148,200 Loss 
Times 3,789,600 4,255,200 465,600 Loss 3,892,800 362,400 Gain 
RONCO Bin 5 hos wins Asana: NORMED ox 25ehis: 4 cicta AS tere 16,251,807 15,863,443 388,364 Gain 14,487,395 1,373,404 Gain 
EE Pee or eee 16,032,310 16,109,354 77,044 Loss 15,116,626 992,738 Gain 
PR gos 0 odily sit el sate 12,476,772 12,490,108 13,336 Loss 12,085,689 404,695 Gain 
TO CC Se a Eee 5,081,143 5,776,200 695,057 Loss 4,887,167 889,033 Gain 
WENO RIOAIO  2isic5.s ec hte aoarele 5,505,800 5,240,430 265,370 Gain 4,764,522 475,998 Gain 
acai S, alee ene 13,420,597 12,661,605 758,992 Gain 11,349,358 1,312,257 Gain 
Re ee 7,335,625 7,588,780 253,155 Loss 7,271,708 317,062 Gain 
Baltimore............. Ns eg tiacs cuate a aeerals 16,113,385 17,849,909 1,736,524 Loss 17,652,737 197,172 Gain 
MIVGMING SUS = oid ob hk ce 16,951,871 17,844,842 892,971 Loss 17,133,866 710,976 Gain 
NU 6059 ce saan 5,987,172 6,220,224 233,052 Loss 5,768,479 451,745 Gain 
 eviditaiaravanacdbers 8,332,132 7,905,894 426,238 Gain 7,737,788 168,106 Gain 
Ee prey: me 3,936,834 4,301,869 365,035 Loss 3, 173,685 1,128,184 Gain 
Los Angeles............ re ee ee 24,808,280 26,489,386 1,681,106 Loss 25,909,058 580,328 Gain 
Examiner..... 21,708,534 22,952,143 1,243,609 Loss 22,773,969 178,174 Gain 
. | Ee ree 9,464,686 9,213,582 251,104 Gain 9,399,516 185,934 Loss 
. rte 16,761,986 17,505,474 743,488 Loss 16,505,384 1,000,090 Gain 
|. Oey ern e 5,047,756 5,147,660 99,904 Loss 4,975,628 172,032 Gain 
i SRR aaa ua aed hee 3,135,594 2,871,722 263,872 Gain 3,208,772 337,050 Loss 
NG tissue omen’ EER ane 9,957,841 9,366,522 591,319 Gain 7,874,754 1,491,768 Gain 
: eee Se eS Rae 13,412,918 13,786,110 373,192 Loss 12,860,301 925,809 Gain 
| RR ere apa REE 15,136,722 15,551,069 414,347 Loss 14,721,381 851,674 Gain 
San Francisco.......... Giitinigle <5. ak. eo eotke nee 11,380,446 11,530,610 150,164 Loss 11,176,494 354,116 Gain 
NS COPE Foner 18,875,741 19,671,021 795,280 Loss 19,135,663 535,358 Gain 
0 ere rere 6,034,910 6,665,106 630,196 Loss 6,943,090 277,984 Loss 
ere eee 10,027,682 10,778,684 751,002 Loss 9,251,732 1,526,952 Gain 
WE ert ae 7,764,792 7,954,618 189,826 Loss 7,485,310 469,308 Gain 
Milwaukee............ 0 See epee 18,086,843 18,950,379 863,536 Loss 17,539,375 1,411,004 Gain 
SOIIBODS S53, (aceon cn aes 7,493,146 6,944,604 548,542 Gain 7,301,847 357,243 Loss 
pl SC ee aera er eee 2,688,034 2,970,348 282,314 Loss 2,881,711 88,637 Gain 
*Wisconsin News............ 8,756,804 7,509,129 1,247,675 Gain 7,290,613 218,516 Gain 


* No Sunday Edition 
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Figures Compiled by Statistical Department, New York Evening Post 


1927-26 1926-25 

City Publication 1927 1926 Gain or Loss 1925 Gain or Loss 
Washington........... ree rarer ro - 28,263,987 28,900,824 636,837 Loss 26,569,198 2,331,626 Gain 
oe ta ch'n Geenea ces 9,979,596 11,343,381 1,363,785 Loss 10,396,057 947,324 Gain 
*Evening Times............. 7,700,635 8,086,245 385,610 Loss 8,352,351 266,106 Loss 
ee ess ona ewes 6,549,687 7,028,191 478,504 Loss 5,327,998 1,700,193 Gain 
*Evening News............. 2,592,362 2,779,124 186,762 Loss 1,941,745 837,379 Gain 
ree tc ls) pie Ua 10,041,000 9,734,700 306,300 Gain 8,649,900 1,108,500 Gain 
Sr 15,329,700 14,870,400 459,300 Gain 14,124,300 747,300 Gain 
OR ea arr 14,395,200 14,308,500 86,700 Gain 13,707,000 600,900 Gain 
I Seis reek cater 3,426,000 3,451,500 25,500 Loss 3,426,900 33,300 Gain 
New Orleans........... Times-Picayune ne te 18,765,860 19,860,920 1,095,060 Loss 18,088,854 1,772,066.Gain 
CE to eae e oectirerck se 10,959,089 11,259,341 300,252 Loss 10,830,493 428,848 Gain 
PREG cists Ernie se ols Gee 9,084,817 9,787,445 702,628 Loss 9,092,665 694,780 Gain 
MNEs Sasa oe eain eens 6,758,932 7,031,349 272,417 Loss 6,186,978 844,371 Gain 

Minneapolis........... Muse cc San yehee 14,102,274 15,335,281 1,233,007 Loss 14,847,855 487,426 Gain — 
Mratiaaat ic cone hee en eee 14,242,417 15,561,859 1,319,442 Loss 14,392,219 1,169,640 Gain 
FE kendo he ete wane 5,842,731 5,673,842 168,889 Gain 5,207,321 466,521 Gain 
Remttle AS  oendioes Maree i un at oes 16,532,138 16,439,990 92,148 Gain 15,436,134 1,008,896 Gain 
Post-Intelligencer. . ve 10,767,778 10,402,532 365,246 Gain 9,035,362 1,755,908 Gain 
er ae re eee 6,416,410 6,763,344 346,934 Loss 7,062,074 295,730 Loss 
MMIGH RECON «5S ca ccec osloss 1,279,194 1,730,232 451,038 Loss 1,408,436 325,576 Gain 
Indianapolis........... TRS On eae re ae 18,277,127 18,272,586 45,459 Loss 17,897,664 374,922 Gain 
has a cok Seti ie ae 12,994,962 13,364,344 369,382 Loss 13,465,023 103,119 Loss 
PRMISOR See ed ae ee 5,379,006 6,005,829 626,823 Loss 6,015,234 11,805 Loss 
Re: epee IR ae ies eid te padi 9,452,954 6,687,352 2,765,602 Gain 7,175,168 487,816 Loss 
ee te ee 14'449'495 | 15,103,312 653,817 Loss | 14,806,400 296,912 Gain 
*Evening News (1).......... 7,888,896 5,411,364 2,477,532 Gain 5,618,592 207,228 Loss 
Providence............ SS SERS A ree eer 10,200,728 10,542,104 341,376 Loss 10,239,424 302,680 Gain 
MPR OUEED. 3S LAA ae tare Gos 13,984,887 14,175,342 190,455 Loss 13,373,496 801,846 Gain 
UEMEIO 5 68.5 oh, canter oe 4,097,903 4,718,533 620,630 Loss 4,573,162 145,371 Gain 
MS oc. ck es. Semeseieet 4,216,005 4,759,870 543,865 Loss 4,858,698 98,828 Loss 
GS. 65 csi es COOLS Fee 21,146,333 22,961,134 1,914,801 Loss 21,544,376 1,417,708 Gain 
ISAAC toe A inne 7,796,931 7,791,956 4,975 Gain 7,557,000 244,456 Gain 
MEADOR 6 ou. shsroak os kl he 12,232,446 11,993,990 238,456 Gain 10,307,311 1,686,679 Gain 
| Courier-Journal............ 14,252,011 14,789,402 537,391 Loss 13,571,569 1,217,833 Gain 
*Herald-Post (2)............ 87011312 |(3)13,650,715 | 5,639,403 Loss 7°751,760 219353 Loss 
WTS. os oce sss cccccvecesus 12°281°611 | 12,488,974 207,363 Loss | 11,126,384 | 1,362,590 Gain 
Sey i, i eee PADIBDAUCIN S00) Oe act cotais oes 9,811,858 10,135,468 323,710 Loss 9,634,072 501,396 Gain 
OS ee rer Tee 9,744,798 10,336,174 591,276 Loss 9,942,506 393,568 Gain 
PNORIS bie seni nage ROR TORT 9,022,836 9,125,396 102,560 Loss 8,479,590 645,806 Gain 
a eS ere eee 18,188,086 | 19,071,710 883,624 Loss | 18,849,726 221,984 Gain 
PROB INGUIEE «oc. co coos 10,206,294 10,166,184 40,110 Gain 8,952,972 1,213,212 Gain 
CS) SS ee en 2 World-Herald.............. 12,011,629 |< 12,549,474 537,845 Loss 11,465,538 1,083,936 Gain 
PE reer re 7,900,403 5,619,985 2,280,418 Gain 5,533,178 86,807 Gain 
Birmingham........... Age-Berald......... 26.5550. 5,804,106 | (4)8,549,996 2,745,890 Loss 8,344,602 205,394 Gain 
aD SRE 17°547:250 | 18,219,972 672,722 Loss | 16,972,872 | 1,247,400 Gain 
i ee Eee 6,532,498 6,102,754 429,744 Gain 4,911,830 1,190,924 Gain 
MichmMend. .......se66e. *News-Leader...............| 12,160,064 12,725,406 565,342 Loss 12,125,626 599,780 Gain 
Times-Dispatch............ 10,146,682 10,693,162 546,480 Loss 10,757,334 47,586 Loss 
be REE ys ere ON he ee 16,686,404 17,033,674 347,270 Loss 16,781,576 249,410 Gain 
ROEM NAS Paine cts ain ate 10,500,910 10,568,628 67,718 Loss 10,147,284 422,030 Gain 
EOS, Pa ae tay eal eres 7,528,766 8,092,434 563,668 Loss 7,948,304 144,354 Gain 
Se eRe GREGRIIE. oss os ote es 05 15,045,976 15,121,190 75,214 Loss 13,912,388 1,208,802 Gain 
Post-Wispatelt: 6.6 ac os 13,117,066 12,343,786 773,280 Gain 10,063,586 2,272,514 Gain 
SP era ere E 8,041,502 6,386,534 1,654,968 Gain 5,919,970 465,962 Gain 
Des Moines............ eee SEE RESORTS 8,656,686 | 8,094,779 561,907 Gain | 7,370,789 723,570 Gain 
WUD cs vcckixcioasane 10,039,838 | 9,608,754 431,084 Gain | 8,792,609 816,145 Gain 


* No Sunday Edition 


(1). Times changed to Evening News Nov. 22, 1926. 


Includes 3,258,109 lines of morning issue. 


(2) Herald-Post morning edition disc 
(4) Sunday Age-Herald merged into Sunday News, June 


ontinued with issue of March 5, 1927. (3) 
1, 1927; includes 3,544,520 lines in 30 Sundays. 
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How ONE evening newspaper 
COVERS 
New York and Suburbs 


q TOTAL CIRCULATION—the New York Evening Journal’s circulation for 
the six months ending September 30, 1927, was 680,681 copies a day—double 
the circulation of the next evening paper, plus 52,000 copies a day—more 
than the next two combined, plus 89,000 copies a day! 


g CITY CIRCULATION—the Evening Journal’s city circulation is more than 
the next ‘two evening papers combined! 


@ BROOKLYN CIRCULATION—the Evening Journal’s circulation in Brook- 
lyn, Queens and Long Island about equals that of the three Brooklyn papers 
combined ! 


@ UPTOWN NEW YORK CIRCULATION—the Evening Journal sells over 
100,000 copies each day in Harlem, Bronx, Washington Heights, Fordham 
and Westchester County in addition to many more thousands of Evening 
Journals purchased downtown and carried home into these sections! 


@ WESTCHESTER CIRCULATION—in this wealthiest suburban territory 
in the. United States the Evening Journal outsells all other New York standard 
size evening newspapers combined! 


@ LONG ISLAND CIRCULATION—in 53 towns within New York suburban 
territory the Evening Journal outsells all other evening newspapers com- 
bined ! , 


@ NEW JERSEY CIRCULATION—in 231 towns within New York suburban 
territory the Evening Journal outsells all other New York evening news- 
papers combined! 


@ SUBURBAN CIRCULATION—throughout suburban New York, within the 
fifty-mile shopping area, the Evening Journal has more circulation than all 
the other New York evening newspapers combined ! 


NEW YORK 
EVENING JOURNAL 


Greatest Circulation of any Evening Newspaper in America 
and a QUALITY Circulation at THREE CENTS a Copy Daily 
and FIVE CENTS a Copy Saturday 


913 Hearst Building 2 COLUMBUS CIRCLE General Motors Building 
Chicago, Ill, New York City Detroit, Mich, 


Se 


alt <i rast Dp it 
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Newspaper Lineage of Large National Advertisers 


Covering from 56 to 73 cities each month. No attempt is made to include all the advertising of each company. Data compiled through the co- 
operation of Hanford Ad-Chek Service and Advertiser’s Weekly. 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 

AUTOMOBILESWACCESS. 

Buick Motor Car Co...... 279,887| 306,896} 267,552| 240,970) 352,308} 368,455/1,149,189) 413,266} 330,847) 367,351) 363,687) 255,827 
Cadillac Motor Car Co... .| 119,046} 165,254) 300,169] 246,270) 280,061} 288,581} 144,037]........ 365,006) 164,863) 120,226) 430,011 
Chandler Motor Car Co...|........ 113,388] 182,301} 187,809} 153,933] 108,807) 106,880) 137,957} 110,897) 79,721) 651,165 8,766 
Chevrolet Motor Car Co. .|_ 873,460} 416,747| 335,432) 312,740] 319,020) 292,843) 311,919] 342,268) 476,572) 468,600) 99,474| 605,386 
Chrysler Motor Car Co....| 320,016} 280,553} 224,009] 519,685} 520,458) 507,329] 448,061) 530,022} 398,075} 393,612) 330,300) 119,268 
Dodge Bros. Motor Co... .| 478,475} 321,197} 189,122} 192,970} 196,846] 306,074] 684,494) 357,791] 328,524) 246,462) 150,018} 369,155 
PRIPGRTIGHOIAOOs:. 35d sacle |e he eee 125,583) 157,852) 118,848} 126,417) 117,593]........ 64,061} 43,547 5,237 
orek  toce pf Cd Ohana ine fein eee un mer Serene rhea is Menem ater S| meena: eaten cee - aneeena ral rag AGercr 1,347,625}1 458,144 
ee errno emer Serer 332,327| 366,826} 291,262} 175,545) 226,338] 426,418) 241,367| 299,783} 38,324 
GoodyearRubberCo.(Tires)} 79,376] 113,338|........]........ a re ree Sener: heres 135,956} 10,608 
Graham Bros............. Fen Eee ry Laem 88,325} 79,035} 72,857) 80,073) 147,115} 158,796} 127,879) 79,163] 59,638 
Hudson Motor Car Co. ...| 410,153} 424,161) 401,686} 398,639} 483,007} 469,991] 624,081} 563,616) 351,846} 338,774) 206,338] 131,402 
Hupp Motor Car Co...... | 284,468) 345,425] 385,994! 373,415} 343,535] 155,207| 99,748] 104,500) 90,786] 189,644| 226,869] 58.313 
Jordan Motor Car Co..... Re De es Sree Rn Meera: Ypareeten WI scot ees 99,013} 85,992) 44,401] 1,860 
Nash Motor Co...........| 243,292) 282,473) 333,138} 279,933} 228,170) 651,684) 752,025) 250,948) 258,426) 273,149) 189,606) 123,174 
Oakland Motor Car Co... .| 310,816] 296,818} 299,418} 262,543} 284,103) 246,521} 465,583) 328,479] 313,278) 287,974) 171,396] 162,346 
Oldsmobile Co............ | 244,173} 192,264) 235,460} 163,312} 174,055) 376,330) 202,195) 253,304) 162,716) 114,516, 22,631 2,532 
Packard Stoner Car Co... |... sche sss ccas SMEG MING 2H.  u clot oioueais stole ho somroaete | eieasip Sonal evel elaine 219,410} 140,289) 83,792} 43,175 
Paige-Detroit Motor Co.. .| 118,905] 123,089} 133,186)........ 77,638) 189,422) 37,618) 149,655) 130,022) 103,510) 73,508) 63,200 
Pierce Arrow Auto Co.....|........J.....0.0 [00.0 eee fee one! 1OG449)) $5OG63) oo eee eee NOD FAG isi sie.s, 50% 280,796} 93,874 
Reo Motor Co. (Reo and 

Wolverine). 3s ..6 6.08: 408,874] 240,804) 181,023) 144,558, 288,898) 191,638) 162,432) 124,565) 165,944) 256,671! 175,748). 117,503 
Studebaker Corp. (Stude- 

baker and Erskine)... .. 303,953} 421,822) 316,940) 478,736] 336,824) 215,054] 348,215) 483,253) 469,734, 488,569) 382,533) 262,016 
Willys-Overland Co....... 493,937) 412,006} 357,897) 442,277| 540,091) 320,877! 365,106) 251,980) 202,152) 478,941) 242,086) 245,266 
Cicars, CIGARETTES and 

Tosacco | 
American Tobacco Co. 

(Lucky Strike)......... | 509,911) 583,856} 636,300) 677,081} 648,617| 678,491} 398,379) 953,567| 915,606; 876,312} 591,278] 253,163 
Congress Cigar Co., i 

ee re evan disel DPS R86) A258) 1727S) SSS. items so s% 178,049} 183,311} 167,025) 111,373 
Consolidated Cigar Co. 

Dutch Masters.....0.65...). 66660. SS ree 4202) 525882) 733909): 040 Seth c evs 109,752} 90,529) 103,302} 69,493 

eee Te, eee err. 140,617} 117,561| 124,447; 73,561} 50,016/........ 120,284) 140,735} 165,833] 104,972 
General Cigar Co. | 

Robert Burns..........|...... 1,020; 68,501) 75,067) 110,730) 68,269} 76,920} 30,779] 98,408) 109,222) 85,494) 38,961 

EE ev iene SS Gabi bal watde 61,027} 92,302} 103,012} 98,117) 115,523} 69,172} 60,017] 108,253) 109,226] 103,707; 84,159 
Liggett & Myers Toba. Co. 

(Chesterfields)......... 10,074} 39,146) 598,182) 946,063) 57,685|1,035,440| 69,678) 955,935) 667,506) 428,632) 516,306) 164,557 
P. Lorillard Co. (Old Gold)}........)........ 234,260} 249,114) 320,844] 334,551] 448,212] 351,487) 357,030} 886,502) 870,447) 548,949 
R. J. Reynolds Co. 

I cs te Wyk kbp wa tee 636,191} 369,096} 283,582} 400,235) 404,991} 416,079] 295,028} 763,787| 790,638] 685,173} 98,979 

Prince Albert.......... Bee 530,782! 310,466) 209,211) 294,046) 301,390) 300,548) 226,402 3,380! 104,377} 605,071) 444,731 
Foop anp Foop BEVERAGES| 
Calumet Baking Powd. Co.| 85,403} 132,170) 177,514)........ PAGSS3)) FBO DOW a scscc cil aiewncratr dle occa ae 221,685} 218,683] 110,422 
ee gD a ee) nan, Se eee Pree ere 119,219} 165,020) 134,897} 146,818} 107,528) 78,919] 144,553) 123,243 
Fleischmann Co.......... en ae ae 135,996} 94,423] 85,665) 92,741] 101,216] 118,844] 139,355} 115,449) 8,002 
Pe. J, SOE Tk. 6 css ses. 133,753| 141,305} 160,847} 160,919) 171,445) 222,185) 190,227) 211,818] 146,675) .... ..|........}. eee 

No Product Named.....} 121,548} 109,076} 108,094| 110,116) 131,726) 165,156} 132,261 3,020} 115,439] 122,584] 140,716] 85,409 

ee een ye 11,491 6,716 POU oti eces 9,027 1,932 IEG ova 22 5 Goniny elt dod ican es 8,864; 5,516 

rere <eomray | 10,126} 24,952} 20,910 4,714 1,098 PPh GLOW O lod a ccs lay oes sncd allloreupcetelne Onmerey 

Rice Flakes............| 12,205! 10,612} 21,085} 21,483} 18,066} 39,708) 43,138] 44,081) 28,935]........ 10,772} 6,977 
Hill Bros. (Red Can Coffee)|........)........).0.0005. LOS | RAD fies canteen Reems noes ocr cveealiev aos cen ei 106,202 8,018 
OL Cae ae eel, MIRO Tbe. oes 294,308] 310,232} 254,983) 310,340) 317,925} 237,012)........J........]- oes 

ees. dss eee | ere 69,899} 40,000} 3,016)........ 840} 78,810} 93,624) 77,078) 43,537 

Corn Flakes. ......... Vase edie SEPOO ee aciaks 104,177; 128,483; 104,480) 180,715)........ MSS coe 1,860) 2,121 

1 ee ey lene ese Re cette, (Re | 43,354) 70,634, 70,594) 78,321) 66,889 DOO chine em ated annie 

No Product Named ....|........ | i | 76,878] 71,115} 76,893} 51,304) 55,558) 42,675|........ 20,332} 1,234 
National Biscuit Co.......|)........ eae | Pee ca ALA Os ry) 222,215; 200,956} 82,340) 157,274) 169,399) 149,840) 39,200)......-: 
Posten Wereal 650);.05%.. ool as aca dchind nace | 106,892} 141,348]........ 267.026) 197-301) 145733|. SU;/92).... oceans ve 

Bran Flakes........ et ee) ee ee et: Ge. © &: | ee S0665| G3G6GH, 27,505) ~— 268). w 2. 2c. jn..s-.-. 

- Post Toasties....... PAs a. ae a “a = 147,167! 107,463) 71,030 27,993| eget ate | eee pen) ee 
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co- 
-1| Sales Management 
82 
i ROLL of pen 
766 
a Of the original one hundred subscribers, here are thé seventy-five “charter members” 
1,155 of the Sates MANAGEMENT family who are still loyal “paid-in-advance” subscrib- 
a ers. They gambled $2. 00 on the first twelve issues and now pay $4.00 for twenty- 
on six issues — one year’s subscription. 
“ Jas. H. Rhodes & Co. American Type Founders Co. 
i402. Garford Mfg. Co. Chicago Paper Co. 
an Burgess Laboratories Finch, Van Slyck & McConville 
sin Beaver Soap Co. The Lewis Mfg. Co. 
1,346 The Maytag Co. American Seating Co. 
2,532 P. Duff Sons United Autographic Register Co. 
a National Refining ‘Co. Shaw Walker Co. 
3,874 Miehle Printing Press & Mfg. Co. Simonds Mfg. Co. 
— : H. B. Glover & Co. Warner & Swasey Company 
— Welch Grape Juice Co. Street Railways Advertising Co. 
2,016 } H. D. Lee Mercantile Co. Postage Meter Co. 
5266 Bradley Knitting Co. Russell M. Seeds Company 
National Casket Co. Berry Brothers 
Goodyear Tire & Rubber Co. Hibbard, Spencer & Bartlett Co. 
— E. L. Patch & Co. Clawson & Wilson 
1,373 Diamond Crystal Salt Co. Goodman Mfg. Company 
J. D. Adams & Co. American Crayon Company 
Atlas Portland Cement Co. Harsh & Chapline Shoe Company 
an Evinrude Motor Co. Square D Company 
8,961 The Upson Co. Berkey & Gay Furniture Company 
mais United Drug Co. Hurlburt Motor Truck Co. 
4,557 Wasmuth Endicott Co. Kennedy Valve Mfg. Co. 
48,949 Fuller & Johnson Mfg. Co. Standard Scale & Supply Co. 
3979 The Barrett Co. Graton & Knight Mfg. Co. 
a3 Mersman Bros. & Brandts Co. Dutchess Mfg. Co. 
adi — - - F. Mayer Boot & Shoe Co. 
03,243 coisa 1 International Silver Co. 
3,002 International Heater Co. ; ‘ C 
co American Writing Paper Co. ere pours 
= National X-Ray Reflector Co. > Wis Es ee 
“ Abram Cox Stove Co. A. B. Leach & Co. 
69m Oliver Chilled Plow Co. Et. 0. Tolan see 
808 Phoenix Mutual Life Insurance Co. Goodrich Rubber Co. 
43,531 S. F. Hayward & Company George Batten Co. 
2,121 Merrell-Soule Co. George P. Ide & Co. 
a Baker-Vawter Co. Bruce Publishing Co. 
a Northrup, King & Co. Interwoven Stocking Co. 
Aluminum Goods Mfg. Co. Kerr Glass Mfg. Company 
= —_— 
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Newspaper Lineage of Large National Advertisers—Continued 


Covering from 56 to 73 cities each month. No attempt is made to include all the advertising of each company. Data compiled through the co- 
operation of Hanford Ad-Chek Service and Advertiser’s Weekly. 


119,147 
49,024 


82,930 


584,190 


209,672 
22,329 
37,760 

1,012 
38,981 
10,497 

5,358 
28,824 

116,235 

3,884 


336,972 
297,183 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. 
Foop anv Foop BeveraceEs|(Cont’d) 

aed on Cuce eR. Cech ek xe enioes 32956, 15,308)........ ee he ee eer ee 

BRN ONOM A MEONE 20s jo Hi. ds eis 2h Sls Selb wane] site Damen en CRO scree, 588 2580) TOFS) TE OST. oc carlos coe ties 

ET Ee Sa Mee enery 35,556 oS 4 ao REE ECR | UPR eae GORE cried [Speen ak ofl Fee ME PPR ee 

No Product Named.....|........]......-. 13,442} 17,679|........ yo ee 
Procter & Gamble Co. 

RUD oe oie ord tenes 20,966} 50,362} 31,950)........ pees Ge | Ee ke erent 
re, ee MEE, ee eee oT) 61,925} 70,656) 114,710) 108,601]........]........ 

i) rr (Rae ME TAOS, CURMRCRET E'S lMMpern cre Whe: Mere tcrey | (mR OOmMUeyy | MReesr er perm snees tM tine | Ota hr fen | SAUER 223,202 

No Product Named.....|........ 67,930] 67,369)........ 44,132) 42,508) 71,807} 75,320} 83,803) 78,541 

RO Se Renee 1,172 ee 470 100 1,399 ere 594 

NN TOTES, ARETE, 9406 19,462)........ 6,488 4,376} 4,870) 4,180)........ 8,923 

PIE ROBB 8s oe sl coc wie ete wea S2 001) SE 466)... os: 1,999 2 | ag eae | bP? ae 60,966 

Puffed Rice and Wheat.|........}........ 885 Wee 22 ee Aut Se 14,728} 18,396 1 17 | 1,043 

ee Seen a) Seer te 13,660} 10,603)........ 8,836 8,654} 18,238} 13,759)........ 15,343 
| ne Pe eee ee MAP: Meera. Sere Se ee 60,316] 56,037; 68,879 
CS, © EES, Kee TIe Ws | SPOR Nes ert UR or |) anieeten | (ERI Uey. S5°5861 9465595). “S6:317). 6c... 46,709} 50,779 
House FurNISHINGS 
Maytag Co. : 

(Washing Machines)....| 104,385)........]........]........ 143,482] 109,641} 95,806} 95,795; 81,542! 171,712) 162,464 
ee ee ere eee: ae ik ie |! ee Serene Pree es 148,452} 103,035} 25,760 
Westinghouse Elec. & Mfg. 

ioc tale ce niga ae eeke caCORE: Wiieeae Meats 132,737| 122,475| 178,926} 69,641) 31,124) 65,745) 148,665) 103,652 
Drucs AND TorLet Goops 
Cuticura Laboratories... .. NER 5 os t-aa8t co and pecan eae 92,550} 92,834} 95,008) 104,906} 100,531} 110,326} 107,243 
RIS TANU AR NAANERUS ROD ebb a/v oeclorw cbc s Siac raion wigs Sale Merma emia ee ants 34.449) 28974) - SANGIN. co. leit 
Dr. Edward Olive Tab.....| 76,371} 80,672} 92,293} 66,743 eS es eee eer Mere 65,920) 68,771 

rere 78,898} 81,948) 94,130 BT ised hei ocn wits 16n-Lea eeds ea 33,550} 80,042 
TS RESETS: SOE MN AUNREE SY Aearapeae SUE ene: Je 7c) ae Az: || arn Ree emer] Cena tect 144,515} 112,011 
Lambert Co. 

(Listerine Products). ...| 111,877} 187,937} 300,937| 308,934] 398,256] 104,646] 246,965) 455,792} 389,397} 435,101]........ 
re 551,424! 688,480) 580,479) 551,015} 380,249] 465,902) 380,384) 371,699} 219,852)........J........ 

| ER pa aeeeee e 178,493) 169,740) 156,847} 108,826} 102,928] 202,682) 159,401] 148,111] 81,813! 68,673)........ 

I are praia ton ea Bas 163,957| 216,660) 173,142) 181,625) 167,567| 164,648) 75,202) 67,201 ne 

TTL SES nat eee ee 125,488] 190,871| 172,776) 138,886) 107,636} 94,446) 142,991] 152,399} 127,254) 73,880)........ 

No Product Named..... 2 ee 3,369 6,577 2,118 4,126 3,240 3,988 Se ene 

Lux Toilet.............] 71,869} 111,209} 74,345] 115,101} 96,602} 91,694) 71,863) 52,895) 70,462)........)........].... 
OE NO ios 6s Aico wales a Vacs > ee 93,887 90,557| 103,768) 155,461} 162,985) 98,412) 111,995 
Ne a ee, ee ern, erent 296,825] 294,501] 263,025| 306,452|........ 330,590) 206,142 
Procter & Gamble Co.....|........ 90,393} 138,236) 134,580) 117,020) 145,078) 145,670) 122,463) 224,791|........|........ 

eT: ee 15,338] 21,682) 25,634; 29,320] 70,043} 90,880} 76,261} 127,959] 111,455]........ 

NTN TT MR ye 29,513} 34,150} 35,076) 19,845; 11,902} 16,896} 23,803] 43,710)........)........ 

Re eae! SaaePmee ee 21,370} 27,462} 40,940) 66,090} 44,724) 17,927) 17,663) 45,891)........|........ 

No Peodact Named... ..|......<.].....50. BROS occ tis ae MOA GO) secniesuatere 4,736 Hie) Nee eee ee ee 
a ee er Sree SOR meRe heen 71,804; 60,591) 57,132} 66,701]........ 67,970) 68,463 
Sterling Products Co...... 987,065|1 ,235,047|1,255,596! 572,719; 659,507| 429,030) 433,572) 356,739) 497,467|........]........ 

Bayer’s Aspirin........ 401,226} 156,905) 457,183} 131,059} 133,033} 26,045} 112,796) 118,469) 135,466) 300,946) 369,955 

Caldwell Syrup Pep ....| 88,245) 114,738] 120,871} 95,100) , 93,672} 70,498} 66,425 172} 115,729} 134,739) 134,730 

Calif. Syrup of Figs... .. 111,413) 116,645) 122,914) 21,390) 20,766} 17,830] 18,678) 19,463 2,841] 140,607) 133,418 

BD) esau ces 41,445) 75,044) 70,903 940 1A MMR ge] MTS Bees | heavens ce 516} 84,419) 111,575 

RS Seer ere ie 117,101} 126,814) 120,037} 97,796} 97,746) 98,659) 89,305) 101,202) 98,879) 175,035) 177,628 

Danderine........... 30,318} 53,595} 63,783 8,685} 65,507 CE eee Sree re 434) 114,813] 105,080)... 

Papes Cold Comp. ..... SE, DE . Re 660 ob Becvnis be baeraceb esas kceaeetane 32,700} 63,501 

co eee US RS eee ee Cee eee. eee 345} 83,060} 63,161 

Phillips Milk Mag. ..... 72,420} 86,175} 103,051} 91,261) 104,996} 104,679} 93,397] 62,240) 108,623) 105,728) 108,957 
Swifts Specific Co.(S.S.S.).| 100,138} 132,248} 151,796|........ 133,350} 78,573; 63,949} 89,636)........ 171,328] 179,862 
Wyeth Chemical Co....... 119,765) 150,595), 176,338) .....6 6.63 Vt ee See Sree a 139,762) 132,054 
Rapio anp Musica: In- 

STRUMENTS 
Atwater-Kent Co......... Ee Re REE MET, SON ME OME er  Coe iar 91,173} 519,545} 316,763 
Radio Corp. of America. ..! 222,691) 374,144] 120,253]........|.......-}........ SB 398) cscs 305,046} 70,952) 197,534 
SE eer SRN RE SCR SMA eure te 31,863} 120,412) 129,710] 115,596 


75,621 
mi 
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ALL ROADS LEAD TO---- 
Fort Worth 


First In 


RAILWAYS 
HIGHWAYS 
AIRWAYS 


FORT WORTH 
WEST TEXAS 
TERRITORY 


Rich In 


AGRICULTURE—OIL 
LIVE STOCK and 
MANUFACTURING 


With Its Make every month of the year commer- — 
Tremendous cial activity. 125,000 Daily 

Buying Any market is bound to be a good buy and 
Potentialities that is backed with resources like this Sunday 


one. But where can you find another one 
so wonderfully blessed in this way? 
And too, where one paper dominates the 
territory as this one does? The STAR- 
TELEGRAM — RECORD TELE- 
GRAM with a circulation of over 
125,000 Daily and Sunday (Charter 
Member of A. B. C.) has more circula- 
tion than any three or four papers in the 
Trade Territory. 


Just a Newspaper Covering 1,100 Towns 


AMON G. CARTER 
Pres. and Publisher 


A. L. SHUMAN 
Vice-Pres. and Adv. Dir. 


Charter Member Audit Bureau of Circulations 


222 


SALES MANAGEMENT 


Marcu 31, 1928 


Current newspaper information in 


cities listed below can be obtained 


from publishers’ representatives. (See 


key on page 257.) 


Alabama 
SOC a, ne ace eee Pe 48 
Barri a anaes eeeeeee es eeesneeeeee OO-3 
SOS | tr Oc 
ot ete ee mneten em e || 
pS: eens | kes 
CS I i Oe eee et 
MRUBI AN ca cadecpctsdh ora oaaccceecle scare aS 
Mobile ...... Wee. | 
Montgomery ............. : 16-66 
SN Hac thstaisristcaooniwreansnieciosessnuncotle Direct 
CLE DOSS See ne ero REE Pre 40 
Sheffield and Tuscumbia 5 Sa ee 17 
SII sites ccaceceinscoinccsesiane Direc 
| RRS RRR coun direct 
Tuscaloosa ...... eee Direct 
Arizona 
Bisbee 119-2 
Douglas Direc: 
CDE See nC Leelee 113 
Miami ...... 28-79 
OMAR ye Ge eh tine bre ee 4 
Phoenix. ...... 79-125 
LES eas ne 1 
Jil) ..35-86-109-84 
Arkansas 
Blythevil'e yosipae 
El Dorado ................. blk eee 
Fayetteville 113 
CLEC; ee ee eee 8 
ETDS SESE OPT AD 113 
Hot Springs ............ ...113-Direct 
Jonesboro ... met eres 
Little Rock ............ .....16-18-96 
Paragould .................. .... Direct 
Pine Bluff .... w4-Direct 
California 
Alameda. ...... Weetie 108 Direct 
PRMRRPINADION OR So tacacccaieaniese ee Direct 
CASS CS Te 
EON ae tt | rrr _A6- 109- 17-84 
re 
Brawley i 
Calexico 
COS ORE es ee erate 
El Centro SL ROAR ts Sep ne ao a 86 
Eureka ........... Saeed ee 
EMMONS occas ces dsccnssnsdotvsesstesoncc OED 
Glendale .........0.0........ ....86- Direct 
RIGO oncnsnnncsccsiccccssscossisicssococass. an BO DIPOCt 
Hollywood ....... Scat 86-Direct 
RT 125-7 
Los Angeles ......129-93- -73-8-49- 
125-25-88 
Marysville v2 8-86 
Modesto ...... 125 
Monrovia 86 
Monterey ............ 86 
Nera ........ .4-Direct 
Oakland .............:. 125-116 
COE, Te ee neers Direct 
Palo Alto . 86 
oS | enn _125- 8- 93 
Petaluma ....................... ..113-Direct 
POMOAR: adios eee 86 
Redlands. .......... Direct 
Richmond... ...86-28 
RUT a och tcc i oe eae 28-86 
Se Ct a ee 93-89 
San Bernardino 86 
San Diego .......... 3-93-40 
San Francisco ....93- 13- 125- 129- 
3-88-25 
RIMES cece res. ss ted 72-96 
os Luis Obispo... 86 
San Mateo ............. Dic el ce hee ns ee 86 
San Pedro .............. ; ....86- Direct 
Santa Ama «0.1... ... Direct 


(Continued on page 224) 


Circulation and Rates of N ewspapers 
in Cities of over 5,000 Population 


Circulation statements as of September 30, 1927 


Municipality 


ALABAMA 


ANNISTON. 64 2.0. <2.- 
BIRMINGHAM......... 


DECATUR... 
DoTHAN..... 


PLORENCE., = «6566 ass 
GADSDEN...5 .. 2.55.50% 
HunrTSVILLE.... 


MOBILE. 52.5... 


MontTGOMERY. 


SBGMA.:. 650. 4.540 
SHEFFIELD & 


TuSCUMBIA........ 
VALLABEGA:..05. 6 bo sc8 
MUNIN. ors Bee 
TUSCALOOSA: .5-6s0% 5: 


ARIZONA 
BISBEE..... 


DoucLas. . 


COL ae a pean te 


MiaMI..... 


NoGALEs.... 


PHOENIX. «0.55 66 oe os 


PRESCOTT. 2... . 2.55: 


TOCSON 5. <.-- 


ARKANSAS 


BLYTHEVILLE. . 


Fi ORADO..........2..¢. 
FAYETTEVILLE. . 
PORT SMITH <... .. o5 2: 


THEMENA, 566 ss 6 ese 
Hor SPRINGS... . =. <. 


HONESBORO). 66 60525 
LittLe Rock.... 


PARAGOULD... ..5....- >. 
Pine Buiurr..... 


CALIFORNIA 


AVAMEDA. 3.65.2. 


ALHAMBRA.... 


ANAHEIM. .....5505 65 
BAKERSFIELD........ 


BERREUEY. .... 5.655: 
BRAWLEY....4. -.005.00% 
(ATEXICO. .. <0... 5. 
RIGO). a eS ow ee 
Bi GENTRO...........25 
BUREKA.... 05 00.00 054 
PURGING): 4. corenucoen 


GRENDALE.. 2... 3.5 


HANFORD:, 665.04 25.2005 


Ho.Liywoop... 


| Line 6 Month Max 

| Publication Rat Average| and Min. 

| are {Net Paid| Mil. Rate 

| Star (E.). $0.04 5,878 $ 6.81 
Age-Herald, News s (M. & EL 

Comb.)........ Pads 116,955 2.22 
Post (E.).. yy ie 63,005 1.90 
Daily (E. .. .03 4,276 7.02 
Eagle (E.).. eae .04 3,175 12.60 
Times-News (E. )*. .045 =e 
Times (E.).. .0536 8,542 6.29 
Times (E. ex. ‘Sat. ).. .03 3,700 8.08 
News-Item whe .05 14,316 3.49 
Register (M.).. .08 23,370 3.42 
Advertiser (M. :. jc .07 22,261 3.14 
Journal & Times (E).. = .075 22,509 3.33 

eo! News (E.).. re ore ig 2529 7.07-4.2 

ee Times- Journal (E. )*, .04 5,778 6.92 
Tri-Cities Daily*. . 045 Po.) eer 
Home (E.). a: Ae Pee 30” 1,408 15.22 
Messenger (E. \ a cao 1,450 12.32 
News & Times-Gazette (E. 2. | 50" 4,300 8.31 

| 

Ore (E.). ee aes 45” 1,800 17.86 
Review (M. ¢ ex. M. - seghe MOS .035 4,005 8.74 
Dispatch (M. ex. M.)........ o500 2,973 12.01 
Arizona Record (M. ex. M. wis 50" 2,000 17.86 
Arizona Silver Belt ene dn 0 2,150 16.61 
Bulletin (E.).. - bo" 2.575 13.87 
Herald (E.).. 50" 2,618 13.64 
Arizona Gazette (. “? ; .06 12,867 4.66 
Arizona Republican M. ). ‘a .08 24,116 3.32 
Courier (E.). = .03 3,642 8.24 
Journal- Miner (M. ex. M. A). aZ”..30" 3,535 | 8.49-6.06 
Arizona Star (M.). By, | .04 6,076 6.58 
Citizen (E.).. eal .04 5,937 6.74 
Independent (E. }... 45” 3,783 8.50 
Courier-News (E.)........... 035 4,216 8.30 
News (M. ex. M.){.. 05 6,980 7.16 

Shee Democrat (E.). 025 1,945 12.85 
Southwest-American, Times- 

Record (M. & E. ‘nunda .10 23,164 4.32 
World (E.).. Sa . .025 2,845 8.79 
New Era (E. ye .025 35726 6.71 
Sentinel-Record 1 (M. ex. M. M.).. 42” 4,489 6.68 
Sun (E.). aA 25" 2,864 6.98 
Tribune (E. >, | SO" 3,924 5,46 
Arkansas Democrat (E. ex. | 

Sat.).. | 09 | 29,882 3.01 
Arkansas Gazette (M. ds, 12 41,257 2.91 
Press (E.). 5)" 1,250 20.00 
Commercial (E. 2 Sas iiex as 035 7,378 4.74 
Graphic (M. ex. M.)......... | .03 4,195 7.13 

| 

:.| Times-Star (E.)*. . |.035-.03 4,375 | 8.00-6.86 
ey sole Post-Advocate & ). | .04 8,097 4. 7 
Bulletin (E.) . ea aed .04 4,033 9.92 
Californian (E.)............ | 05 9,765 5.12 
Echo (M. ex. M. Ltt. ott | aa . 
Gazette (E.).. 05-.035 7,661 6.53-4.57 
News (E.)*. . .03 1,935 15.51 
Chronicle (E.). 025 1,210 20.66 
Enterprise (E.).. nae Se .03 2,383 12.59 
Record (M.. ex. M. 2. i RSE .025 1,999 12.5) 
Imperial Valley Press........ 45” 2,632 12.21 
Humboldt Standard “ 

(E. ex. Sat.)°.. 03 5,114 __ 5.8) 
Humboldt Times (M. ex. M. M.)° .04-.03 5,910 6.77-5.08 
Bee (E.).. .08 25,018 —_ 
Republican (M.).. wen 10 | 28,951 3.4 : 
LO OR ae ae .06 10,066 a 
Press (E.).. ree .04 6,066 re 
Journal (M. ex. M. I). 025 | 1,566 
Sentinel (E. Bs 025 1,611 a 

we Citizen (E.).. eye 06 | 10,216 rr 
SS eee 05 9,493 5. 


Newspapers, Members of ABC shown in Boldface type. 


**Gov’t. Stat. 9-30-26. 


*Gov’t. Stat. 3-31-27. tABC Stat. 3-31-27. 


°Three months statement. 


ttABC Stat. 9-30-26. 
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Profits—Await you in the 
Rich Oakland Market 


Profits—await you in this market ... there 
is plenty of money... every one is healthy 
and happy... standards of living are high... 
new fashions, and things to eat and wear are 
always sought . . . what is new in air and 
land transportation is heard on every hand 
---factory payrolls of $62,400,000 in 1927 
.-.a highly concentrated, all-year market 
of constantly increasing consuming ability. 
Se 
This is Oakland and its trading territory. 
we 
Now, as always, the TRIBUNE has the largest circu- 
lation of any Oakland newspaper. For the past three 
consecutive years the TRIBUNE published the 
largest volume of advertising of any newspaper 
in either Oakland or San Francisco. Results 
and performance have no substitute. 
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Intensively merchandise this highly respon- 
sive market through exclusive schedules in 
the CaKLAND TrispunE. Hundrds of 

national advertisers have proved 
that results are sure to follow. 


2S 


a J 
» 
; Few realize that the distance from Oakland Bridge is 58 miles; the shortest route is a 
to Seattle is 1,004 miles—about the same train and boat ride of about seven miles, 
as from Chicago to New Orleans; to San about the same as the train time from 
Francisco by land and the Dumbarton New York City to Philadelphia, Pa. 
d SS 


= 
: 


v7 


OAKLAND, CALIFORNIA 


Eastern National Representatives — 


WILLIAMS, LAWRENCE & CRESMER CO. FRED L. HALL COMPANY, INC. 


285 Madison Avenue, New York City 507 Montgomery Street, San Francisco 
360 N. Michigan Avenue, Chicago 514 Leary Bldg., Seattle and C. of C. Bldg., Los Angeles 


— —Pacific Coast 


IE 


OAKLAND’S ONLY LOCALLY OWNED AND EDITED NEWSPAPER 
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SALES MANAGEMENT 


Marcu 31, 1928 


(Continued from page 222) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


California—(Cont’d) 


Circulation and Rates of Newspapers—Continued 


Santa Barbara ................-..-- 86-109-84 
Santa Cruz ......... SE as tracted. 86-Direct 
Santa Monica ..... Direct 
Santa Rosa 86 
Stockton. ........ 86-72 
a es 28-Direct 
Venice Direct 
Wipalia: -... 86-28 
fo, | ar 86- Direct 
Whittier Direct 
WeMinewen: nn ee Direct 
Colorado 
Boulder Direct 
 , 64 
Denver 75-3 
Fort Collins 79 
Grand Junction 61 
Greely Direct 
Longmont Direct 
Loveland Direct 
LN eer nee. 89-79 
RN ic cntctinmmeni 64 
INN ae 113-119 
Connecticut 
Ansonia ............... 64 
yeti) | 35-8-49-Direct 
OSS GS eee eee 50 
aN | 
ECS £1) 5 | 66-49 
Manchester 50 
Meriden 49-82 
er 82 
Naugatuk 50 
New Britain 50-5-90 
New Haven ............... 7-82 
New TiOnGOTy: ...ncc.g.sccesscssecence 49-Direct 
| | ees 35-82 
ES ee ee Se ee Direct 
Stamford .............. 82 
Torrington 82 
Wallingford 98 
Waterbury 49-82 
Willimantic ...... 82 
| |, eRe Lo | 
Delaware 
Wilmington 17-110-59 


District of Columbia 


Washington ........... 3-13-22-76-97-15-24 


Florida 
Daytona Beach —...___.____._8 | 
Gainesville 5 48-5-90 
Jacksonville . 8-64 
Key West ............ Direct 
Lakeland 18-48 
OSS eee ees em 79-69 
re 17-48 
Palatka 48 
Pensacola .......... 64 
St. Augustine 119 
i has... 28-113 
Sanford 48-35 
fi) ES SSeS ee 48-Direct 
Tampa 7-18 
West Palm Beach... ccccsssssssssssn 48-64 
Georgia 
ESR RRM TE TS 17 
Americus _....... 48 
PC | re 44 
ES 2 2 22-30-16-110-15 
Augusta 17-44 
Brunswick ... 28 
Columbus .... 7-16 
Gordele ...............--- Direct 


(Continued on page 226) 


Li 6 Month| Max. 
Municipality Publication i Average| and Min, 
ate {Net Paid} Mil. Rate 
CALIFORNIA (Cont'd) 
Lone BEAcH......... Press Telegram (E.)......... $0..12 38,528 | $ Re 
ID 6 nathin.s €6.6-0.0 6 Saat ee .07-.05 14,152 | 4.95-3.53 
Los ANGELES........| Examiner (M.).............. .46-.42 | 199,708} 2.30-2.10 
8 eres .28-.25 129,559 2.16-1.93 
SS) A ee eee 48-.45 | 206,879 | 2.32-2.17 
Illustrated Daily News (M.).. .20 | 106,777 1.87 
Journal of Commerce*....... 1.25’’-.60") 2,156 |41.41-19.88 
De a.che Goda w + #9 $4 ste 54,705 2.19 
_ 0S ee 34-.29 | 143,608| 2.37-2.02 
MarysviL_e.........| Appeal-Democrat (E.).. .04 4,873 8.21 
DIDDESTO ...6. 66:08 5088 News-Herald (M. & E. Comb.) .06 10,423 5.76 
LON ROWIA 6:05 5-5. 56205 POW) oo sclcreneicee naw e .03 2,245 13.36 
MonTEREY.......... Peninsula Herald (F.)........ .03 3,119 9.62 
PRE es oes Sak ee Journal (M. ex. M. it Span es 25” 1,770 10.09 
Register (E.).. Pans .025 2,350 10.64 
ee Sr eres Post-Engineer . ).. 18 59,427 3.02 
Tribune (E.).... BS Al 80,239 2.62 
eee NS a .03 3,525 8.51 
PACES AUTO 5.05 as ok | ere .045 4,480 10.04 
PASADENA Post (E.).. .05 9,522 5.25 
Star News (E.).. atnteale .09 17,397 5.17 
STE C7 2) | eae C1 Se Ae gis 
POPAGBIA. «65.0566 Argus (E.).. cieaeea 03 2,723 11.02 
Courier (M. ex. 'M.). eae tr .02 1,750 11.43 
a Progress-Bulletin (E.)°....... .045 6,528 6.89 
| rr RPE or re rrr .03 3,134 9.57 
RICHMOND........... Independent (E.)............ 035 3,805 9.20 
Record Herald (M. ex. M.)... 40” 3,117 9.17 
RIVERSIDE...........| Enterprise (M. ex. M.)....... .03 4,456 6.73 
Let 5) a a ee ne ee .035 6,809 5.14 
SACRAMENTO......... LS | eae 612 50,109 2.40 
ae rarer 06 | 14,042 4.27 
San BERNARDINO..... Sun-Telegram - & E. 
Comb.)°. me 06 | 13,043 4.60 
San Disco.......... Independent (M. | ex. M. a Seer 05 5,787 8.64 
SUNN Ro) sg oa es regan ae Boe ct .06 20,109 2.98 
Union & Tribune (M. & E. 
MMNRENNE Yc ceo et eh aiacbie Sara eee -14-.12 51,325 PRUE 
San FRANCISCO...... EMD opis 8 Cae ee neu .22-.18 81,505 | 2.70-2.21 
Call (E.).. -30-.25 108,501 2.77-2.30 
Chronicle (M. ‘. es ee eS 95,961 | 2.92-2.61 
Mryaminoer (91.)..... .......0608%5 .42-.37 | 186,372 | 2.25-1.99 
PUOWPEE ite io fo oscar aes, 65-5050 .20 83,748 2.39 
DANGIOSE sas0 cade acon Mercury Herald (M.)........ .075 | 18,484 4.06 . 
SS RES S eprere .04 7,261 5.51 
San Luis Osispo..... Tribune-Telegram (M. & E. 
NS errr ey 045 4,277 10.52 
San Mateo..........| Times & News Leader (E.)... .04 4,055 9.86 
Saw Pepro.......... 5 er eres .04 6,173 6.48 
ison a Sais pneoewns .04 4,898 8.17 
Sawra ABA... ..6 6656.5) BE) cies ces vevess .06 10,920 5.49 
Santa BaRBARA...... NE 5.60 8 Uw axes ees 045 6,921 6.50 
Bree ee ok 6 Siac cesta es .045 5,645 7.97 
Sawra Cauz......... a | ere .03 sar 9.45 
Sentinel (M. ex. M.)......... .03 3,462 8.67 
Santa Monica....... St 84” 9,997 6.00 
Santa Rosa......... Press-Democrat, Republican 
Oe fe eee .065 | 12,563 5.17 
DRORRION 66s vn das sce Independent (M. ex. M.)*.... .045 9,160 4.91 
| = aererere .075 | 18,474 4.06 
eS et ii, | ee .025 1,503 16.63 
News(E.) . “ oa5t? 1,236 14.45 
Times-Herald (M.e ex. M. M.)°. 03-.025 2,700 | 11.11-9.25 
DE. 5 sax cavaake Vanguard (E.)....... oe .03 2,806 10.69 
ee eer Delta (M. ex. M.)........... ae 1,893 13,21 
_ ERR .025 1,719 14.54 
WATSONVILLE........ Parjorian (E.)............... .03 1,925 15.58 
Register (M. ex. M.)......... 42" 2,301 13.04 
WHITTIER........... a .03 3,336 8.99 
eee lk er .03 2,430 12.35 
COLORADO 
DewaeGR.... 2.00.5: Camera (E.).. 30” | 2,460 8.71 
News-Herald (E.). . 30” | 2,450 8.75 
CoLorapDo SPRINGS... ay & k Telegraph 
(M. & E. Comb.).......... .08 | 13,004 6.15 
Denver.............| Post (M. & E.).. Par .36 | 172,009 2.09 
Rocky Mountain News & 
Evening News (M. & E. 
Comb.).. eee 23 | 94,122 2.44 
Fort Cou.ins....... Express- Courier (E.)**....... .035 4,535|  _‘7.72 


Newspapers, Members of ABC shown in Boldface type. 
***Gov’'t. Stat. 3-31-26. °Three months statement. 


*Gov’t. Stat. 3-31-27. 


tABC Stat. 3-31-27. 


**Gov’'t. Stat. 9-30-26 
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---In San Francisco ~ 


Many 
UF, 
CHetcr 

Em) Ss riNG 


ak 


r 8 = ODD 
Pegara,” Given ace 5 or 


You » é ; re asiy 42, 
YOu hay JUr gone ‘8 aseireget and 


Using the San Francisco Ex- campaign offers a hint to other 


aminer exclusively, the Anso manufacturers entering the same 
Company of San Francisco in- territory with new products or 
creased sales on Anso Tonics by with established products adver- 
40% during the first month. The tising in San Francisco for the 


successful outcome of this test first time. 


Circulation—Latest Publisher’s Statement—Daily, 186,372—Sunday, 360,764 
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(Continued from page 224) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


Georgia seinen 
Dublin ............ 


ca cco linet alae 48 
Macon Shetek ik 7-16 
UINRRNE S02 oh ees 48 
UA SS eae cr. | 
Savannah. ........... Ri eae oe eae oe 18-44 
Sec) (| | rr Direct 
Valdosta i 
Waycross .............. 
Idaho 


Boise .......... pels ts Ca 
Coeur D’Alene Et aha J J rr 


Brie NS a 99 
ONT 5 i Direct 
ESSERE COR eee nen ees T Ts 


PRIN oe A ah 


oe | na 99-113 
Illinois 
PORN po Es dL by tn 1 


eo, Oe eee RE TOE ee 


Beardstown 2........ccccccccses0eeccc.. ..... Direct 
Belleville 62-Direct 
Belvidere Rens: | | 
Benton Dineen se en, 
rn 117-44 
Cn ltr or 


Canton 2 


CES SSA, Seer 


CL EA | SS ON Direct 
CE 3 [Te eee Direct 
Champaign-Urbana 1 
Charleston Direct 
Chicago ...70-127-66-77-80-15-25- 
110-128-130 
CLT Ree re See i! 65-28 
BONNIE © Sei scsi oor 37-96-2-100 
LOS eee een 30-44 
LNCS mT 4-Direct 


Me i coe 


Duquoin .. estate shel iaidis hid cata 
East St. Louis. 35-113 
Bd wardsvilbe e....ccccccsssscsesesessseee 106 
SE ieee eee Direct 
I hha ha tausnliuvacecaniinitaaneeee 37-1 
CS | eT TNT Sai. 8 
ain tae 2 
ERY TE 2 
0 ee ee 106 
ELC es CP Ta. 106-62 
Hoopeston ................ elaine aidendnaialeielaala 113 


Jacksonville . 
[1D ee Heres 


Kankakee 

Kewanee 

PONSHNE I oe C2 hd he 
Di WHEMCOVI DS oanncccccscecsecsccescscsscosorscscecseee Direct 
BUMIISINIIN GS soo es on i ee 106-113 
LPO i (ae eee ee 106-Direct 
BRROTIAD csc secscscsddosestcconcs Direct 
Marion -106- Direct 
Li, CS ee a ele PO et: 
Moline Lae canny iy meee 
BCTV ch || F | ee ce pamere 65 
UES Trl ae Oo cc) 2) a eer Direct 


Mount Vernon unn.cccccccccosecccscesscocsassd 
Murphysboro 
NOURI a Ss aiid teatro le ee 
Pana 


Paris 106-96- es 
ot er oman tee 

SN ee nee eer ia 
re er re .....106 
OY ae Direct 
an 2 


8 AS ne 
BROCK TRIB | vssiccscscccsecce 
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Circulation and Rates of Newspapers—Continued 


(Continued on page 230) 


Newspapers, Members of ABC shown in Boldface type. 
°Three months statement. ***Gov’t. Stat. 3-31-26. 


°°Recent consolidation. 


rm 6 Month Max. 
Municipality Publication Rat Average| and Min. 
| are _|Net Paid] Mil. Rate 
COLORADO (Cont’d) | 
GRAND JUNCTION.....! Septal (G-).:, cs casas kar $0.03 4,604 $ 6.52 
ee | Tribune-Republican (M. & E. 
& See 035 | 5,310 6.59 
LonemonT...........| Call (E.) 0" 1,600 13.39 
8 ere rare. a” 1,585 13.52 
BOVEUAND: ..064 b05-35 | Reporter-Herald (E.)***...... 230" 1,965 10.90 
eae ll ll .04 8,593 4.65 
| Star-Journal (E.).. .05 10,661 4.69 
STERLING............| Advocate (E.).. .04 4,461 8.97 
TRINIDAD............| Chronicle- News (E. bes .02 3,088 6.48 
| 
CONNECTICUT | 
ANSONTA...... 062.0545 | Sentinel (E.).. ane .04 7,083 5.65 
BRIDGEPORT........ .| Bridgeport Life (Sat. ae visa) 16,151} 6.19-4.33 
| Herald (Sun.).. 10 42,153 2.37 
| Post & Telegram M. &E. 
| _ Comb.).. 15 44,739 3.35 
Times-Star © ).. .10-.07 16,976 | 5.89-4.12 
Basero..............| Fees t@.).. 60" .35"" 4,699 | 9.12-5.32 
Dansury............| News (E.) 36" 7,637 3.37 
fC oS .025 5,504 4.54 
PPARTFORD: «... o50500%> Courant (M. 10-.09 37,029 2.70-2.43 
Times (E.)°.. Re a 56,077 2.67 
MANCHESTER........| Herald (E.)... bs seas Sea gadis, wy uta AO 4,546 | 11.00-6.60 
Menipen............| Jowmmal GB)................},.055-.035 7,584 | 7.00-4.46 
SS CS .055-.035 8,363 6.58-4.18 
MIDDLETOWN........ age Nt i ae .| 8,494] 8.24-3.53 
NAUGATUCK... = ....... ime! (05-.03 4,481, 11.16-6.69 
New Britain........| Herald (E.)°.. .09-.06 13,577 | 6.63-4.42 
Record (E.).. 07-.05 12,729}  5.50-3.93 
New Haven... ... 5. Journal-Courier M. ). 10-.06 20,087 | 4.98-2.99 
Register (E.).. 17-.14 50,846 | 3.43-2.75 
Times-Union (E. .. 09-.07 20,336 | 4.43-3.44 
Wer wilOnDON:.. «<< - ADIGE cies ede smceed ene 10-.045 12,887 | 7.76-3.49 
OLS 2 5) a anne anes | acer etre 8) Mee rt ere th 
NORRIE K cos lec <5 se snes Boers 5 .045 6,621 6. 80 
South Norwalk Sentinel ae .06-.04 | 5,503} 10.90-7.27 
Norwicu............| Bulletin & Record _ & E | 
Comb.).. ..e| 2-07 | po POE 
STAMFORD...........| Advocate ,).. .| 08-05 | 11,010 7.27-4.55 
TorrINGTON.........| Register (E.).. .06-.03 | 5,309) 11.30-5.65 
WALLINGFoRD........| Times (M.).. 03-02 | .......| New Daily 
WATERBURY......... Democrat (E.). _....| 10-04 | 10,660| 9.38-3.75 
| Republican & American. | | 
(M. & E. Comb.).. ....| 15-08 | 25,343 | 5.92-3.16 
WILLIMANTIC. ....... Comets 18). ..........554 3 3,250} 15.38-6.15 
Suen...) oat).................\ eee | Beal pean 
DELAWARE | | | 
Wiimincton.........| Every Evening (E.)..........| .08-.06 16,902 | 4.73-3.55 
Evening Journal (E. ). | [09-.07 | 23,063 | 3.90-3.03 
Morning News nen ). ae 05 9,196 5.44 
| Star (Sun.).. ee .06 12,846 4.67 
DISTRICT OF | | 
COLUMBIA ' | | , 
WASHINGTON........ tay qe 15 | 54,383 2.76 
SS er 20 | 57,445 3.48 
leat | 72,302 | 4.15-2.91 
Star (E.).. ies | 23. | 97,295 2.36 
Times (E.).. >: 20 | 75,767 2.64 
United States Daily (M. .. pee | .50-.25 | 21,736 23.00-11.50 
FLORIDA 
Daytona Beacu..... me eel — ex. . 065 | ™ vee 
GAINESVILLE.........| News (E.).. saeco de gted .025 2,118 11.80 
po ees | 103 | 3,060 9,80 
JAcKSONVILLE........| Florida Times-Union (M.).... 12 | 49,284 2.43 
eT {ee | 10 | 29,437 3.40 
IEP WEST. «xe 25 | Citizen (E.).. tne: 03 | 2,871 10.45 
LAKELAND...........| Ledger Star-Telegram | | ae 
| (M. & E. Comb. .)- | 07 | 9,006 1.77 
Miamt..............| Herald (M.).. | IL | 36,582 3.01 
| News (E.).. a ll 32,221 34 
Ortanvo............| Reporter Star &).. | 06 8,621 6.96 
| Sentinel (M.). . 06 8,392 7.15 
PaLaTKA............| News (E.).. ee 04 | 3,581 11.1 
Pewsacota....:.....} Journal-News (M. &E | ‘ 
| Comb.).. a ae 9,604 7.29 
St. AucusTInE.......| Record (E. ., | .04 3,629 ne 
St. Pererspurc......| Independent €. ). 065 9,335 a° 
| Times (M.).. (065 | 10,551 6.1 
SANFORD. .| Herald (E.).. 42" | 2,289 | 13.1 
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ET Next to 


BRIDGEPORTS 
| , Gamilies 


1 All you need is the 


POST-TELEGRAM 
Se Complete Coverage 


236,000 CONSUMERS 

live within BRIDGEPORTS 

13 Mile Trading radius 
They are the 


POST -TELEGRAM’S 


readers who trade in 


“BRIDGEPORT retail stores 


res =1 


Serving a responsive, prosperous mar- Bridgeport manufacturers comprise 
ket in which sales of an established nearly 10,000 different items, mostly 
product can be increased. An ideal staples, insuring steady employment 
territory for a try-out campaign on a to workers and avoiding depressions 
new product. in 


BRIDGEPORT—INDUSTRIAL .CAPITAL OF CONNECTICUT 
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West Florida 
Responds to 
Tribune 
Advertising 


VER $100,000,000.00 

is spent annually by 

the people of the Tampa 

Trade Area —a rich all 

year around market for 
any product of merit. 


And in this area The 
Tampa Tribune dominates, 
reaching three out of every 
four of the 60,000 homes. 
In 88% of these Tribune 
homes, whether in the city 
or 60 miles distant, The 
Tribune is delivered every 
morning by its own car- 
riers. That’s why The 
Tribune carries such tre- 
mendous prestige and gives 
character to every adver- 
tisement it publishes. 


Plans for your Florida 
campaign should include a 
close study of The Tri- 
bune’s relation to this 
market. We will gladly 
supply you with these facts. 
Your appropriation in- 
vested here will bring 
maximum return. 


West Florida folks re- 
spond to Tribune adver- 
tising! 


ad 


The TAMPA 
MORNING 
TRIBUNE 


“First on the West Coast” 


S. E. THOMASON, Publisher 
S. C. BECKWITH SPECIAL AGENCY 
National Representatives 


Circulation and Rates of Newspapers—Continued 


Lin 6 Month Max. 
Municipality Publication R “A Average| and Min, 
ate {Net Paid| Mil. Rate 
FLORIDA (Cont’d) 
Sanporp (Contd)... -<..| ames (ML) 6 ocnccsec css oss $0.03 3,068 $9.78 
TALLAHASSEE... 06.3% ome State (M. & E. 
Sepp: Pe Ee as” 2,541 9.84 
Florida State News (E.).. .03 2,861 10.49 
AME B A go 5 5 dearetsra5 il RE les) ow v's ow anee oS. oo 10 27,804 2.88 
geo o (>) ———rrer m4 | 38,733 2.84 
West Pam Beacu...| Palm Beach Post (M.)....... .07 9,076 7.7] 
Palm Beach Times (E.)...... .06 6,017 9.97 
GEORGIA 
ALBANY.............| Herald (E.).. .04 6,034 6.63 
AmEricus...........| Times- Recorder (E).. .025 2,468 10.13 
ATHENS.............| Banner Herald one 045-.035 3,137 | 14.34-11.16 
PUTIN 6 5.55 a essen aaehe Constitution (M.).. 18-.16 80,778 | 2.23-1.98 
Georgian (E.).. ee By 67,569 2.21 
Sunday American (Sun. ). ee BPA 128,583 1.63 
TTBS.) 5 oes so.eie. 30 0s oe 18-.16 75,280 239-218 
ee Choomitio (BE.)...... 1.2.2.5. .045 | 12,165 3.70 
| * ee 05 14,172 3.53 
BRUNSWICK: 6:55 <5 05.50] DNOWSUCRO oo G5 ons sean wees .04 4,400 9.09 
GCOLUMBUS:.... 0. 000.2. Enquirer-Sun (M.).......... .04 6,236 6.41 
a) rr .06 12,187 4.92 
(CORDELE .....0..625<: | Se 50" 1,680 12.75 
DUBLIN.............:| Gouner-Herald (B.)**......... so" 1,700 14.70 
GRIPTIN. «.....5.00.4 <2) News ana sen (E.)). . <.6.. 6 0 .025 2,719 9.19 
OO | See .025 2,235 11.19 
Macon.. UWB AMES) oi session tere ake hoe as 08-.06 15,918 5.03-3:/7 
Telegraph (M.)............. .09 26,917 3.34 
MODLTRIE.......... « <s 4<| (OBSERVER CEs oi6y ootscesinecs ences 25" 2.16.5 9.24 
ROME: cise sb oslo ae News-Tribune (E. ex. Sat.)... .035 4,423 7.91 
SAVANNAH «.«: o.056. 6 0-5.< x 0'| OWENS) © oxere,s orere aide weaves .06 22,678 2.65 
LS ee ar .05 17,709 2.82 
THOMASVILLE... 00.0 Times-Enterprise (E.)........ 28" 2,000 10.00 
WVAUDOSTA 05.6 b6c5.5 6 esse gi Ure Car (os) |e .025 SLs 7.88 
Waycross...........| Journal-Herald (E.).......... .03 3,200 9,38 
IDAHO 
Se re Capital News (E.).. 05-.04 9,610} 5.20-4.16 
Idaho Statesman (M. ‘.. .06 14,725 4.07 
Coeur D’ALENE..... a! ae 30" 2,225 9.63 
IpaHo FALts......... Se .04 5,375 7.44 
IGEWISTON .. os. 60s 0 BU. 2) rr .03 4,925 6.09 
eee Free Press (M. ex. M.).. .03 4,580 6.55 
POCATELLO. ........5 Idaho State Journal (M. y. .04 4,739 8.44 
8 ere .04 5,672 7.05 
WOWANKP AGUS c55 540532 News (M. ex. M.)........... .04 3,851 10.39 
pk eee ere 03 3,754 7.99 
ILLINOIS 
PROTON G6 6 oss sa Hee Telegraph (E.).............. .05 10,962 4.56 
BUGRORA. hoes cnc Beacon-News (E.)........... .07 19,667 3.56 
BEARDSTOWN........ Illinoian-Star (E.)...........|.32’-.30" 2,519 | 9.07-8.51 
BELLEVILLE... . 645. kL .03 6,942 4.32 
News-Democrat (E.)......... 025 7,337 3.41 
BELVIDERE Repupness (©.)............. a 3,345 6.45 
CCC CTe ESS re: .03 4,356 6.89 
BLOOMINGTON........ Pantagraph (E.)............. .095-.09 i: te 
ee | ne > ad 4,876 4.83 
ga 04-.03 4,907 | 8.15-6.11 
Canton.............| Ledger & Register (E.)....... 04 5,967 6.70 
CARBONDAGE::.....0:0 5. <<| HPCCHE BOBBIE) 5ooc6.s, osc w eters .03-.02 1,725 |17.39-11.59 
CARLINVILLE.........| Enquirer (E.)............... 18”-.153” 576 | 22.32-18.97 
CENTRALIA.......... Sentinel (E.)................ .035 6,371 5.49 
Cuampaicn-Ursana. .| News-Gazette (E. ex. Sat.)°. . .06 13,894 4,32 
CHARLESTON......... ene 40” 2,906 9.83 
ICMNGAOS... «6.05 5c: American (E.).. .75 | 552,376 1.36 
Herald-Examiner (M.).. 55 | 435,074 1.26 
— | eee .35-.24 | 102,667} 3.41-2.34 
Journal of Commerce (M.)....| .30-.23 20,773 | 14.44-12.52 
| | re .70 | 435,749 1.61 
| Ore es .30-.12 | 39,381] 7.62-3.05 
pL 8 eee 1.25-1.10 | 778,768 Lae 
CLINTON............ Journal and Public (M. ex. M.) 45" | 2,217 14.5 
ae Commercial-News (E.)....... 09-.085 te rer i 
DECATUR Herald (M. & E. Comb.)..... 07 | 26,752 es 
a lh .07 25,777 rg 
De-Riass.......00<0: Chronicle (E.)... 025 | 3,438 I. 
Independent (E. a... EO ea er ee ae 7 i 
Dixow.........000.. Telegraph (E.).............. 04 | 5,326 . 
WDUQUOIN 5. 55665 6 esc <1 A er eee 11 Al RRO ete eer 
East St. Louts...... NII 6c. nav evn ee 07-.05 12,976 re 
EpwARDSVILLE.......| Intelligencer (E.). . 04-.035 5,629 | _7.11-6. 


Newspapers, Members of ABC shown in Boldface typ 
*Gov’t. Stat. 3-31-27. 


°Three months statement. 


ie. 
**Gov’t. Stat. 9-30-26. 


°°Recent consolidation. 
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— 
The Daily Pantagraph. 


_ THE DAILY BULLETIN 


Is Proud of Its New Ability to Reduce the Cost of 
Developing Sales in the 


Bloomington and Central 


Illinois Market 


The Daily Pantagraph, through the elimination of one paper, now 
offers to advertisers a 94% coverage of all city homes, an 80% 
coverage of the homes of McLean County, and every other neces- 
sary element for more successful and economical selling. 


The Pantagraph Delivers Full One-Paper Coverage of 
Families Possessing Both Willingness and 
Ability to Buy! 


The Bloomington and Central Illinois market comprises 30,000 families, 98% 
of whom are NATIVE WHITE AMERICANS, whose minimum expendi- 
tures make up a market of over $37,000,000. 


63.87% of the heads of these families have incomes well above the common 
labor maximum, which is reflected in the high percentage of individual home 


owners, and in the fact that 69% of the total families have money drawing 
interest. 


Eliminating One Paper Has Reduced the Cost 
of Full Coverage 2c Per Line— 


A SAVING OF OVER 18% 


Published Evenings (Except Saturdays and Sundays) and 
Saturday and Sunday Mornings 


BLOOMINGTON, ILL. 


REPRESENTATIVES 


CHAS. H. EDDY CO., 247 Park Ave., New York City; 294 Washington St., Boston 
F. E. WALES, Room 1501, 140 S. Dearborn St., Chicago 
Member A. B. C., A. N. P. A., Associated Press 


| 
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(Continued from page 226) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


Illinois (Cont’d) 


nS Se Se eae Direct 
Springfield . sesssreseeeen 4116 
Sterling & Rock Falls... scissile 
Streator | ...:....... megs ENS) 
po a 
Urbana — vee sersestsereeee D228 
Waukegan .. sssessntsesensesnenee DL OG 
West Frankfort . Siketenepee a ee 
Woodstock ................. bck di tena 117 
Indiana 

PCC o-t) | eer IE) 
CL 0) | i Stee 
lo TES | eee te ...106 
ane ae 106-29 
SCION ho a 106. Direct 
Brazil ..<....:: 


ROURINER oe ea oo) 
CO ee: i 
er 2-7 | | reenter 
Crawfordsville 
LS a ae em ree 
CCC (ener | 

Ny || | ETA. 

Fort Wayne 
RMIIUEON i oscsseccccsds ssthiosccd sce 
|) EEE ere 
CONE EEN Reena te REY ONE Mien 
ELE TERE 
GET ec) (| |: 
ES 5 ene 62-106 
Huntington oe 
Indianapolis ................. 
Jeffersonville ............... a oe 


Kendallville 02.0000... n= 
PURINE a elec 113-2 
ERD EEN ee 96 
La Porte eee | 
Nepean 2g oe 106 
LOLS a a en Direct 
ES ee 1-2 
MIN 5-4-90 
lo es ...1-96 
Michigan City ..62-Direct 
Mishawaka .............. 117-28 
Mt; Vernon ...........:..... 28 
a .103- 66- 102 
New Albany piehiaa aan 113 
Newcastle ccc: cree 106-28 
WN tN os me ....62-Direct 
2 yt) ) 1 eee 106-96 
lc.) 106-Direct 
Richmond. .................. ...110-17 
Rushville 0.00.00... ta Oo eee 106 
ane ee 106 
Shelbyville .......... ous wee nA 06-Direct 
South Bend .... ssistonsdppti Benguet on 
Terre Haute ooo. cece 3-66-96 
ee 62 
Vincennes ...... ucahind Pees |" 
Wabash ............. sennesiciipe Deca 106-62 
Warsaw ........... ses Direct 
| Ene 106-40 
lowa 
OC: ; Direct 
Atlantic .. ws cities 
BRING Feo ct Direct 
a 30-96 
Cedar Falls cP Nissen pees ete 96 
Cedar Rapids . Sis 5 ca eee 2 
Centerville ...... Lice, a 98 
Charles City ..... soa tac 4 
Clinton .. Se eT 2-96 
Council Bluffs ee 99 
Creston .. PDS ON” ody Mee oe Direct 
Davenport. . iaiteieinlons ois ocessnscspaalsaitll 30 
Ee nT a er 94-69 
Dubuque ................ 2-57 
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Circulation and Rates of Newspapers—Continued 


Newspapers, Members of ABC shown in Boldface type. 


hree months statement. 


*Gov’t. Stat. 3-31-27. **Gov’t. Stat. 9-30-26 


°°Recent consolidation. 


***Gov’t. Stat. 3-31-26. 


| re Month| Max. 
Municipality | Publication Rat Average} and Min. 
| ate |Net Paid] Mil. Rate 
ILLINOIS (Cont'd) | 
BEPORADO.. oo... «s Journal (E.).. De el Oe 1,628 $10.97 
BOING 2... as faite Courier-News (E. A. OE nee .06 16,442 3.65 
BEVANSTON) .5.sco-ccens 5 News-Index (E.) . 05 7,541 6.63 
FREEPORT...........| Journal Standard (E. ). .05 9,905 5.05 
GALESBURG..........| Register-Mail (E.).. .06 19,691 3.05 
HarrisBurc.........| Register (E.)................].0325-.025) 4,832] 6.73-5.17 
ee. ee as 2,250 11.1] 
Hoopeston..........| Chronicle Herald (F.)........ 025 2,961 8.44 
JACKSONVILLE... Courier-Journal (M&E Comb)° 045 5,775 7.79 
| RN Re Tiere ere: Herald-News (E.).:......... .07 20,213 3.46 
KAN RAKE E: <6 os. -c.00:5,g | OBO oe iene o's leases 03-.025 5,405 | 5.55-4.63 
Republican (E.)............. .035 8,338 4.20 
KEWANEE. Star-Courier (E.)............ .04 7,210 5.55 
La SALLE.. ». a. Bost Bribuse G5.) . 2... .....- .04 7,004 5.64 
LAWRENCEVILLE... MRCCOLA Ey os aise x nhac oe ad oe .025 2,043 12.24 
LINCOLN. Ore .035 me ee 
LITcHFIELD.......... News-Hetald (&.):.... 20054: .025 2,207 11.33 
Weienthage os 26. fs aes Flo al ee el 
Macos............| Journal (E.).. . 45” 6,577 4.89 
IVUARTION 5, ioc leas at Post (E.).. Ce ee ere .02 2,590 7.77 
Republican (E. i. ee oe eee .025 3,045 8.7] 
Martroon...........| Journal-Gazette and 
Commercial Star - o s56'" 5,813 6.88 
Mouine.............| Dispatch (E.)°. ae 05 12,680 3.94 
Monmouru..........| Review-Atlas (E. ). .| .035 5,424 6.45 
Mount Carme.t......| Republican- Register (E.).. .025 3,746 6.67 
Mount Vernon......| Herald (E.).. .025 5,203 4.80 
Register-News (E. a .03 6,275 4.78 
Murpnyssoro.......| Independent (E.).. .03 4,303 6.97 
OTTAWA los. 555 oo a «. ).. .045 7,081 6.36 
PANA...........:0.+-s.| Palladiam GE.) ... Py be .02 1,300 15.46 
er |. LR eer 02 2,287 8.75 
Gazette (M. ex. M.)......... : ge eee + eee 
= Ciara 03-.02 3,127 | 9.59-6.40 
PEKIN... . 2.00 ced] mest). .03 4,318 6.95 
PEORIA, hs 50 hee Journal-Transcript (M. & EL 
Comb.)..... | 11-09 | 38,285 |  2.87-2.35 
AT) a ee ee 10-.07 30,957 3.23-2.26 
Peau...............| News-Herald (E.)*.. 03-.025 2,296 | 13.07-10.89 
Pontiac.............| Leader (E.).. eS .022 3,433 6.41 
OWING. 606 a0 9)e oo oe Herald-Whig (E. ex. Sat. 3) oe abl 29,746 3.73 
RockrorpD...........| Register-Gazette (E.).. .| .08-.06 17,434 | 4.58-3.44 
a 8 er .07-.05 11,636 | 6.02-4.30 
Star (M. ex. M.). es (elo 16,809 4.76-3.57 
Rock Istanp........| Argus & Union (E. yo. Rave oer en .05 11,956 4.18 
ee ee Times-Journal (E.). .0175| 2,140 8.18 
SPRINGFIELD.........| Illinois State Journal (M. ‘ .08 31,401 2.55 
Illinois State Register (E.).. .08 32,005 2.50 
STERLING & . 
Roce Pais. ......) WR). 5 on cs ee cee, .04 6,377 6.27 
Sraearon...........) Bee eeee GIN)... ww cae es 045 7,562 | 5.95 
Tavionvitie........) BR) nce ccs 40” 1,844 15.49 
COMIC (H.)” ox cn. os o's os oe POZTSSOZ 2,185 | 12.59-9.15 
UrBANA.............]| Courier . Mie eh ais iad .03 3,119 _ 9.62 
Wavkecan..........| News (E.).. ela? .04 4,190) 9.55-7.16 
Sun (E.). .035 5,892 | 5.94 
West Frankrort....| American (E. ). .03 3,565 | 8.42 
Woopstock.........| Sentinel (E.).. .03 3,083 | 9.73 
INDIANA " 
ANDERSON...........| Bulletin (E.).. .04 10,559 a 
Herald (M. ex. M.).. ...| .08-.04 9,411 | 8.50-4.29 
ee re Mail (EJP... ian" 2,516 | 9.94 
Times (E.). . 35” | 3,800 | 6.58 
BICKNELL...........| News (E.)° een. e 2,477 | 11.10-8.07 
BLOOMINGTON..... Telephone (E. eee ws... ..| 03-02 4,362 | 6.88-4.58 
World (E.). peeeen rere 03 6,202 | 4.84 
BLUPEION. 508.0 as cs Banner (E.).......0..s. 0.0, .02 3,107 “ 
News (E.).. .02 Sis3| On 
DeAgi:........5..<...) or. 035-.025 4,502 11 
Cuton............| Clintonian (E.).. 35" | 2,574 9./ 
Co.tumsBus...........| Herald (E.). aps” Paces "gg 
Republican (E.). .03 5,016 ae 
CONNERSVILLE.......| News-Examiner r (E- ).. .04-.03 4,646 | oe 
CRAWFORDSVILLE.....| Journal (E.). .03-.02 2,629 | 11.41-/. / 
Review (M. }... .03 5,825 “oO 
ECQuART.........<.. 0.) Bee). 045 | 13,559 406 
E_woop.............| Call-Leader (E. ? 18” | 3,167 : 
| ns 


by 
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Indianapolis, a city of approxi- 
mately 120,000 homes, has 90,000 
passenger cars—this indicates a 
high degree of spending power. 


Who Reads The Indianapolis Times? 


N January and February of this 
year (not counting the Auto- 


mobile Show issues) the Indian- 


apolis Times carried nine more 


automobile campaigns than dur- 
ing the same months of 1927. 
Both of the Indianapolis-made 


cars—Marmon and Stutz—competitors in the 

The Times Market quality field—carried copy in the Times during 

_ these months. This is still further proof that 

OVER 65,000 FAMILIES ~— quality advertisers who are most conversant 
most of whom read ONLY with Indianapolis conditions have awakened to 


the Times the necessity of reaching the Times audience. 


SCRIPPS-HOWARD 


TO COVER INDIANAPOLIS YOU MUST USE THE TIMES 
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(Continued from page 230) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 


key on page 257.) 
Iowa (Cont’d) 


Fairfield 96 
ER 99 
Fort Madison 2 
Iowa City 119 
Keokuk 2 
Marshalltown Direct 
Mason City 30 
Muscatine 30 
Newton 65 
Oelwein Direct 
Oskaloosa Direct 
Ottumwa 30 
Perry 65-90 
Shenandoah 28 
Sioux City 46-125-99 
Waterloo 110-96 
Webster City 113 
Kansas 
Arkansas City 64 
lS) i eerrer 46-99 
Chanute Direct 
Coffeyville 64-40 
Dodge City ..... Direct 
El Dorado 64 
Emporia 64 
Fort Scott. ............... 113 
Hutchinson 64 
Independence 64 
Iola 113-Direct 
Junction City ...... 113 
Kansas City 23 
Lawrence 65-1 
Leavenworth oc 118-99 
Manhattan 64 
Newton 113 
Ottawa 64 
Parsons 64-106 
Pittsburg .......... 64 
lt eee ere Direct 
Salina 64 
Topeka ............ 23-13 
Wellington... Direct 
Wichita 64-7 
Lis i a re Direct 
Kentucky 
LS SSN ee 64 
Bowling Green 113-28 
Covington 3-Direct 
Danville 48-Direct 
Frankfort 1 
Henderson 40 
Hopkinsville ..... Direct 
Lexington 64-30 
Louisville 7-66 
Madisonville Direct 
Mayfield 113 
| ee 113-4-Direct 
Middlesboro 5-90 
Owensboro je 8-62 
Paducah 1-64 
Richmond ......... 48 
Winchester 48 
Louisiana 
VUES 6) (1s | y | nT 65-121 
RN II siineccncecsstinenininciidiaimaiall 18 
Crowley Direct 
LaFayette 50 
Lake Charles .................... 65-121 
Monroe 64 
New Orleans. .................. 16-78-30-Direct 
SINNED: aiklass siccSncecushoeicscsonowass ww 4-16 
Maine 
I ssc nicucuseaiemeainsnsites 82 
LAS ee eee eee enn. 82-96 
Bath 82 


(Continued on page 236) 


Circulation and Rates of N ewspapers—Continued 


“a 6 Month Max. 
. Municipality Publication Rat Average| and Min. 
ate —|Net Paid|Mil. Rate 

INDIANA (Cont’d.) 

EVANSVILLE 502 6.45. 6 RO OUMIORIMM ice etctonec Sihsece xs $0.08 29,841 $2.68 
Journal (E. ex. Sat.)......... .04 12,390 2.99 
MPEG BSH) os6s6c5:5 eiskcscs os bs 8S .06 22,455 2.67 
Fort Wayng,........| Journal Gazette (M.)........ .09 41,757 2.16 
News-Sentinel (E.).......... .10 44,699 2.24 
FRANKFORT .'550.5-0.5.|) Qimean@iex. Mi)... os 2k 05-.04 8,193 | 6.10-4.88 
rear e Post-Tribune (E.)°.......... 09-.07 17,083 | 5.27-4.10 
GosHEN Democtat Chsics.«< dessucesc .015 2,427 6.18 
News-Times (E.)............ .02 3,548 5.64 
Gasewsegnc....... 1 Bcc ssa sees evstanen 03-.02 S551 8.50-5.66 
SUAS. ( orien eo 24” 1,795 9.55 
ET ARENEO ND oic.65. ods oes0)|| GUUOS EO) eusinsucie es is seremnss .09-.07 20,207 | 4.45-3.46 
HARTFORD CITY...... News (M. & E.)*............ .03-.02 2,616 | 11.47-7.64 
Times-Gazette (M. & E.).....|.025-.02 2,456 | 10.18-8.14 
Howrineron .... «.....| SOOMR GR). ccs ccc cssvcccs 025 4,414 5.66 
Press (M. ex. M.)........... .03 5,009 5.99 
INDIANAPOLIS........ Commercial (MM)... ccc. os oe .07-.05 4,165 | 16.81-12.00 
3 rer rrr 25 129,480 1.93 
iv vista y dasa nek’ .20 105,851 1.89 
MIND si. 64 5b xe koe md AS 65,608 2:29 
JEFFERSONVILLE...... | ree eeer .02 2,267 8.82 
KENDALLVILLE....... re .02 2,210 9.05 
Koxomo............| Dispatch (M. ex. M.)........ .04 10,197 3.92 
MBEUDUG BOs) os oases. 8 ocaiees.c .045 9,462 4.76 
LAFAYETTE..........| Journal & Courier (M. & E.) . .06 22,170 2.71 
ee eee Herald-Argus or aces blaata/ ae .04 6,720 5.95 
IDEBANON: . ..05.0.00% Reporter (E.).. .025 3,218 Bae 
Linton see se se) ren ti... Cee av 2,857 6.25 
Locansport.........| Pharos-Tribune (E. ).. Rte .05 12,114 4.13 
Press (M. ex. M.).. re .045 13,695 3.29 
BOAGIOON. 5. 05 5...%. rer 04-.025 3,399 | 11.77-7.36 
S| See so5'" 1,018 17.54 
MARION... 66 50540), | RSRORIBIO ED) oo onc cc saces 0 .04 9,124 4.38 
Leader-Tribune (M. ex. M.).. .04 9,986 4.01 
Micuican City......| Dispatch (E.)............... an” 3,384 4.43 
News (E.). AO en eA ro RE We ice tol x sou shiens 
MIsHAWAKA.........| Record (E.)**, GO ean ceed .025 1,800 13.89 
Mr. VERNON......... Democrat (E.).. eee 015 1,450 10.34 
Li... | rr POPPE) 6c vie cs cigicin #3 .05 12,163 4.11 
Star (M.).. is 08 | 24,052 3.33 
New ALBANY........ Tribune (E.).. reer rr ad 3,225 6.20 
NewcasTLe..........| Courier (B.)................ .04-.03 4,472 | 8.94-6.71 
| err ae -03-.025 4,564} 6.57-5.48 
POE « 5.4 kc kwsn caches Journal-Chronicle (M. & E.).. .035 4,235 8.26 
> rere .03 4,673 6.42 
PWOTRAND.. «os cicce is Commercial Review (M. &.E) 015 2,360 6.36 
Republican-Sun new bees yun .035-.025 4,520| 7.74-5.53 
PrincETON..........| Clarion-News (E.).. oa ee 3,449 | 7.25-5.80 
Wemocnatulbiolis ss es.0 010s cack 230525" 3,465 | 6.18-5.77 
RICHMOND........... Item (M. ex. M.)............ .06-.05 14,238 | 4.21-3.51 
Palladium (E.).............. 106-05 | 13,448| 4.46-3.72 
RUSHVILLE Republican (E.).............| .03-.02 2,945 | 10.16-6.79 
SEevMOUR............ [i | Se ae’ 2,548 , 7.01 
SMELSYVILLE.........; Dremeperat (B.)"* .. . ow. cs .035-.025 4,021} 8.70-6.22 
Republican (E.)............. c.g Pere Peer re 
Soutn Benp......... News-Times (E.)............ 08 | 27,873 2.87 
Tienes @.)°............... .09-.07 | 25,200} 3.57-2.78 
TERRE FIAUTE .......~ <5) BBE ic Sec ccs occ co awiees 05 20,015 2.50 
Star (M.).. WALTHER ENED .07 | 26,810 2.61 
Tribune (E. ).. BSE yaaheve Gai uesd .06 23,061 2.60 
VaLpanato.......... Vidette-Messenger (E.)....... .03 3,958 7.58 
VINcENNES..........| Commercial (M. ex. M.)°.... .035 5,761 6.08 
ee eet cer .03 5,022 5.97 
WasasH.............| Citizen (M. ex. M.)..........|.025-.02 1,770 | 14,12-11.30 
Plain Dealer (E.)......:..... .04 6,042 6.62 
ee. | re 45” | 3,690 8.71 
SS | Sree ee 28” | 2,570 7.78 
Wasuincton........| Democrat (E.).......2......| .03-.025 4,265 | 7.03-5.86 
|. eee 025 | 3,273 7.64 
IOWA 31 
savas aan wade se Tribune (E.).. , 03 2,910 ec 
ATLANTIC News-Telegraph (E.)......... .04 4,300 ne 
ae News-Republican (E. )°.. ere .65"..49"" 5,208 ne 
Buruincton.........| Gazette (E.).............0.. 05 | 11,856 re 
Hawk-Eye ~ a .05 11,004 : 3 
Cepar FALts........ Record (E.) if .025 2,031 , ext 
Cepar Rapips.......| Gazette & Republican (E. Je. ...[105-.10 32,194 ey 
CENTERVILLE.... Towegian & Citizen inside 025 4,880 775 

Cuartes City....... Press (E.)*. . casi: Le 3,225 ; 


Newspapers, Members of ABC shown in Boldface type. 


*Gov’t. Stat. 3-31-27. 


**Gov’t. Stat. 9-30-26. °Three months statement. 


8 


Marcu# 31, 1928 SALES MANAGEMENT 


233 


Thetleart of Indianay Market 
—the leitoreovered by 


The ftarLeague 


© INDIANAPOLIS—the geographical, 
political and commercial center 
* of the state. 
MUNCIE—50 miles northeast of In- 
Of all ladiauapelis dianapolis. 
papers, The Indianapolis 
ee TERRE HAUTE—68 miles south- 
—6 of the 7 counties im- west of Indianapolis. 
mediately surrounding 
Marion (Indianapolis). 
—I15 of the 22 counties in ? . 
the 45-mile zone. AND THE STAR in each city is the 
—33 of the 51 counties in only morning newspaper, and in two 
the 75-mile zone. < a 4 
‘sell tala of them—Indianapolis and Muncie— 
the state. the only Sunday paper. 
These three newspapers offer adver- 
RB tisers a circulation of 156,718 daily, 
and 178,916 Sunday. Using the 
three means a concession of 4e an 


a agate line to the advertiser. 


The Star League of Indiana 


Represented in Chicago, New York, Boston, Philadelphia and Atlanta by the 
KELLY-SMITH COMPANY 
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Average! 


Circulation and Rates of Newspapers—Continued 


FORT MADISON 
IOWA is the 
Average City, so 
selected after a 
nation-wide 
survey. Several 
national 
advertisers have 
chosen FORT 
MADISON as the 
testing block for 
the Average 
re-action to their 
publicity and 
products. ‘Test 
try or seasoned 


schedule you'll 


find FORT MADISON 


a market of merit. 


The one and only 


medium that really 


covers is the 


Fort Madison 


Evening 
Democrat 


Fort Madison, Iowa 


| Li 6 Month Max. 
Municipality | Publication 9m Average] and Min. 
ate [Net Paid} Mil. Rate 
IOWA (Cont'd) 
Cunton............| Advertiser (E.).. $0.045 9,735 $4.62 
Herald (E.).. ae. .04 12,098 3.3] 
Councit Biurrs ....| Nonpareil (E. ‘ex. Sat. )°. 2 eed .06 16,156 51 
CresTon............| Advertiser (E.).. et .03 4,008 7.49 
DAVENPORT.......... —e - Leader-Times 
ye epee 14 | 38,040 3.68 
Des MoINEs......... name aad Tribune-Capital 
(M. & i.*Comp.):......... .40 224,092 1.78 
Dusuque...........| American Tribune (E.)°.. .07 LY 
Telegraph-Herald and Times- 
Journal (E. ex. Sat.)°...... 10 34,020 2.94 
Rasuetiee.... .... «<< +) Bs kas ov ceca ds ck .035 4,689 7.46 
Fort Dopce.........| Messenger & Chronicle (E.). . 05 10,763 4.65 
Fort Mapison.......| Democrat (E.)°............. 04-.035 4,686 | 8.54-7.47 
Towa Ciry...........| Press-Citizen G&)........... .035 6,886 5.08 
KEOROK... . . .. <0 5 2<.<| WGRRRIR Gi) oo 5 cs es oie .035 5,672 6.17 
MARSHALLTOWN .| Times-Republican (E.)°. .05 10,303 4.85 
Mason City.........| Globe-Gazette & Times (E. + .06 15,044 3.99 
MUSCATINE.......... Journal & News Tribune nae ‘ .04 7,888 5.07 
Naewron.....:...... News (E.).. .03 3,413 8.79 
OELWEIN............| Register (E.).. .03 3,131 9,58 
OsKALOOSA Herald (E.).. Cornea .03 5 S75 5.58 
OTTUMWA ovis A .06 13,845 4.33 
PPB ROY 5566.5 cocis seat Chief (E.).. Sere .025 2,332 10.72 
SHENANDOAH........| Sentinel (E.).. 45” 4,280 7.51 
Stoux City..........| Journal (M. & E. Comb. D) AS 59,731 2.18 
Tribune (E.).. wae KS 56,360 2.31 
WATERLOO.... Courier (E.).. .07 17,603 3.41 
Tribune (M. ex. M. ).. .06 13,214 4.54 
WEBSTER Cirty.......| Freeman-Journal (E. ;.. .025 24173 11.50 
KANSAS 
Arkansas City......| Traveler (E.).. ae .04 5,490 7.29 
Arcnison...........| Globe (E. ex. Sat. it). .04 7,273 5.50 
CHANUTE............| Timesett (E. ae .025 a eee 
Tribune (E.).. .025 3,410 7.33 
CorFFEYVILLE.... Journal (E.).. .03 5,886 5.10 
News (M. ex. -M.). .025 4,991 5.01 
Dopce City.........| Globe (E.).. .035 4,584 7.64 
OS eee | ee .03 4,655 6.44 
BSPORTA.. ccc chose ae Gazette (E. )°. te .045 6,148 7.32 
Fort Scotr..........| Tribune-Monitor (E. .. ; .025 3,528 7.09 
Hurcuinson.........| Herald and News eas & E. 
Comb.).. eee 10 -| 26,748 3.74 
INDEPENDENCE....... Reporter (E. ., .04 5,314 7.53 
eT re ye |S ere a 2,457 7.27 
Register (E. 7. .025 3,346 7.47 
Junction City....... eee .02 2,950 6.78 
KANSAS OXTY oc i. Kansan (E.).. serie .07 21,623 3.24 
Lawaenwen......... Journal-World (E. eo. ve .03 5,841 5.14 
LEAVENWORTH... | CUMESHO OD oshcs on 05 wnceicn cunts .04 6,807 5.14 
MANHATTAN......... Chronicle, Mercury (M. & E. 
SS Eee .04 4,653 8.60 
INEWHON 6. os cc Kansan-Republican (E.)...... .025 3,503 7.14 
Orrawa TROT NT) oosi 6 oie ss goss bss .03 4,988 6.01 
PARSONS.... Republican (M. ex. M.)*..... .03 4,542 6.60 
a ia Si ge .03 4,418 6.79 
Pirresune........... Headlight, Sun (M. & E. 
ears: .07 12,766 5.48 
ee ll Er 025 2,608 9.59 
SAttMA.........:...-| Soe oe)... er .06 11,701 5.13 
Topeka.............| Capital (M.). eee .10 40,889 2.45 
State — «. ).. .. | 09-06 20,336 | 4.43-2.95 
WEL.INGTON.........| News (E.).. Pon any ae" 2,600 8.24 
Wicuira............| Beacon (E.).. aye 12 44,659 2.69 
Eagle (M. & E. Comb.).._.. .18 74,102 2.43 
WINFIELD...........| Courter & Free Press (E.).... .035 4,925 7.11 
KENTUCKY 
ASHLAND. | omens (B.)°.. 05 8,395 5.96 
Bow.inc GREEN. Park City News (E. ).. 03-.025 2,662 | 11.27-9.39 
Times-Journal.............. aa 2,983 5.99 
Covincton..........| Kentucky Post (E.).. .065 (1) 2.37 
Kentucky Times-Star r ds. 10-.07 (2) 5,51-3.89 
DanviL_e...........| Advocate (E.)**.. 33°." 2,450 | 10.20-8.75 
Messenger (E.).. 30” 2,665 8.04 
FraANKFortT..........| State Journal (M. ex. M. ... .025 3,205 7.80 
HENDERSON......... Gleaner (M. ex. M.)......... 025 | 2,749 9.09 
Foureal (EY. ox. ciccx issn. £015 1,170 12.82 
HopkKINSVILLE. . Kentucky New Era (E.)*..... .025 3,950 6.33 


Newspapers, Members of ABC shown in Boldface type. 
°*Three months statement. 
**Gov’t. Stat. 9-30-26. 


*Gov’t. Stat. 3-31-27. 


(1) Circulation included with Cincinnati Post. 
(2) Circulation included with Cincinnati Times Star. 
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OLR EE HEE I Te ete et et tet 


—“Nation-Wide 


Dealer Tie-In for Manufacturers’ 


<== GROCERIES 
Ry ONAL »| Fresh Fruits & Vegetables 
r We carry ‘‘Monarch’’ Food 
4 Products, nationally advertised 


j in The Christian Science 
i Monitor. 


H. S. KOLSTAD 
801 14th Ave. S. E, 
Gladstone 3259 
MINNEAPOLIS 


How many nationally-advertised products were 
featured by dealers, in their own advertisements in 
The Christian Science Monitor, during 1927? 


1,894 


How many local merchants participated in this 
Ce . . 
“tie-in” cooperation? 


7,080 


What was the total number of dealer “tie-in” 
advertisements published? 


60,221 


Those manufacturers who themselves advertise 
in the Monitor reap the greatest benefit from this 
dealer cooperation, for their goods receive the mer- 
chanising effort of the Monitor’s 460 advertising repre- 
sentatives, in as many cities, and the active support of 
300,000 readers. 


Are your goods being placed on the shelves of 
dealers, and moved off those shelves by national adver- 
tising in The Christian Science Monitor? 


Additional information concerning this unique 
form of merchandising cooperation, and its advan- 
tages to the national advertiser will gladly be given. 


The 


Christian Science Monitor 


107 FALMOUTH STREET 
BOSTON, MASS. 
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(Continued from page 232) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 


key on page 257.) 
Maine (Cont’d) 


Biddeford 82 
Lewiston 82 
Portland 82 
Waterville ............. 82 
Maryland 
Annapolis .... : 40 
Baltimore. ........................ 22-3-94-15-128 
Cambridge ...........- 40 
Cumberland 40-35 
Frederick 65 
Hagerstown 40-19 
Salisbury ..... 40 
Massachusetts 
Amesbury 4 
Attleborough 50 
Beverly 96 
Rage: .10-43-39-94-78-66-44-15-128 
Brockton 82-Direct 
Chelsea Direct 
Clinton 82 
Everett 35 
Fall River 82-66 
Fitchburg 82 
Framingham . 96 
Gardner 82 
Gloucester 96 
Greenfield 82 
Haverhill .... 44 
Holyoke ........ 82 
Hudson. ....... 96 
Lawrence 17-8-57 
Leominster 82 
Lowell 17-82-5-50 
Lynn 82-8 
Malden Direct 
Marlboro ¢ 
Medford .... Direct 
Melrose Direct 
Milford 82 
New Bedford 44-30 
Newburyport 96 
North Adams 82 
Northampton 82 
North Attleborough 96 
Pittsfield Direct 
Quincy 17 
Salem . 82 
Southbridge... Direct 
Springfield 66 
Taunton 82 
Wakefield 61 
Waltham 82 
Webster .............. 82 
Woburn 82 
MRP NO UO ccs cczzsosscasscscrscsasssicanseoeotecle 13-116 
Michigan 
Adrian Direct 
Albion 106 
Alpena 113 
Ann Arbor 76-69 
Battle Creek .... 106-2 
SS 5° ee nnnnnnarn 76-69 
Benton Parpor cess nce 96 
Eee 
Ce ee ence. 
Cheboygan 106 
Coldwater 106 
TPBUPONG, cess 70-116-76-104-69-15 
Dowagiac 106 
Escanaba 106 
Flint 76-69 
Grand Haven 106 
Grund Rapids — 76-116-69 
Hancock + OD 
Hillsdale 1 
CEST (ie : Direct 


(Continued on page 238) 


Circulation and Rates of Newspapers—Continued 


vere <tr Lin 6 Month| Max, 
Municipality Publication R Average| and Min. 
ate |Net Paid| Mil. Rate 
KENTUCKY (Cont'd) 
LEXINGTON ... 00065 000: BNE Gs) tik cncccccccnss $0.06 17,738 $3.38 
SS a eee .07 20,362 2.44 
LOUIsVELLS.......... Courier Journal, Times 
(M. & E. Comb.).......... .27 | 166,044 1.63 
Herald-Post ow & E. Sanne 15 72,247 2.08 
MADISONVILLE...... Messenger (E.).. .025 3,921 6.38 
MAVEIELD:., .¢ 66.0065. NiesseNGERUE.. iis ccc. cas sae xe .03 4,200 7.14 
MUAVSVIEEE «6.05 60s LAU Cala G44 i ea a rr s20'" 1,654 8.64 
Independent (M. oo Rehaneectad .02 3,000 6.67 
Public Ledger (E.).. 20” 1,668 8.57 
MIDDLESBORO....... ae Oe een Pes i 2,341 10.6 
OwENSBORO........ Inquirer (E. ex. Sat.)°....... .03 6,934 4.33 
Messenger (M. ex. M.)°..... .03 8,737 3.43 
PADUCAH. ..0..6 0.0600 News-Democrat (M. ex. M.)° .05 10,171 4.92 
<TC 5) ie ie .05 9,694 5.16 
RICHMOND.......... Register (E.) .03 3,462 8.67 
WWANCHESTER. 65600654] POUND ohare cas vaca e sass .025 5,176 4.91 
LOUISIANA 
ALEXANDEIA. «0... 0.| DOwi Gale CB). <i csc kas .04 8,918 4.49 
Baton Rouce.......| State Times, Advocate 
(M.i& B.‘Comb:).......... .06 11,567 ¢ 5,18 
GROWEEY.. ..6.0600 05 yale 0 Oe) Gd a 1,350 13.23 
LAFAYETTE......... Advertiset GE.) es icscscc.s 6 66.0035 .03 3.225 9.30 
Lake Cuar-es.......| American-Press (E.)......... .04 6,012 6.65 
MONROE: «0% sso s News-Star (E.)°............. .05 9,157 5.46 
New Orteans.......| Item, Tribune (M. & E.) 
NSGREDE) secede taiaiese crea .20 97,668 2.05 
Journal of Commerce (M.).... ae” Urcerenes axedy 
States (E. ex. Sat.).......... 13 52,596 2.47 
Times Picayune (M.)........ 18 92,157 1.95 
SHREVEPORT «5. <<... | OWEROIMMED) 5 6 ccee cena ese .07 20,638 3.39 
PPUROBIONES) 5 6.550 sacms decease .09 38,579 2.33 
MAINE 
PUGUSIPA 5 655:kie Sia Kennebec Journal (M.)......|.065-.05 11,323 5.74-4.41 
BANGOR: 05 c60<.05 ees Commercial (E.)**........... .07-.05 19,889 | 3.25-2.51 
INS WON) 506 e wiats dosote.crbree-nie 07 29,997 2.33 
A Ce ee TICS CE) a. 5 5.260 ieasreeaes cee 56 a2” 2,003 | 19.96-7.49 
BIDDEFORD......... Journal (E.).. .055-.025 5,350 | 10.28-4.67 
Lewiston...........| Journal, Sun (M. & E. Comb. ) .14-.10 30,394} 4.61-3.29 
PORTUAND: «602 0/60 Express, Press-Herald 
(M. & E. Comb.)..........| .24-.16 62,473 3.84-2.56 
pectaeg ot COE Eee MOROT: - Vicciaceecs New Daily 
WATERVILLE.........| Sentinel (M.)*.............. 05-.03 6,387 | 7.83-4.70 
MARYLAND 
ADINAPOLIS« .. <csccese Capital (E.). = eM ae a5" 2,475 10.10 
BALTIMORE......... American (M.)... are 15 61,305 2.45 
NT ob ds pens s Cocwews (30 | 145,011 2.07 
EET) ee oe 90,458 2.43 
Sun (M. & E. Comb.).. 55-.45 | 251,768} 2.18-1.79 
CAMBRIDGE......... Pato (| 0) .02 1,420 14.08 
CuMBERLAND........| News (M. ex. M.)°.......... .04 10,086 3.96 
g USCC 2 OH) er .06 14,683 4.09 
FREDERICK..........}| News & Post (M. & E. Comb.) .035 8,912 3.93 
HAGERSTOWN....... SS rrr rere .025 2,386 10.48 
Herald & Mail (M. & E. 
MSN 25k cae Ain ce .05 13,149 3.80 
ee ee (eee eee .025 2,924 8,55 
MASSACHUSETTS 
AMESBURY.......... News <i eecececeeeeeee«{1.00-.25/| 2,600] 27.47-6.87 
ATTLEBORO......... Sun (E.)°.. .05-.035 5,553} 9.00-6.30 
BEVERLY 5.5 5063.040 Times (E.). cans Sale ee 5,174| 10.35-6.90 
BOSTON: eciecsisenxties « Advertiser (M. “i Ce Oe. 32-.30 | 190,914 1.72-1.55 
American (E.)............... .50 | 301,689 1.66 
Christian Science Monitor (E.) .50 | 112,960 4.43 
Globe (M. & E. Comb.)...... 50 | 293,503 1.70 
Herald & Traveler (M. & E. 
_ * Seer oor 50 | 262,965 1,90 
News Bureau (M. & E. Comb.)| .50-.35 11,369 | 43.98-30.79 
i ta caine saad .60 | 404,661 1.48 
Transcript (5 da. av. oseen .20 | 33,054 6.05 
BROcCKTON.......... Enterprise (E. ¥ .... 4085-075 | 23,667| 3.59-3.17 
BEE 6 cid neecncen 045 | 11,534 3.90 
CHELSEA........... Record (E.).................|-0358-.018]  3,635| 9.85-.495 
Ee 6 ain akin ska vue 04-.015 2,768 | 14.45-5.42 
EVERETT 5.5 -50se0105 8402 givie to (2) ar arene (Sa eee New Daily 
Fay RIVeR........  " ) ) — eer .04 10,492 3.81 
Herald News (E.)°.......... .08 22,108 3.60 


Newspapers, Members of ABC shown in Boldface type. **Gov’t. Stat. 9-30-26. tABC Stat. 3-31-27. 


*Gov’'t. Stat. 3-31-27. °Three months statement. 
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the best way to 
measure your 
Boston Market 


UILDING materials—house furnish- 
ings and equipment —these are prod- 
ucts that must be sold to individual homes. 


The average house compared with the. 
average apartment has two more mouths to 
feed—three more rooms to furnish. 


This very situation sometimes causes the 
advertiser in large cities to pick a paper 
with a large “outside” circulation. But this 
“country” circulation frequently is mislead- 
ing. It may consist of small hamlets—or it 
may be large cities. 


How the Boston market differs 
from other great cities 


Boston is unique among large cities because of 
its large percentage of individual homes. 


In Municipal Boston only 65% of the popu- 


lation are apartment dwellers against an esti- 
mated 97% in Manhattan. 


And Municipal Boston is less than half the true 
“City” of Boston. Within the 12-mile Clearing 
House Parcel Delivery area, comprising 22 cities 
and towns (exclusive of Municipal Boston) we 
find the astonishing average of 72 homes per 10U 
families. 


When we extend the radius to 30 miles (“city” 


The Boston Globe 


CThe Globe sells Boston. 


Publisher’s Statement net Paid Circulation for 6 months ending September 30, 1927— Daily 293,482 ...Sunday 329,518 


——— 


and “‘suburban” circulation) the proportion rises 
still higher—80 homes for every 100 families. 


Here the Globe is strongest 


Here is a gigantic market of 2,716,000 people— 
offering rich possibilities for advertisers of furni- 
ture, paints, wall boards, furnaces—as well as 
food and clothing. 

73% of the Sunday Globe’s circulation is dis- 
tributed within this city and suburban area. 
There the Sunday Globe leads in 91 cities and 
towns—almost three times as many as its near- 
est competitor. In this area the percentage of 
the Daily Globe’s circulation is even higher—81%. 

The Globe has gained this leadership because 
it is primarily a family paper. The large amount 
of space and excellent features devoted to the 
house—and to children make the Globe a paper 
that appeals to that group of Boston people who 
live in their own homes. 

The Globe covers a cross section of people that 
represent Boston’s best buying power. It appeals 
to all classes—without regard to race, creed or 
political afhliation. To put your message before 
the people who make up this great home mar- 
ket you must use the Boston Globe first. 


Our booklet, “The Individual Home 
—the best market for any advertiser,” 
contains complete, interesting infor- 
mation about Boston homes. Write 
for it on your business letterhead. 
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(Continued from page 236) 
Current newspaper information in 


cities 


listed below can be obtained 


from publishers’ representatives. (See 


key on page 257.) 
Michigan (Cont’d) 


OP ES ee 2 OA ee eS 106 
Iron Mountain ................. pie} Cee 106 
MARTI csicsiess to ctecchcsstec i 
OE ES 
Kalamazoo 
Ty ge Re ee 
Ee a 
PTE oS co cactecscrscen ee 
Marquette 
Menominee 
NS See US AOE ES 
Mount Clemens ............ pics in 40 
MINI, cicicsinnnatcciedsicelbtocnseninconaece 69-76 
MNES ce se as ie ce ne 
ly RE RE ees 96 
I iiiiciccitcichsocinonsianscnetioeane 106 
or ee eee ees Direct 
Port Huron ................ 1 
EER 106 
Ae eC eT 69-76 
St. Joseph ...... ; 106 
Sault Ste. Marie...............................106 
| REET 106 
Three Rivers ....... ceohee Se 106 
St EERE 106 
Pe Seircactcnseeccdcvteb ei ncczsiciececonale 106 
Minnesota 
PAGt TE ICBO its 
rl ft 113 
re 113 
RPT oc ee Direct 
Crookston ...... 113 
US a eR 19-13 
Faribault 113 
Fergus Fralls u..ccc..ccccscconsssossuceeeesnne dD IFOCt 
Hibbing 113-98 
Little Falls ....... 113 
1 ONL: F | ee 99 
III i icssssissmesctonncenser 7-93-94-128 
Moorhead 5-90 
NO MPIIINADY. ot reas tt es Direct 
Red Wing ...... 113 
Rochester ........ 90-5 
St. Cloud sessed 13-99 
Ship oT a eee 93-10-126 
South St. Paul...... 5-90 
SUH bof) |) Direct 
fie lt ree oe 113 
MP MMRIORLIA fesse hi to ad ehh Ie a 5-90 
Mississippi 
Biloxi & Gulfport....______._— Direct 
CPS ECS | a a REDE Direct 
Columbus Direct 
Corinth = Direct 
ee | | | ene 113 
Greenwood ........ Direct 
RINNE sic cstieiacccccscdnctssenssioeion 7 
COS TE nee eee 7-30 
SS ee 7 
ae eee 7 
ES Se te eer Lk 48 
ii die a cccunencoeen ae 7-48 
Missouri 
Brookfield  ......-....::cc.0...... Biase: Direct 
Cope Gvardéenn 
CEE nee Te. Direct 
USS rc 28-35 
LIS Se eee 4 
CS ne 28-62 
oS ee 113 
ES) 30 
Tepe nde nce oi... e.ce.ceccceeseeceseecenseee AB -4 
| ee 106-35 
ae 64 
Te 75-123-33 
cl 7) 113 


(Continued on page 244) 


Circulation and Rates of Newspapers—Continued 


Ste 6 Month) Max. 
Municipality Publication Ron Average | and Min. 
ate {Net Paid} Mil. Rate 
MASS. (Cont’d) 
Fircusurc..........| Sentinel (E.)................|.065-.045 11,979 | $5.43-3.76 
Paasmmvomam........| MeweQB.y” 0. 6. ..55.5.55. 0.) 4,790 | 8.97-5.22 
Gaseee........<..s.i] BOMBE Bd. cic ie eisaeess | ee 4,352 | 11.49-5.74 
GLOUCESTER........ Teens Gy"... . oo i ES 7,364} 9.78-4.75 
GREENFIELD.........| Recorder (E.).. .06-.03 4,200 | 14.29-7.14 
HaveERBILL..........| Gazette (E.). .09-.06 16,213 | 5.55-3.70 
Houyoke............| Transcript- Telegram « )., .09-.065 | 16,524]  5.45-3.93 
Hupsonw.............| San (E.).. .06-.04 1,588] (1) 
LAWRENCE..........| Telegram (E. :. .05 8,706 5.74 
Tribune-Eagle (M. & E. 
Comb.).. 11-.08 | 23,909) 4.60-3.35 
LEOMINSTER........ Enterprise (E. >, ost 205202 4,037 | 12.39-4.95 
BOWELL. 5.6 kc sce ceca Courier-Citizen & Leader 
(M. & E. Comb.).. .07 20,534 3.41 
Rear e ciate Ave irs Gnariae wena: .09-.07 19,873 4.51-3.52 
Ce lll .10-.045 16,831 5.94-2.67 
Telegram-News « ).. .05 17;222 2.90 
Matpen............| News (E. 08-.05 9,647} 8.30-5.18 
Mar.soro..........| Enterprise (E. >, .06-.04 3,721 (2) 
Meprorp...........| Mercury (E.). .07-.035 ....+| New Daily 
ME LrRoseE............| News (E.). eres Lg ae eee 
MIGFORD oo. c6. ase os News (E. eee ‘ .05-.025 4,635 | 10.79-5.39 
New Beprorp.......| Mercury & Standard d(M. & &E. 
oon) : 10 32,719 3.06 
Times (E. )°.. ' 06 21,373 2.81 
NEWBURYPORT...... News (E.)°. 072-.03 5,526 | 13.03-5.43 
NortuH Apams.......| Transcript (E. ). .06-.04 10,481 §5/2-3:82 
NortTHamptTon.......| Gazette (E.). 07-.035 7,368 | 9.50-4.75 
No. ATTLEBOROUGH....| Chronicle (E. 4 50-22" 2,250 | 15.87-6.98 
PITTSFIELD..........| Berkshire Eagle (E. ).. .055 18,308 3.00 
QuINcy Patriot-Ledger (E.)*. . Saag ROTROS9 11,467 | 6.10-4.80 
hc ee LC) a ar 15.07 21,406 | 7.01-3.27 
SouTHBRIDGE......:.| News (E.). ewe 2,750 | 14.55-7.79 
SPRINGFIELD........ News, Republican & Union 
(M. & E. Comb.).. ohibie 28 131,091 2.13 
TAUWRON.. 0. .0....:) BA) ok oe eevee 07-.035 9,275 | 7.55-3.77 
WAKEFIELD......... - Item (E.).. 04-.025 S302} 22.11-7,57 
i News-Tribune (E. >. <a} WOSRSS 7,290 | 6.86-4.80 
WEBSTER (YS 35) re 05-.02 2,904 | 17.22-10.33 
WosurRNn ell eee 3,900 | 12.82-6.41 
eee | ree 10 29,600 3.38 
— cau & E. 
Comb.)*.<... sc] «oOsee > 100,156 3.00-2.50 
MICHIGAN 
ADSIAN. « . 54 c0.005: Telegram <a Pye tte re .04 10,237 3.91 
Er Recorder (E. De: 03-.02 2,568 | 11.68-7.79 
ALPENA News (E.)°t.. Raters lin ge .025 3,581 6.98 
Anw Anon «. «0... Times-News (E. ‘, et ee ee .05 10,251 4.88 
BatTLe CREEK...... Enquirer & News oe ex. meee .98""..70" | 13,167 | 5.32-3.80 
Moon-Journal (E.).. :| 405=.035 9,714| 5.15-3.60 
Bay City............| Times (E. ex. Sat.). ae .06 18,502 3.24 
Benton Harsor.....| News Palladium (E.).. 46 450 1 eOO2OES 8,500 | 7.06-5.29 
eee eee .03-.025 3,453 | 8.69-7.24 
ee | eee 0" ..28° 2,682 | 13,32-7.46 
Cuepoyoan..........| Tribune (E.).. .|.025-.02 3,220 | 7.76-6.21 
CotpwaTer.........| Reporter (E.).. 03-.02 3,459 | 8.67-5.78 
Detroir............| Free Press (M.).. .40 | 220,294 1.74 
News (E.).. 50 | 324,239 1.55 
Times (E. ex. Sat. ).. 47 | 326,793 1.44 
Dowageiac...........| News (E.).. 03-.02 2,243 | 13.37-8.92 
EscanaBA. Press (M. ex. M. . ....| -06-.04 7,058 | 8.50-5.67 
Furnr. _....| Journal (E. ex. Sat.).. ex .12 43,762 2.74 
Granp Haven.......| Tribune (E.).. ne 2,603 | 11.53-7.68 
Granp Rapips.. Herald (M.).. 16-.10 34,413 | 4.65-2.91 
Press (E.).. aR oes .20 90,684 2.21 
PAweeeK..........". Copper Journal (E. see pera: .025 3,694 6.77 
PPUSDAUE 5.5502 6:0.0:1. «| I esi ws see neces -035 5,111 6.85 
Houtanp........... Sentinel (E.).. ae \- ian 6.22 
Ionia. _........| Sentinel Standard (E: ).. 025 | 3,389 7.38 
Iron Mounrain.....| News (E.).. ts 05-.04 6,596 | 7.58-6.06 
Ironwoop...........| Globe (E.).. 04-.035 | 5,826} 6.87-6.01 
Jackson............| Citizen-Patriot (E. ex. Sat.).. .08 28,647 2.79 
Arpune (NR) see vis cae coke .04 5,169 7.74 
KALAMAZOO......... Gazette (E.)° oe eee ee ee .08 28,577 2.80 
WAHSING..3. ... 2a05: Capital News (E.)°.......... .045 12,117 3.71 
State Journal (E.)°.......... 10 40,457 __ 2.47 
Lupincton..........| News (E. ex. Sat.)...........} .04-.03 4,093 | 9.77-7.33 
WANISTERS b.6.6:0000.05 4 News-Advocate (E.).........|.035-.025 3,348 10.45-7.4/ 
MARQUETTE........ Mining Journal (M.)......... .06-.045 8,049 7.45-5.59 
MENOMINEE........ Herald-Leader (E.).......... .03-.0275| 3,843 7.81-7.16 
Newspapers, Members of ABC shown in pater type. 


°Three months statement. 


*Gov’t Stat. 3 
(1) Sold in combination with Marlboro Enterprise. 


-31-27. 


***Gov’t. Stat. 3-31-26. fABC Stat. 3-31-27. 
(2) Sold in combination with the Hudson Sun. 


gi 


g Marcu 31, 1928 ' _SALES MANAGEMENT i . 239 


| Measure your Markets 


‘ 

: 8 ° Mi 

5 

Diameter in Mmutes 

3 -F 

4 & EASURED in of every four homes in the twenty- \ 

35 feet and miles five English-speaking residential \ 
it is just as far districts. 

41 Me hand 

_— from the ay ee - But coverage by itself, like Ein- ei 

» @ Ae o1t the Uity stein’s theory, is wholly relative. o wire —— - 
: Ha Ren i = Seasoned space buyers are not con- aS ee 

ly Lansing, Ich., as it tent today to alone purchase a To merely pick up a copy 

9 was in 1908 — twenty handsome circulation statement. of The Detroit Free Press 

. 2 yee But couple coverage to confidence is to convey to you its 

43 B and you have something potent, character and influence. 

® ut sedi Ree: ane To thie choald be added 

98 Gionaiah aie eeomgeaaan the fact that its first issue 

o Ff mileage into terms of min- : 

80 was published eighteen 

oy utes. The product for be 

> : years before the “Forty 

: : which Detroit enjoys rie te 

a Sanne Niners” began digging 

i @ some distinction has flung id W 

yi + die beeeniedin an gold out West. 

re out the boundaries o ores ‘a 

33 metropolitan areas in > Dewepeper: Cones 

a ever-widening circles. you the judgment and 

“a Today the Detroit mar- Sonar of age, its ma- 
: ket is not Detroit alone turity, plus an ever: 

r with its million and a half freshened attitude 

58 people, but an additional towards today’s affairs 

ye million and a half Michi- and a coverage in the 

24 gan citizens living in the market that embraces 

- four hundred twenty- practically OMe? home 

at eight cities, towns and worth attempting to i 

78 villages, all less than a fluence via the agate line 

55 hundred eighty minutes route. 

92 from the down-town Further may we say that 

a shopping district of the Detroit today, motor pros- 

fo Fourth City. Detroit is perous beyond previous 

x: the focal point for over bests, represents a selling 

6.85 two-thirds of the popu- Opportunity as rare as it 

73 lation of the State’ of is profitable to seize. 

6.06 ae 

Ve Michigan. 

2.79 

fe In this entire area The 

371 Detroit Free Press circu- 

73 lates toevery other home. VERREE& NATIONAL 

538 In the city of Detroit CONKLIN, Inc. REPRESENTATIVES 

7.1 


-1.10 alone it reaches three out New York Chicago ' Detroit San Francisco 
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VISIT THE MISSISSIPPI COAST 


Circulation and Rates of Newspapers—Continued 


: 6 Month| Max, 
Municipality Publication — Average | and Min, 
. ate Net Paid| Mil. Rate 
MICHIGAN (Cont'd) 
Any National |"3zr cura” mak Pe aes eae 
Mount CLEMENS..... [OS (De) ar cP ere .04 6,558 6.10 
® MUSKEGON.......... eC a ara .06 18,226 3.29 
Advertiser Ras issn ESSERE NG 035-.025 | 3,220] 10.87-7.76 
IDI OREO Saks ae Argus-Press wenden 045-.035 7,240 | 6.22-4.83 
PETOSERY .... nse sos News (E.)... ; 035-.02 2,178 | 16.07-9.18 
h ego Rec ca ee a >. a a). .07 23,324 3.00 
orT Huron........ imes-Her .07 20,630 3.39 
who goes ROVAL OAK 6... 6606 0: Tribune (E.).. 05-.03 S712; 8.75-5,35 
‘ SAGINAW............-| News (E. ex. M.).. PA .08 26,980 2.96 
into Sr. Josepu.......... Herald-Press (E.)........... 05-.03 4,814 | 10.39-6.23 
SAULT STE. MarIE.. POTN ik factors evslino, vines oes .05-.03 4,549 | 10.99-6.59 
SrurRGIs. : Journal (E.). j eaiw chess ied] OSE eS 3,712 |  8.08-6.73 
Turee RIvers.. Commercial (E. ). eee IN .03-.02 2,647 | 11.33-7.56 
M I S S I S S I P P I TRAVERSE City. Record-Eagle (E.)........... .035-.03 4,813 | 7.27-6.23 
oo) re Ypsilantian-Press (E.)....... .03-.025 3,723 | 8.06-6.71 
MINNESOTA 
RGRART IEA. «<i. cic. |) ARIDERE UBoliv es cance scseen ns .035 5,305 6.60 
ao Beers orient cee — CB) La ree .03 pei 7.36 
In the Mis- errr ioneer (E.).........-0- 005s .025 2,23 11.18 
eS ee ll Ff eres an’ 2,414 10.36 
sissippi Coast GROOKSTON «<i 6.0 oc] RACE) oie sa asc cieteie ten .03 3,435 8.73 
: : ee, ce. 17-13 42,407 | 4.01-3.06 
section in the News-Tribune (M.).......... 10 | 31,865 3.14 
PARIBAUET 6.0.6.5. 5s c:s-s5 | PEO O Mie wicaise si ae oda ees .035 5,049 6.93 
last two years Fercus FALLs....... pains SRE 035 | 6,402 5.47 
. HIBBING.... PNOWS CEE) ig.c csiciairwiniss a sceseie oD” 3,986 6.27 
have been built Tribune (E.) 03 | 5,084 5.90 
$12,500,000 worth — PAGES: «oc 500: a ay ree RS I apd 10.61 
ee ll fe .05 18 6.96 
of traffic bridges, Minneapouis........| Journal (E.)...............- 25 | 115,088 2.17 
i nO eae oe ree eae Py 66,931 2.54 
200 miles of hard Tribune (M. & E. Comb.).. .28 | 141,297 1.98 
DIGGSHEAD .....05 ooo) NCW ese ea esters 6 0" 1,018 21.05 
surface roads, $3,- — Pious ieee ye ba Press (M. ex. M.).... .025 3,001 8.33 
: BRD WV ING 5 oo: 5505:5 5 5. 5 ct RMRU Rend raicieceintcuere a ei «cones 50" ..3” 2,172 | 16.44-9.87 
500,000 24-mile * Republican — E. Comb.). 025 3,059 8.17 
ey . GCHRSTER. .... asc OBE OUI CEL.) 65. oe ees 05 10,151 4.93 
step ty pe seawall Sr. CLoup...........| Journal-Press (E.)........... .035 4,366 8.02 
and many modern , SS eee .04 7,185 5.57 
g2 BROPAOL. 2s cess ain 28 Dispatch & Pioneer Press 
hotels. (M. & E. Comb.).. _..| .32-.28 | 168,815 |  1.90-1.66 
| PERRI - 18 89,355 2.01 
Sours St. PAuL...... Bapecter (5.). .. «2... s.sces .035-.025 4,995} 7.01-5.01 
DOCGAWRTRR.. . .... . <s] SI ince been ns needs ae” 1,550 11.52 
VIRGINIA...........-- Enterprise (E.)*.. .025 3,150 7.94 
WINONA conics cata Republican-Herald (E.).. .055 | 12,880 4,27 
MISSISSIPPI 
Bitox: & Gutrport..| Herald (E.)................. .04-.035 6,826 | 5.86-5.13 
CLARKSDALE.........| Register (E.).. 50”"..35" 4,387 | 8.14-5.70 
er Lend kne ee Commercial Dispatch (E.).. .04 5,160 7. ¢« 
CLG: er OPIN IAI Gis) ioisi.6 occ0 os eo see 40’-.25”” 1,198 | 23.85-14. 
and does not GREENVILLE: ........ Democrat-Times (E.)**...... 23" 1,984 10.08 
_ GREENWOOD......... Commonwealth (E.).........|.50"-.35” 2,375 |15.04-10.53 
go into HattiesBurc........| American (E.).............. .05-.035 6,245 | 8.01-5.60 
DN sce cee ee nant * Tae _ ex. ner 05-.04 10,692 | 4.68-3.74 
‘ — + 5 .06 16,138 a 
RUBBY 6 6 os ap osie eas OSE Mie) 6c. wise so sisew se ccs os .035 5,367 . 
THE #% DAILY HERALD) Menwran.200000000)| Star B).c oe. 07 | 15,291 4.58 
sesiniiiaii annie NaTcHEZ............| Democrat (M. ex. M.)....... 025 3,722 6.72 
ae uilding . uilding | =VickspurG..........| Herald (M. ex. M.)*......... 05-.02 3,622 | 19.00-7.60 
Gulfport Mississippi Biloxi Te RC i) Ae ar area: .03 5,434 5.52 
MISSOURI 
BROOKFIELD......... Argus (E.)*.. as” 2,410 7.41 
Is MISSING Cape GIRARDEAU..... South East Missourian (E.).. .04 7,431 5.38 
CARTHAGE........... Democrat (M. ex. wy Ee. .02 1,229 16.27 
Press (E.).. S025" 3,316 6.46-5.38 
THE BEST PART CHILLICOTHE......... Constitution (E. ‘.. 30” 3,281 6.53 
; Tribune (E. nhs ee Gare 30” 3,311 6.47 
OF MISSISSIPPI ee Democrat (E.)**............ RY 770 13.91 
COMMER. . 0.0.5 505 Missourian (E.).. 025 | 3,330 7.51 
Tribune (E.).. 03 4,779 6.28 
— THE Poures.........:...| Sane OD .. 025 | 2,705 9.24 
HANNIBAL...........| Courier-Post (E.).. ieee 04 6,722 5.95 
MISSISSIPPI COAST INDEPENDENCE.......| Examiner (E.)..............| -04-.03 4,070 | 9.83-7.3/ 
News (E.)***. . 22” | 1,800 8.73 
JEFFERSON City...... Capital News (M. ex. -M).. .04 7,185 5.57 
Post-Tribune (E.).. -06 5,003 11.99-8.00 
VISIT THE MISSISSIPPI COAST Newspapers, Members of ABC shown in Boldface type. **Gov’t. Stat. 9-30-26. ***Gov’t. Stat. 3-31-26. 
°Three months statement. *Gov’t Stat. 3-31-27. 


tABC Stat. 3-31-27. 
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These Booth Newspapers 


= Rapils Press = Offer Concentrated 
: BRIE sie, UR Coverage 


of Michigan 


(OUTSIDE OF DETROIT) 


wie 


F iat TAIN Re Pe me ARNT 
WAS hor: Sosbeerewrscndd ” 


The Booth Newspaper Area constitutes the ma- 
jor part of the lower peninsula of Michigan, out- 


ee side of Detroit and offers one of the country’s 
so a wun act greatest potential markets. 
| = se PEACE TREATY MTHS. 
<= MOA SUT ea ‘ 
Lon. 1,254,000 Population 
“THE KALAMAZOO GAZETTE _ There are more than a million and a quarter 
Ss ee ee =e eg population concentrated within the trading areas 
poe =e, of these eight principal centers. It is an intelli- 
cool gent, home owning, prosperous populace that has 


the means to buy and responds readily to na- 
tional advertising. 
HENOLS SPRING CO.” Teeny, New Cee 


CLEARED OF CHARGES — 
MADE BY WILLIAM ILE = 


Booth Newspapers Dominate 
Their Markets 


: Dany THKEs — They are all evening newspapers and in seven of 
|. sve) PRE BAY cry MILY TIMES 3. etal The B N i 
Fe samen ~ CEA Soh cae ST the eight centers e Booth Newspaper is the 
F BURTOMHATS ‘hurt When ie we Brrecu ; 
AK TRS es «< 3 o i ' = mS EE 


only daily, while in the eighth it is the only 
evening medium and thoroughly dominates its 


market. 
“=| THE MUSKEGON CHRONICLEC=) . ; ; 
—————— SS ee Combined Circulation Statement 
SPOUTS I Saree Tove =F LMT STEWART awed 

Ne 5 FOR WOmtD 13 = STAY FROM APAEST 08 Bs , * 

— ae For six months ending Sept. 30, 1927 

DE iitersesasadcka ew 164,686 

==) THE ANN ARBOR Dany y NEWS = pa ee eee 77,771 
a = cna ha  OUNNE FISTS. boa —% = SH SK BLOCKS BURNED ountry PRE I eR Se 23,080 
ta | ee 265,537 


*As made to A. B. C. (Ann Arbor and Kalamazoo are for 3 
month periods). 


Grand Rapids Press Saginaw Daily News Jackson Citizen Patriot Muskegon Chronicle 
Flint Daily Journal Kalamazoo Gazette Bay City Daily Times Ann Arbor Daily News 


I. A. KLEIN, Eastern Representative N C J. E. LUTZ, Western Representative 
50 East 42nd St.,. NEW YORK e 6 North Michigan Ave., CHICAGO 


—— 
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BSORBING details of events 
of world-wide interest come 
over the press wires at night. 
The flashes and bulletins that 
mark the starting point of a 
great newspaper story during 
the day are put aside and 
around the facts are woven 
clear, coherent, complete de- 
tails of the events toward 
which the attention of the 
reader public is turned. 


That is why the morning 
newspaper stands pre-eminent. 
It satisfies the reader. Not only 
news stories, but sports and 
markets appear in their com- 
plete, accurate form only in 
the morning paper. It is a de- 
pendable record of the events 
of the preceding 24 hours and, 
as such, is kept before the 
reader throughout the day. 


Growth and circulation is the 
best proof that the Courier- 
Express is fulfilling its mission 
in the morning field. The fig- 
ures of the Audit Bureau of 
Circulation (A. B. C.), recog- 
nized national authority, for the 
year ending September 30th, 
1927, are 


Morning Courier-Express, 116,504 
Sunday Courier-Express, 160,574 


There is a significance in 
these figures, not only to us as 
an indication of the public’s 
appreciation of our effort to 
produce a COMPLETE news- 
paper, but for the advertiser 
who seeks COMPLETE cover- 
age of the city. 


90 per cent of this circu- 
lation is in Buffalo’s trading 
area. 


95 per cent of the increase 
in 1927 was in the city. 


The Courier-Express is Buf- 
falo’s only morning newspaper. 


The Sunday Courier-Express 
has the largest circulation of 
any newspaper in the state 
outside of New York City. 


Courier +f EXPRESS 


Buffalo’s Only Morning and Largest 
Sunday Newspaper 
Lorenzen & Thompson, Inc. 


Publishers’ Direct Representatives 


Chicago - New York - San Francisco 
Seattle - Atlanta 


Circulation and Rates of Newspapers—Continued 


Tie 6 Month] Max. 
Municipality Publication Rate |Average| and Min. 
ate _|Net Paid] Mil. Rate 
MISSOURI — ad 
Jopuin.. ‘ Globe & News Herald 
(M. & E. Comb.)°.........) $0.15 37,656 $3.98 
Kansas City........| Journal & Post (M. & E. 
Comb.).. 40 | 264,735 1.51 
Star-Times (M. & E. Comb. oe .60 | 489,716 1.23 
KIrRKSVILLE..........| Express & News (E.)...:.... .03 4,833 6.21 
MARSHALL...........| Democrat-News onion ae te tee .0285| 2,400 11.88 
Mexico............«| Intelligencer (E.)... 257 1,368 13.05 
Ledger (E.)°.. .02 1,253 15.96 
MoBERLY Monitor-Index& Democrat (E. ) .03 5,334 5.62 
NEVADA.. : Mail and Post (E.). 4 no oid 2,360 7.57 
Popiar Burr. Interstate American (E.).. .025 S517 711 
Republican (H.)... cc... ccc ees .025 3,448 7.58 
Str. CHARLES.........] Banner-News (E.) etal aA 1,419 10.57 
Cosmos-Monitor (E. eee eaten baie 207" 1,270 11.25 
STAJOSEPH... 5c... <5) MGRROTIO IO occ oe ince .07 23,313 3.00 
News-Press (E.)° ene nde, stat 10 39,912 2.51 
Stock Yards Journal (E.)..... .025 5,576 4.48 
St. Louis...........| Globe-Democrat (M.)........ 43 | 262,712 1.64 
Post-Dispatch (E.)........... 43 | 234,503 1.83 
oe. a ey ae: .30-.24 122,011 2.46-1.96 
Times (E.).. | .20-.16 | 69,482] 2.88-2.30 
SEDALIA.............| Capital Democrat (M. &E. 
Comb. . 045 | 8,620 5.22 
SPRINGFIELD Leader (E. ¥ .07 26,021 2.69 
News (M.). .07 21,604 3.24 
DRENTON..... ..- Republican- Times  (E. ).. att 2,919 10.28 
Wess City..........| Sentinel (E.).. 20” 530 26.95 
MONTANA 
ANACONDA...........| Standard (M.)°.. rie .06 8,528 7.04 
BILLINGS............| Gazette (M. & E. Comb. )°.. .06 9,709 6.18 
BozEMAN............| Chronicle -* ex. M. ~ .025 2,313 10.81 
BUTTE 6 6. 66.0.0.0 00s «0c | OES) re .06 12,595 4.76 
in \ el ( 5 i a -05 10,816 4.62 
Great FALts.. .| Leader (E.  . .05-.03 2,748 | 18.20-10.92 
Tribune (M. “a cae .06 14,269 4.20 
MIAWRE «5-65. oes News-Promoter (E. *., .025 1,981 12.62 
HELENA.............| Independent (M.)*.......... .035 5,519 6.34 
Record-Herald (E.)°. . Bre ean .06-.03 4,874 | 12.31-6.15 
KALISPELL........ ee). ere Pc 2,523 7.08 
LEWISTON Democrat-News (M.)........| .04-.03 5,766} 6.94-5.20 
Livineston..........| Enterprise (M. ex. M.)....... .025 2,216 11.28 
Mites City Stat OR AG cars oie cece soe .03 2,880 10.42 
Missouta...........| Missoulian & Sentinel 
(M. & E. Comb.)°......... .05 6,952 7.19 
NEBRASKA 
eS SaaS) foc 0 (| 57) | .04 5,101 7.84 
CotumBus...........| Telegram (E.).. .03 3,864 7.76 
FremonT............| Tribune (E. .04 6,777 5.90 
GranD IsLanpD Independent ‘(E. ‘. .04 8,152 4.91 
a ST ti(“(‘( 05 9,074 5.51 
RSSRMET...........+) Ses a .03 3,545 8.46 
LINCOLN... Journal (M. & E. ‘Comb.).. eee .09 37,336 2.41 
Star (E.). Aes 09 | 33,429 2.69 
NEBRASKA CITY Nebraska News-Press 
(M. ex. M.).. wcivve-siee sf ROR O2S 3,842 | 10.41-6.51 
NorFOLk....... rrr TT .05 8,967 5.58 
NortH PLattTe | TR TTD 5 on oss ceases 30° 2,400 8.93 
OmaAHA......... Bee-News (M. & E. Comb.).. 25 | 134,537 1.86 
World-Herald (M. & E. Comb.) .22 | 115,360 1.91 
ScoTTsBLUFF Star-Herald (M. ex. M.)...... * 03 3,317 9.04 
Se News-Times (E.)............. .03 2,510 11.95 
NEVADA 
ee ss eee .04 6,568 6.09 
Nevada State Journal (M.). . .|.035-.03 7,193 | 4.87-4.17 
NEW HAMPSHIRE 
CLAREMONT 8 Es eee .04-.015 2,350 | 17.02-6.38 
ConcorD....... Monitor-Patriot (E.). . »s| 5025 6,279 | 7.96-3.98 
lL an Foster’s Democrat ne eee | 04-.015 2,975 | 13.44-5.04 
ee Sentinel (E.).. ee eee 3,994 | 13.41-5.72 
Laconia............| Citizen (E.).. ae ae” 1,853 | 13.49-8.09 
MANcHESTER........| Union-Leader (M. &E. ‘Comb.)| .18-.12 31,026 | 5.80-3.87 
| ee (ns 1.00’-.35"| 6,366 | 11.22-3.93 
PortsmoutH.........| Herald & Times (E.)*........{1.00’-.35”) 6,120 11.67-4.08 
NEW JERSEY 
Asspury Park........| Press (E.).. ....| .05-.04 11,094 | 4.51-3.61 
At.antic City.......| Press & Union 1 (M & E. 
Comb.).. orn 12 | 41,033 2.92 


Newspapers, Members of ABC shown in Boldface type. 


*Three months statement. 


*Gov’t. Stat. 3-31-27. **8Gov't. Stat. 3-31-26. 
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(N.J)Evening News //::'=. 


of February?5.926) ==" 


4fng 

na 

Rag 40, Co; 

| 19" done ¢ Pre 
° Pere, 


adding strength to this 
statement, Income Tax 
Statistics show that ap- 
proximately 


[5% of the Income Tax Collections 
of the State of New Jersey 


are derived from that section dominated by 
one newspaper, the 


Newark Evening News 


the HOME NEWSPAPER of Newark 
and Northern New Jersey 


Here, indeed, is positive proof of Purchasing Power—real potential 
buyers—buyers who have money with which to buy—and the 
NEWARK EVENING NEWS, withits 90% HOME DELIVERED 
Circulation, will carry your message directly to these buyers. 


Proof that these readers are generously responsive to well-directed, 
well-placed, conscientious advertising is shown in the enviable line- 
age records achieved during 1927, as in previous years. 


Ki in NATIONAL, AUTOMOBILE 
rst and CLASSIFIED Advertising 


and S d in Total Advertising among ALL the 
e C on six-day papers in the United States 


4 
Newark ing News 


Eugene W. Farrell 
Business and Advertising Manager 
215-221 Market Street, Newark, New Jersey 
NEW YORK O’MARA & ORMSBEE, Inc. DETROIT 
CHICAGO General Advertising Representatives SAN FRANCISCO 


You can cover Metropolitan Newark with 
one newspaper—the Newark Evening News 


SAN 


SSS 


fi 
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(Continued from page 238) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


Missouri (Cont’d) 


CTT} | cc ae 113 
Mexico 113-28 
Moberly 113 
Sa | ane eae Direct 
Poplar Bluff 106-35 
St. Charles Direct 
St. Joseph 18-46-69 
St. Louis .......94-55-7-110-117-45-101 
Sedalia 113 
Springfield 16-110-46 
Trenton 28 
vn Cl... eee 
Montana 
MeIMNNTNR 2.68 oak oc 
Billings 99 
Bozeman 99 
Butte .. 8-64 
Great Falls 8-79 
Havre Direct 
Helena 99-79 
Kalispell. ...... Direct 
Lewiston 61 
Livingston 99 
Miles City 99 
IRSSOUID ccc. 99 
Nebraska 
Beatrice 99 
Columbus 5-90 
Fremont. ......... 99 
Grand Island 99 
Hastings 99 
Kearney 99 
Lincoln 46-16-8 
Nebraska City 5-90 
Norfolk 99 
North Platte Direct 
COS ee OM: 99-117-93 
Scottsbluff Direct 
Nevada 
Reno 8-17 
New Hampshire 
Claremont 2.0.0... 82 
Concord 82 
Dover 82 
Keene Direct 
Laconia 5-90 
Manchester .............:...0- 13 
Nashua Direct 
eg ttt) [F(a Direct 
New Jersey 
Asbury Park ...... 59 
RI TERI sicetintsscnenosaientnecnitin 66 
Bayonne’ .vcecccsicnsssesccsenesnesneenerenen BO" Direct 
NII leschnntencssesoncatesceiceacecouiclae 14-92 
IN ic sssciccnssiacecsndicnobasciunidaeniacalal 17 
NUMAN INN RIN ng on ten nt Cah eee 110 
Elizabeth .......... 40-44 
Ce 1 i err. 96 
Lo CU) ic): | 49 
eee EE 110 
nae 14-92 
MMU ssl cccceassect se 61 
Morristown. ....... Bethel eee a 14-96-92 
PRG WOTIE: oscccsssissisctscccceccces 14-17-93-13-92-9 
New Brunswick Direct 
Orange 
NSS eer meee 
OS eee ee 
Perth Amboy 
UES TS SE eee eee eT 
POMMREPNRNINTD x 07 ai Rat te Eo te 
| SE 
Vineland. ...... 
Woodbury Direct 


(Continued on page 254) 
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Circulation and Rates of Newspapers—Continued 


Newspapers, Members of ABC shown in Boldface type. (1 
°Three months statement. 


*Gov’t. Stat. 3-31-27, 


) Combination with Newburgh News. 
**Gov’t. Stat. 9-30-27. tABC Stat. 3-31-27 


ie . 6 Month , 
Municipality Publication a Average oak ok 
ate Net Paid] Mil. Rate 
NEW JERSEY (Cont'd) 
IBAVONNE 04. 00 00 News (E.) $0.045 12,063 $3.73 
, See .07-.05 12,039 | 5.81-4.15 
BRIDGETON.......... 5 EE eee .05-.03 6,380 | 7.84-4.79 
a & Aida UO 
BuRLINGTON......... Enterprise (E.).. ; 03-.02 5,183 5.79.3 86 
CamMDEN.............| Courier, Morning Post. : 
(M. & E. Comb.).. 25-.16 64,841 | 3.86-2.47 
OE ee dl)” t .13-.085 | 25,566] 5.08-3,.32 
NT oe a avec cw ck .035 7,232 4.84 
Hackensack........] Bergen Eve. Record (E. ex .08-.06 13,738 | 5.82-4.37 
BIOROREN..... 66.5006 Jersey Observer (E.).. iy or 40,421] 3.71-2.72 
PERSEYACUTY 5 5. cca oa on Jersey Journal (E.).......... Py owe 2 41,229 3.64-2.9] 
Lone BrancnH....... Record (E.).. Swsiivis Sark att SOSEOR 5,491 7.28-5.46 
MILLVILLE..........{ Republican (E. y*.. 04-.03 4,600 8.70-6.59 
Morristown........| Jerseyman (E.).. .04 4,878 8.20 
Record (E.)..... or 4,222 5.92 
J ee 6) tl ne 15 56,724 2.64 
_ . errr 28-.24 128,598 Z18-1.87 
Star-Eagle (E.)..............} .25-.20 | 100,032] 2.50-2.00 
New BrunswIck..... Home News (E.)............|.085-.06 13,658 6.22-4,39 
OO re Courier (E.)..... 10-.06 6,877 | 14.54-8.72 
eee rere Herald (E.) 10-.05 15,753 | 6.35-3.17 
1 eee 10-.05 15,035 | 6.65-3.33 
ee ei ia eke way anne he 15-.06 19,104 | 7.85-3.14 
News (E.)° 5:4 eii'eve! .ei[| See 14,065 7.11-3.56 
Press Guardian (E. ae 12-.06 16,802 | = 7.14-3.57 
PertH AMBoy........ aS 08-.055 | 11,664] 6.86-4.72 
PeaAineteLp.......... Courier News (E.)........... .05 10,186 4.9] 
po rr State Gazette & Times 
(M. & E. Comb.).......... 16 59,596 2.68 
Unton City......... Hudson Dispatch (M.)....... .06 15,569 3.85 
i! ie | || re .025 2,841 8.80 
Woopsury.......... RET) «ose vest ccnnccus .025 4,350 5.75 
NEW MEXICO 
ALBUQUERQUE....... Journal (M. & E. Comb.)t.. .07 14,892 4.70 
New Mexico State Tribune (E. ) .07 12,529 5.59 
East Las VEGas..... pie | haere .03-.02 3,211 | 9.34-6.23 
eee | |. ree Pg 1,365 15.70 
RosweE.t............| Record (E.).. 3 gi ee ee 
DBANTACIE .. dsckccek on New Mexican (E.).. -032=,022 2,262 | 14.21-9.50 
NEW YORK 
TF os ik dices eeteteereetone Press (M.).... A2 35,507 3.38 
ere As 48,423 2.68 
Times-Union (E.)........... 14 46,539 3.01 
AMSTERDAM..........| Recorder & Democrat (E.)....| .05-.04 7,532 | 6.64-5.31 
AMBURIN sicied: Ss der Advertiser-Journal, Citizen 
(E. Comb. re Rretarera cise MRE .075-.055 10,148 7.39-5.42 
BATAVIA ......| News (E.).. eee Oe .04 9,355 4.28 
MOAGOM. .. 5s ocaens | ere 08 (|1)15,304 5.23 
BINGHAMTON......... I hi sso Saw betwee 12 36,511 3.29 
"Ene een .07 22,712 3.08 
BROOKLYN........... S| A eee 15-.12 43,112 | 3.48-2.78 
Eagle (E.).. 25 77,338 3.23 
Standard Union (E.).. 7 .20 68,231 2.93 
er erenee 22. | 92,437 2.38 
BurFALo.. Courier-Express (M.).. 22 | 122,531 1.80 
ea eee 30 | 152,684 1.96 
5 eee 24 | 111,222 2.16 
Cananpaicua........| Messenger a P. ees .03 3,189 9.41 
Conogs.............| American (E.)..............| .10-045 | 10,983| 9.11-4.10 
ee eee ee eee 06-.05 9,048 | 6.63-5.53 
CORPEAND =o s5556 oc an | .04 5,660 7.07 
DPMOIRK. . o.oo cu us ee et .03 4,426 6.78 
Evmira.............| Star-Gazette & Advertiser 
(M. & E. Comb.).. 11 | 34,688 3.17 
FLusHING...........| Journal (E.).. .05 10,200 4.90 
PORBIORT. .....05 0405 Nassau Review (E. - .06 11,494 5.22 
OO WD oa 6 6 Ks co ae aos ss, 1.00’’-.04 5,723 | 12.48-6.99 
Gens Fatis........| Post-Star, Times ee & E. 
Comb.)j.. bs 07 | 16,441 4.26 
GLOVERSVILLE & 
JOHNsTOWN........ eee .035 5,659 6.18 
Leader Republican . ). pene 035 | 7,320 4.78 
HERKIMER...........| Telegram (E.).. , 045-.025 3,200 | 14.06-7.81 
HorneE.............| Tribune-Times (E. ).. ...| .05.,04 8,224 6.08-4.86 
Hupson............. Register (E.)°............... 025 | 2,701 9.25 
UT oe cos cecnaans 03 3,437 8.73 


28 Marcu 31, 1928 Sates MANAGEMENT 245 


| BUFFALO EVENING NEWS SURVEY 


2 The Choice of 125,392 Housewives in the City of Buffalo As Reported by 85 Indepen- 
sf dent Grocers and 434 Chain Stores. 
| : 3 brok nd retailers are always Kensington. In each section seventeen representative stores 
86 int Bam 4 ee ae bree distribution of their were chosen; five class A, seven average or*class B, and five 
| vroducts. Accurate knowledge makes it possible for them class C. This gives a spread through all classes of outlets. 
47 fo plan their activities, take advantage of | : e results of this survey, you will note it 
3) ditions and, most important, direct their a we often note a great differ- 
84 ance with actual facts and figure hen called to the attention of 
37 “estimates.” A 5 * rr Lc ye AD ge ae 
7 furnish su iOWS. ndoubtedly this is in a 
a1 ay.” The Buff e Yr WV I ce be retail outlets. They 
46 make personal call; a decided extent. 
51 fan “inventory” 0 fer beyond Lhe contract demand \ew ae: 
20 06€*8§ Every effort is 
2 instance the —— 
4 iving it. ; 
87 ye oe e In Buffalo, The Evening News goes into over 85 percent. of 
00 fF the compiled info the homes every evening in the week. Over 154,000 house- 
< Eighty-five re wives have learned to plan their buying from the advertising stions 
7 iF store organizati appearing in its columns. 
Ce gt , ; Je. 
14 was bt se Retail merchants in Buffalo recognize this dominant newspaper by krge, 
56 — placing the majority of their copy in its columns. Food merchants han- 
“a divided 1 are unanimous in their statement that The Buffalo Evening News is 
‘91 the only medium that has contributed to the success of their annual 
Food Show. The grocers of Buffalo know advertising placed in The 
2.68 News will move those slow sellers from their shelves. already 
In checkin) a - me pluencing 
3.85 | age coffee in t And, editorially, The Buffalo Evening News steadfastly maintains the 
oe brands, 14 of wh highest standard, carefully safeguarding the immature minds of its ‘ 0 
° ing a firet pref hful readers; frankly discussing civic and national questions of a 
. nationally a youthful readers; frankly discussing civic and national questions o ! give the 
" makes RO & the day; honestly advising their women readers in matters of home o the woman 
pe manager h administration, and publishing all the news of the day without par- while she is 
6.23 It tiality. 
5 : 70 decided} ' : : P Distribution 
ms Financiers and investors depend upon The Buffalo Evening News to 2 
9.50 give them market and business information sixteen hours in advance 1 
of any other paper. , 
3.38 : ; 
2.68 And, now, manufacturers, wholesalers and brokers are relying on The 0 1 
3.01 Buffalo Evening News Market Surveys for accurate pictures of dis- 1 
5.31 — Ha tribution and customer preference in the Buffalo market. Their sales i 
. mg é campaigns are mapped out after they have received the analysis of 
— the market from The Buffalo Evening News. 
3.29 Ask this splendid merchandising department any question : ry 1 
3.08 that is in your mind about your own distribution and 0 1 
= competition in Buffalo. 0 1 
2.9 hird Distributies 
+ [Cover Metropolitan Buffalo with 4 4 
1.96 oe. 
2.16 
3 THE BUFFALO EVENING NEWS ¢ i i 
-4,10 0 0 8 
— EDWARD H. BUTLER, Editor and Publisher 2 ; ; 
6.78 Vien ect eeessesees KELLY-SMITH CO., National Representatives Graybar Building, New Yprk : : 
3.17 arrington’s Caatle Atlantic Building, Philadelphia Tribune Tower, Chicago 0 0 2 
10 Weideman Mocha Sava 0 Waterman Building, Boston CC a a 
a Monareh oo... = 0 0 Glenn Bldg., Atlanta, Ga. 0 0 1 1 
; I cides accivnsasiPexiioisons 1 0 0 0 0 1 
4.26 3s 1 0 ) Veideman 0 0 0 1 
Rae eee 0 0 0 Sanka 0 0 0 1 
|” See 0 0 1 Royal Scarlet 0 0 0 1 
” _ RR 9 8 : Society 0 ° : ; 
23 Be Bis oc... * 1 
78 Arabian Banquet 0 1 0 i x Q 0 0 1 
o SNE Saitianisiacarisiicidsedusions 0 0 1 1 Old Master 0 ® 8 1 
y ’ 
wy 
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€ \e . . 
the facts said: Circulation and Rates of Newspapers—Continued 
By as Be . 6 Month} Max. 
6 use the Municipality Publication a Phi 9 _ yen 
al lM. 
NEW YORK ial “ 
‘ . ITHACA.. .| Journal-News (E.).. ..| $0.05 7,668 $6.52 
im e ravi 99| JAMAICA, ae Long Island Press (E. “' 10 20,789 4.8] 
Y s-[ ) ON) | Jamestown. Journal (E.)°............... 05-03 | 9,642] $.19-3.11 
MPU) soe ck 52.555. 5 Sis c6s ee Sceusas .06-.035 12,004 5.00-2.92 
KINGSTON. «5... 655605665 ee ee wa os oo 4.92 
O insure maximum — FALLs.. Times (E.). a 05-.03 4,682 aca 
‘ OCKPORT. U; - © ’ 90.5. 
effectiveness for Mobil-| Lone Istanp City. | Sat) . oe ms. : : cw Pr oe 
° ee ° | Matonz............ Telegram (E.).. | .04-.025 4,675 | 8.56.5. 
oil advertising in Roches MAMARONECK........| Times & Paragraph (E. as .04-.03 3,254 12.29 2 
ter, the Blackman Com- MEDINA.............| Journal (E.)** ; ad 2220 11.25 
oes MippDLEeTown........| Herald & Times Press &. )°.. .05 10,679 4.68 
pany, advertising agents, a VERNON...... Argus (E.) Gn ; .05 9,663 5.17 
EWBURGH..........| News (E.)°. Peres ; 
made an on-the-ground New Rocuetie...... tr . ye. enareinn ‘04 eit 193 
investigation of newspaper New York..........| American (M.).. eee .50 | 227,969 2:19 
Graphic (E.).. 65-.55 282,235 2.30-1.95 
values. The contract was Herald Tribune (M.). . 70-.60 | 302,598 | 2.31-1.99 
. Home News (E.).. .30 87,986 3.41 
awarded exclusively to the Jewish Daily Forward 
° ° ° (E. ex. Sat).. 32 | 140,384 | — 
Times-Union. This per- Jewish Day (5 da. av. E.ex.Sat)| .25-.23 | 72,280 346-318 
sonal survey, so charac- — a. ee ee 
teristic of the Blackman Journal (E.). . of 125 | 680,681; 1.84 
" ; Journal of Commerce & 
Company s service to ad- ‘ ——— CS .40-.28 25,785 |15.51-10.86 
© o e e a 2h é 2 ee S68 Bre 6.4 . “. 7 - 
vertisers, provides striking Mirror (ML). " 70.60 | 449'369 | 1:56.14 
Se ee A a es oe eee . -., ’ . od . 
proof that Rochester’s buy- News (M)onn (M11 0:1-30 1.208008 | 1232-14 
ing power is largely con- Post (E. 5 da. av.).. 40 | 68,477; 5.84 
gpg : ees: 65-.54 | 276,668 | 2.35-1.95 
centrated in Times-Union Telegram (E.) 45 | 228,084 1.97 
cathy IN 5 Xia re ce ke .85-.748 | 392,800 | 2.16-1.90 
families. Wall Street Journal (M. & E.).| .50-.30 | 31,605 | 15.82-9.49 
Wall Street News _ Bs nS 302515 3,863 | 77.66-38.83 
World (M.).. . .60-.44 | 335,880 1.79-1.31 
Evening World (E. As, ...| .60-.44 | 314,061 1.91-1.40 
: NIAGARA FALts......| Gazette.) ..06 ccc cee ns 09-.07 23,023 | 3.91-3.04 
R O c H E S TE R N. ToNAWANDA...... EN iach 6a ice ck a'x Wo 6 3 .025 4,790 “3.22 
rere | |: ere .03 3,012 9.96 
OGDENSBURG......... — ee = “ 06-.04 6,032 | 9.95-6.63 
, i IMES k N OLEAN... Herald (E.).. | 035 | 4,748 7.37 
- ION Times (E.)............02... 05 | 8609 5.81 
eer: 000! ere .03 2,095 14.32 
Rochester, New York ONEONTA.............-.| Star GM)... ...| .06-.045 8,509 | 7.05-5.29 
Osstninc............| Citizen-Sentinel (E. ).. ea .025 1,709 14.63 
ele ea ee ee -Times (E. :.. : .05 10,811 4.63 
BER SRILL 5 51605245. 26. <6 | URL Ocoee. < due. ooo scree ree ek .025 ? .62 
Member of The 100,000 Group Union (E.).. i .025 0595 64 
of American Cities, Inc. PLatTsBuRG.........| Clinton County News 3 (E.). ne 28” 4,374 4.57 
Press (M.).. ine oe Ree 4,246 | 12.62-5.89 
Republican (M. ‘.. Rd 4,651 8.60 
Port CHESTER....... SS  § 045-.035 | 5,083 | 8.85-6.89 
mnt f th Peat Jeeves... ....... Union-Gazette (E.).......... .05-.025 3,126 | 15.99-8.00 
e POUGHKEEPSIE....... seca Nia MOVES octice deat'ssite aes COO 6,847 | 7.30-5.84 
tar Enterprise (E.)......... .10-. 46-4.48 
GANNETT NEWSPAPERS | Rocuester.......... Domocrat & Chipnicie (WML). __| ‘2722 | gstoae| 3.28:265 
MN ik suk vx ok ose as 16 47,640 3.36 
on Sendnel (ED. | So ee 25-.20 80,441 | 3.1 ee 
. Bei hh RB RINE ie aies ce oniecretares t Bae Ey .08-6.4 
Rochester Times-Union peace rida manna Se Repsiidicns: eo (E. *.. : | <ob-ois 7450 1633-612 
° , arANAC Lake.......| Adirondack Enterprise (E.)* . .|.035-.025 2356 | 14.86-10.61 
wiles Observer-Dispatch SARATOGA Sprincs....| Saratogian (E.).. : “ ae ' sh ..| .06-.05 01635 6.23-5.19 
Elmira Star-Gazette-Advertiser| SC#ENECTADY........| Gazette (M.).. 5 phck cieied .07 23,196 3.02 
; Union Star (E.). ey 05 | 16,873 2.96 
Elmira Sunday Telegram StaTEN Istanp.......| Advance (E.)°.. bite ee .06 18,380 3.26 
Staten Islander (E.). .....| 06-04 5,249 | 11.43-7.62 
Ithaca Journal-News SYRACUSE........... ——— PE Cee .18 51,667 = 
N . ourn Oi otek % phe 5 oe x 5% .18 66,917 
ewburgh-Beacon News Post-Standard (M.).. 22.18 | 60,558| 3.63-2.97 
Olean Herald Tarrytown.........| News (E.).. .025 2,580 9.69 
Troy...............| Record (M. & E. Comb.). . 07 | 23,174 3.02 
Hartford, Conn., Times ‘ —— | area 05 | 18,121 | 
‘ J PEMA Sk Rate ales ote orators za ’ 
Plainfield, N. J., Courier-News Prem Cie. _— “ )- nee | a 339283 
WaTERTOWN.........| Standard -- Rh ea aia ae ake .07 18,061 3.88 
J. P. McKinney & Son, National Representatives Times (E.).. asofibiigaco oleliewrees .08 18,611 4.30 
New York Chicago San Francisco | y Aten 
John J. McConnell, Western Manager “Three monchs ero ARGshorn ia Bade wee, Stat. 3-31-27. (1) Combination with Beacon News 
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Syracuse Journal-American - - ~- .1,047,123 Lines GAIN 


Syracuse Herald - - - - - - 1,163,407 Lines LOSS 


Syracuse Post Standard - - - - 174,384 Lines LOSS 


Speaking of the Syracuse 
Advertising Situation 


Below, we give you figures on the Syracuse display advertising situation during the 
year 1927. They reflect a conclusive and rapid change of sentiment of the advertiser, 
local and national, all to the favor of the daily Journal and Sunday American. And for 
1928 it is easy to forecast an even greater shift in advertising lineage, both local and 
national, to these papers because of their circulation leadership both daily and Sunday. 


Journal-American Herald Post-Standard 

DAILY Lines Lines Lines 
Local Display ................. 685,685 Gain 909,433 Loss 70,574 Loss 
National 105,686 Gain 12,957 Gain 180,089 Loss 
791,371 Gain 896,476 Loss 250,663 Loss 

SUNDAY Lines Lines Lines 
Local Display ..................... 223,293 Gain 257,614 Loss 99,316 Gain 
National . .. 982,459 Gain* 9,317 Loss 23,037 Loss 
255,752 Gain 266,931 Loss 76,279 Gain 

DAILY AND SUNDAY Lines Lines Lines 
Local Display ..................... 908,978 Gain 1,167,047 Loss 28,742 Gain 
National 138,145 Gain 3,640 Gain 203,126 Loss 
1,047,123 Gain 1,163,407 Loss 174,384 Loss 


*Includes Gain for American Weekly, a supplement of the Sunday American. 
(The above figures do not include legal or classified advertising gains or losses) 


It is important to Know Where a Newspaper’s Lineage Stands, But tt is More Im- 
portant to Know Which Way It 1s Headed. We're Headed tn the Right Directton 


SYRACUSE 


JOURNAL- AMERICAN 


DAILY SUNDAY 
RODNEY E. BOONE, National Representative 
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(Continued from page 244) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


New Mexico 
APs... 


mee aes Youn... Direct 

OS a EL eee. Direct 

RE fn Direct 

CNS Ey a ene ere. || 
New York 


pO er ee eee 
Amsterdam aoe : 
PRONISONOD eh  o aenaee 
OES a reece ne 
(EE RPGR SI 
Binghamton 
ECO IC 1p nee ee eee 
Ran ee. 
Canandaigua ae J 
SELLA SLOT 
| ESSER Orresem re 
COT a ODOR OTIC rE. 
I cok hen ee ee 
Freeport 
SS ee eee ere oF: 


Herkimer 
Rr e003 to koe wl ee 
ON Ee 
CUR hoe cole 


Jamaica 
Se ee Ee REE CS 13-57 
I ecient acl 61-Direct 
EOSY Tae. OP | erence 50 
TS IEE 61 
one igen City... 50 
Malone ... Ler) A ee ...100 
Mamaroneck ose ioctl cai aN 61 
JLT Seen eee arene. | 
Middletown .................... Le 5iSeade aoe 99 
Mount Vernon .....................0 tsi 61 


Newburgh. ................ 

New Rochelle ........ J 

New York 74-105-115-87-32-94- 
12-127-118-91-3-43-26-6-24-21 


TN TINS secpeesccisscedescinsincansoecseremesioll 66 
PN CMRI eS iocctieite danuaioe 119 
PANN 2 ad hi Ne ee 17 
Ogdensburg. .................. sesssssenresseeree PAOD 
OLS reenter 35-61 
STS a oe SRI 


I siisinccacislitalecanlisisansiecbiasine 
I ssasadinsnisonsndssciecoltnbeledbeioi culm 
Oe ONT Te. | 
Peekskill . 


Plattsburg .. See SEE 35-28 
ge LOL) (nee 61 
Port Jervis ....... Spire shiek eee. 61 
Poughkeepsie 0...:cccocccosesseesseenee 61-50-98 
Rochester... 117-13-70-79-15 
OS a ee eee ina te ee 
COS Car Direct 
See Lan (<n! ||) | 
Se es | (Te 
RON, isc sicseicsnncesctlnionin acca 8-44 
Staten Island ...................... ..... Direct 
Syracuse ............... vee 99-70-13-15 
PN, a nsintiiissinrcelticiiunininpnenanomials ma 
I sessssssssessrers 4125-57 
IRR, es Te... 79-116 
WYBUETUOWR  cescki Sissi 66-116 
Whitehall ......... Ces Ts Ad Oc 28 
White Plains . a suis 
CN op: EET. 35-61 


North Carolina 


Asheville ......... sis ..64-16 
Burlington. ............. ee: 48 
Charlotte .. ei witssssinsiee ae 


(Guadiansl 4 on saer 256) 
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Circulation and Rates of Newspapers—Continued 


tABC Stat. 3-31-27. 


Newspapers, Members of ABC shown in Boldface type. 
*Gov’t. Stat. 3-31-27. 


°Three months statement. 


**Gov’t. Stat. 9-30-26. 


Line 6 Month Max. 
Municipality Publication Ras Average| and Min, 
ate —|Net Paid! Mil. Rate 
NEW YORK (Cont’d) , i 
WHITEHALL........ Times (E.)*.. $0.42” 3,150 $9.52 
Waite Piains.......| Reporter (E.).. 05 9,126 5.48 
YonkeERsS............| Herald.(E.).. 08-.06 13,561 5.90-4.42 
Statesman (E.)°t.. 06-.035 5,894 | 10.18-5.94 
NORTH CAROLINA 
ASHEVILLE. SCT | 2 arr a eee .075 | 18,893 3.97 
Times i aleeailameraa .07 17,695 3.96 
BURLINGTON, .....:..| Lames.(E.)*.. 5!" 3.550) 7.04 
Cuarorte..........| News (E.).. .07 20,241 3.46 
Observer (M. ).. Gest 39,875 | 3.26-2.76 
Concorp............| Tribune (E.).. md 2,990 8.36 
Duruam............| Herald (M. )°.. .07 13,018 5.38 
Sun (E.). .03 7,156 4.19 
E.LizaBeETH City.... Advance (E. i AQ = 35" 33303. | 8.6527:57 
FAYETTEVILLE..... Observer (E. PS .03 4,520 6.64 
GASTONIA...........| Gazette (E.).. .035 6,259 5.58 
GOLDSBORO........ pr CO ees od er! 2,140 9.35 
News (M. ex. M. M.) sa .03 3,585 8.37 
GREENSBORO.........| News (M.).. St hs, coated te Me 31,015 | 3.22-2.58 
Record (E.).. .04 8,274 4.83 
GREENVILLE.........| Reflector (E. .. .025 35251 7.69 
Henperson.........| Dispatch (E.).. 03-.02 2,285 | 13.13-8.75 
FIIOKORY..... .5 occ. + | BeeCCOraCH,)... BS de 3,075 | 8.13 
Hicu Point.........| Enterprise (E.).. eee 035 6,255 | 5.60 
Kinston............| Free Press (E.). Fhe eee 2 .025 3,363 | 7.43 
News-Leader (M. )* .025 2,200 11.36 
New Bern........ New Bernian & Sun- Journ: al 
(M. & E. Comb.). ....| .05-.04 6,159} 8.12-6.49 
RALEIGH............| News & Observer (M ) Bein ae .08 37,376 2.14 
Times (E.).. oy ya el) 406205 12,697 4.73-3.94 
Rocky Mounrt.......| Telegram (E. ). 42” 4,377 6.85 
SALISBURY...........| Post (E.).. .04 8,424 4.75 
STATESVILLE....... Daily (E.).. ae 25" 2,050 8.71 
WASHINGTON...... News (E.).. ee Ree a .025 2,350 10.64 
WILMINGTON......... News Dispatch (E.). saMecnds eso 04-.035 4,327 | 9.24-8.09 
Star (M.)....... Pioviiie aaa .05 7,932 6.30 
Wisen.............] See ). .04 4,516 8.86 
WinstTon-SALEM.... Journal, Twin City Sentinel | 
| (M. & E. Comb.).. ..| 12 | 34,753 3.45 
NORTH DAKOTA 
Bismarck...........| Tribune (E.)°.. : .04 4,051 9.87 
Devit’s Lake........| Journal (E.).. et .03 3,603 8.33 
Farco. eek Forum (M. & E. Comb. Yt | .08 23,895 3.35 
Granp Forks.. Herald (M. & E. Comb.)°.. .07 17,611 3.97 
JAMEsTOWN.. .. (eSaite.)*:.. .045 5,049 8.91 
Minor.....:.... .| News & Optic- Reporter (E. . .04 7,017 5.70 
OHIO | 
Akron..............| Beacon-Journal rs birt ess 12 62,022 1,93 
Times-Press (E.).. 11 57,282 1.92 
ALLIANCE...........| Review (E.). .04 10,373 3.86 
AsHLAND............| Times-Gazette (E.).. .025 5,824 4.29 
ASHTABULA..........| Star & Beacon (E.).. a .045 | 10,444 4.31 
ATHENS........... Messenger (E. ex. Sat. HD. .04 10,149 3.94 
IBELUAMRE. . oc... Leader (E.).. eves | 2082085 7,068 | 5.66- : . 
BELLEFONTAINE......| Examiner (E.).. 35" 5,424 
BELLEVUE...........| Gazette (E.).. ae ar 2,114 43 
Bow inc Green....., Sentinel- Tribune (E.).. a .02 3,863 5.18 
Bucyrus............| Telegraph-Forum ia ae .03 6,083 4.93 
CamMBRIDGE..........| Jeffersonian (E. he as -045 11,478 3.92 
Canron.............| News (E.). .08 36,024 2.22 
Repository (E.).. .085 | 40,260 2.11 
CHILLICOTHE....... News Advertiser (E. .. 025-.015 4,776 | 5.23-3.14 
Sciota Gazette (E.)*. A550" 6,609 3.78 
Cincrnnati..........| Commercial-Tribune e (M. ). .20-.14 ce 4 
| Enquirer (M.).. 529 71,379 | 3.50-2.66 
| Post (E.).. Fas ns 32 | 214,401 49 
| Times-Star (E. - re Pe: 160,085 2.00-1. £ 
CircLevILite.........| Herald (M. & E. Comb. )*. Pd 2,050 6 
CLEVELAND..........| Live Stock News exSat.). ees... z 
| News (E.).. oe .38 | 200,269 | 1,90 
| Plain Dealer (M.).. 42 | 240,665 1.75 
| Press (E.).. 42 | 229,678 1.83 
COLUMBUS ©. 22. 6c.4 | Citizen (E. a. .20 89,550 2.23 
| Dispatch (E.).. 962.22 | 907.077 2.22-1.88 
| Ohio State Journal (M.) pee 17.44 53,011 | 3.21-2.26 
Conneaut...........| News-Herald (E a: .0225! 2,920 7.70 
Cosuocron..........| Tribune (E.)°.. 03 6,518 4.60 


a 
— 


, rar ee a. a ee ee ee. ee. ee ee a. ee ee ee. ee. ee ae ae ee ee. a. a 


_— — 
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With 21,148,813 Lines 
: Bi ‘te 1927 the Columbus 
Dispatch Dispatch was AGAIN the 


~ 
— 
ote 


% 
i 
es 
& 
us 
ee} 
Bs 
is 
is 
% 


e She Sie Se: 


8.71 

a5 | Coverage state-wide leader in adver- 
$36 City.... Practically Perfect! tising linage te 8 e aos ne 
3A me Belt Se & a 
ed See | oMlranking 

: ra Sore Grete paper by more than three and 


one-half million lines 


Sie Se She 


Urban.... Intense! 
e r Pace ff Magan aan HE Dispatch carried 54 per cent of all 
*/ G g k 4 h . . 
19 Re Dispatch ae combined aver . Columbus newspaper advertising, leading 
5 | age daily coverage, in and out . 
4.29 cs of the city of one paper to the other two Columbus papers combined by 
431 i every 1.8 families. ° 
3.94 cs] 1,094,296 lines. 
-4,95 ; : ‘ , 
tél a Trading Area..Unequaled! 5 4 7 National Display 59 National Display 
8.45 val Among, all the families in the Advertisers used Advertisers used the 
re cs] iaeik bos an ae om the Dispatch Exclusively other Columbus evening 


bined coverage in and out of in 1927 
the city of one paper to every * 
2.8 families. 


paper Exclusively in 1927. 


....remember these facts when you are ready 
for the Great Central Ohio Market 


Dispatch 
Market Information 


and @ 
Merchandising Service 
Market Surveys 0 a WW spa 
Special Reports 


ie She che Iie Tie She 


She She Sie 


a Market Statistics 2 
“e ersonal Introdu 8 

1.83 | ~~ aa OHIO’S GREATEST HOME DAILY 1s 
pe 3| Interior and Window Is 
Pa i” Displays 7 I 7 
1.88 val ae, Paid Circulation . . . . . . 117,077 ies 
770 ik Bie eng e at cost) Harvey R. Younc, Advertising Director leg 

: ublicity in Dispatch : ? 

4.60 a Trade News - O’Mara & OrmssEE, INc., National Representatives lees 
= ts () NEW YORK DETROIT CHICAGO SAN FRANCISCO [ee 
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SALES MANAGEMENT 


Marcu 31, 1928 


(Continued from page 254) 


_Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 


key on page 257.) 


North Carolina (Cont’d) 


Concord 48 
Durham sbiticilet 64-17 
| | ae ane 
| ane a 17 
Gastonia ............ 48 
Goldsboro 48-28 
Greenville ...................... 17 
Henderson 48 
Hickory 48 
High Point ..... 48 
Kinston 48-90-5 
New Bern .................... 17 
Raleigh 17-16 
Rocky Mount ...... 48 
Reese: 17 
Statesville Direct 
Washington... 48 
Wilmington 48-17 
Wilson 28 
Winston-Salem onic cccccccccccccsssssscssssssseessseesee 66 
North Dakota 
itt). 0 ——_———ae 96 
LE Er Direct 
Fargo 66 
Grand Forks 99 
BRM CRUD: esssssscncscnnsboonnen een 96 
OSS ee ee 66 
Ohio 
TE 3-110 
ee ea ree 119 
Ashland nce 119 
Ashtabula ............... 119 
Athens 119 
Bellaire 5-90 
Bellefontaine 119 
Bellevue 119 
Bowling Green 119 
Bucyrus .......... 119 
Cambridge 119 
Canton 96-110 
Chillicothe 119-5-90 
Cincinnati .................... 30-13-117-3-95-81 
Circleville 4-28 
Cleveland 6.60.8 3-78-117-127-128 
Columbus 3-93-110 
Ort: | 106 
CO EE ENE 5: 119 
Dayton .......... 110-69 
Defiance nnn. ccccceceecccssessseeee 5-90 
Delaware 119-28 
IT cdsssakicsinsiataiasnphsscntcinlosel tone Direct 
Dennison Direct 
LS Ga eee een 8 
East Liverpool ...:0:-:ccccccc 119 
BUGRE PBICSUNE | csccciccsccccseccsssscccasdend Direct 
I csi 119 
III sccsbcnslhnsbsessonenoeianccndistinsiacaiceiaee 119 
FROSCOVT cece cescnnneseceecccccccscccsssssecnseseeveeeersee lt 19-40 
Fremont ...... 5-119-90 
Galion 5-90 
Enea Direct 
Greenville 4-119 
Hamilton occ 119-29 
LOS eee 119 
LSD Ci eS ee eee 119 
Lancaster ........ 119 
LSS eee eon 29-64 
Lorain .......... 119-98 
UIST: (1) [1 (cc en 119-17 
NEN 8 2eatth cn pence tet ete 119 
Ln 119 
Martin’s Ferr: y eee 119 
1S amen e re 64 
WY 6s (0 1 (-) )'p | 119-5-90 
Mount Vernon 0a ssnseccssssssssenseesssee 5-119-96 
LS eS ere 119 
New Philadelphia 119 


(Continued on page 258) 


Circulation and Rates of Newspapers—Continued 


Newspapers, Members of ABC shown in Boldface type 


°Three months statement. 


*Gov’t. Stat. 3 


-31-27. tABC Stat. 3-31-27. 


‘ Lin 6 Month Max. 
Municipality Publication R os Average | and Min, 
ate —|Net Paid} Mil. Rate 
OHIO (Cont'd) os 
roe: Herald & Journal (M. & E. 
eS 0g. . ik eae $0.13 | 74,309 $1.75 
ED Ss ei nicdv ae be asx .10 55,130 1.81 
DEPTAMER . . ss ss ccads Crescent-News (E.).. 025-.02 3,604} 6.94-5.55 
DELAWARE ee 20” 2,307 6.19 
Journal-Herald (E.).......... 215° 1,949 5.50 
DEIPHOS...... 05 5c Lele. 0) 2S) i ee 02-.015 1,418 | 14.10-10,58 
DENNISON | re 20" 2,091 6.83 
RPO WER oisoiscs. so dees ance OE errs .03 6,638 4.59 
East Liverpoo......| Review-Tribune (E.)°........ .045 | 11,822 3.81 
East PALEsTINE..... (Uc 01 Oe) en 20" 1,640 8.71 
i. renee. Chronicle-Telegram (E.)°..... .04 8,884 4.50 
FINDLAY.............| Courier, a wale & E. 
Comb.).. .045 11,628 3.87 
Fostoria.....,.......| Review (E. ., ae: Cerner ae .02 3,544 5.64 
SD ereke | Co) Sa nee oar’ 3,356 5.11 
FREMONT............| Messenger (E.)..............{.025-.0178] 3,529] 7.08-5.04 
LES 2) hd rr ee eo 4,067 4.39 
GATHON «bcs: ..5-5,80s ares SOMUIIOE TE). «oc ct nesses ase mee 2,675 9.35-5.61 
IGATIIPORTS. ......4..05 DONO LE osc ook Ss ce Seok en” 936 9.16 
GREENVILLE......... Advocate (E.) . sasr. 4,550 S92 
News-Tribune (E. ).. 250!” 3,600 5.95 
PIAMIUTON 4.05 5.550504 Journal (E.).. .045 | 10,959 4.10 
INO (2) cr re .045 | 10,440 4.31 
IRONTON...:.......:] aeipeune G. ye. ae a em .04 5,794 6.90 
KENTON......,......| Democrat (E.). .015 2,560 5.86 
News-Republican (E. ) .015 3,030 4.95 
LANCASTER < o05-e5 2s Eagle (E.).. Sinise we POOP ee 5,187} 4.54-3.86 
Gazette (E. ). PERM eed tie 33141 5,334 4.46 
‘Oe Se ee Sr News (E. ex. Sat.).. 10-.07 18,985 | 5.27-3.69 
Star &Republican-Gazette (M. ) .05 13,617 3.67 
MEO RAIN 565.055 55-505 S05 | UES) ores os sowie reas 04-.03 8,878 |  4.51-3.38 
Times-Herald Ui.) .03 8,342 3.60 
MANSFIELD.......... News (E. ex. Sat.)°.. .04 12,078 3.31 
DPARTETTA 36 6. 58 a os MUTAOBAUEDY) aioe v6 ces ee ea dies .035 8,173 4,28 
IVEARION i 6ce sues 6 sv 2s (1 2:( 5) eae ee ee .05 14,216 3.52 
Martin’s Ferry.....| Times (E.)°.. .04 9,348 4,28 
MassILton..........| Independent (E.).. .05 8,964 5.58 
MIDDLETOWN........ Journal (E. ex. Sat. Mt. .025 5,780 4.33 
News-Signal (E.).. .025 6,820 3.67 
Mount VERNON...... [REV Tio On) eee ee ae 3,048 6.56 
Republican-News (E.)°....... .02 4,333 4.62 
i, ee Advocate & American 
POUNCE! ME)” so cise see es .05 14,575 3.43 
New PHILADELPHIA po ee 42” 8,684 3.45 
RNS ok iow nwae Se Ds 6.4 ok oc oe eevee SS a 3,112 8.03 
PORWALE. <... 04.00. ase ay oe ad 4,177 5.13 
Pamwesvitis.........| Telegenght (B.)..... 0.000055. .025 4,748 5.27 
ieee. > are .025 6,037 4.14 
PorTsMOUTH......... Times & Sun (M. & E. Comb. ad .08 22,149 3.61 
RAVENNA Republican ie ex. Sat. wile .025 3,320 7.53 
St. Marys Leader (E.).. rere 025 3,060 8.17 
a rene ee a 3,519 5.68 
eee Register (M. ex. M.)........ .035 | 10,190 3.43 
oy ae - ee .03 9,369 3.20 
SHELBY.............| Globe (E. pie ite .20” 2,500 5.71 
PEDINEY serscicustoes eee Journal (E. ex. Sat. tt. Ve 220" tf eee 
News (E.).. ee .02 4,020 4.98 
SPRINGFIELD.........| News (E.).. i, .06 20,402 2.94 
Sun (M.).. bce Pak uarehs .05 16,875 2.37 
STEUBENVILLE....... Herald-Star (E. ye Re CONanny .07 18,891 3.70 
Tirfin..............| Advertiser (E.).............. .025 4,481 5.58 
OS eee 30” | 3,035 8.24 
er OS eer 32-.28 | 124,232] 2.58-2.25 
News-Bee (E.).............. 24 | 92,498 4.59 
Times (M.).............-...| .09-07_ | 33,793]  2.66-2.07 
CL cy a eee nacre wes |» ern 20" 2,741 5.21 
UHRICHSVILLE....... SS A reer ree =” 2,648 5.66 
WRBANA:. 65 65.¢ oe dene Democrat & Citizen oaiedy & E. 
Comb.)... 025 | 5,037 4.96 
Van WerT.......... Bulletin (E.)............0... 015 | 2,320 6.47 
ph a en eee .015 2,170 6.91 
WAPAKONETA........ ON Re rere: « a .25" 4,102 | 6.97-6.09 
lh, eee Tribune Chronicle - Pe re eel 05 12,539 ps 
Wasuincron C. H....| Herald (M. & E.).. cue 30” | 2,874 7.4 
NV ELUSTON oie oie6-5 05:0) Sentinel (E.).. p20 ele Wstoneiaasle> oo ae ; 
WELLSVILLE......... News (E.).. .025 3,215 i 
WILMINGTON......... News- Journal . ).. .025 3,888 ne 
Wooster............ Record (E.).. 03 7,690| 3.9 


ee es et a ee a 
nr ~3 CO Ln CO i * Wn CO I 
Som NIWWOOOUN 


Advertising Representatives 
of Newspapers’ 


The Publishers’ Representatives listed below have on file 
market data, advertising rates, latest circulation figures, 
etc., of newspapers they represent in cities listed on pages 


222-268, inclusive. 


identified with a key number. 


GRAVURE SERVICE CORP. (Rotogravure 


Sections Only) 
420 Lexington Ave., New York. 
368 Wrigley Bldg., Chicago. 


. ALCORN & SEYMOUR CO., INC., 


270 Madison Ave., New York. 
410 N. Michigan Ave., Chicago. 


. ALLEN-KLAPP CO., 


551 5th Ave., New York. 

435 N. Michigan Ave., Chicago. 
933 Park Sq. Bldg., Boston. 

312 Victoria Bldg., St. Louis. 

315 Interstate Bldg., Kansas City. 
2459 Woodward Ave., Detroit. 


. ALLIED NEWSPAPERS, INC., 


250 Park Ave., New York. 

400 N. Michigan, Chicago. 

Title Insurance Bldg., Los Angeles. 
564 Market St., San Francisco. 

Federal Reserve Bank Bldg., Cleveland. 


714 Terminal Sales Bldg., Portland, Ore. 


Lloyd Bldg., Seattle, Wash. 


. AMERICAN PRESS ASSN., 


225 W. 39th St., New York. 
122 S. Michigan, Chicago. 
221 Monadnock Bldg., San Francisco. 


. C.J. ANDERSON SPECIAL AGENCY, 


35 E. Wacker Drive, Chicago. 


. WILBUR L. ARTHUR, 


1834 Broadway, New York. 


. 8S. C. BECKWITH SPECIAL AGENCY, 


63 Park Row, New York. 

7S. Dearborn St., Chicago. 

Atlanta Trust Bldg., Atlanta. 

43 N. 61st St., Philadelphia. 

226 Higgins Bldg., Los Angeles. 
Sharon Bldg., San Francisco. 

604 Ford Bldg., Detroit. 

1411 Syndicate Trust Bldg., St. Louis. 


. BENJAMIN & KENTNOR CO., 


2 W. 45th St., New York. 

203 N. Wabash Ave., Chicago. 
1524 Chestnut St., Philadelphia. 
401 Van Nuys Bldg., Los Angeles. 
58 Sutter St., San Francisco. 


+ — 
Courtesy of Benjamin & Kentnor Co. 
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9. 


10. 


3. 


12. 


13. 


14. 


15. 


16. 


17. 


18. 


Each publisher’s representative is 


J. E. BERGER, 
20 Vesey St., New York. 


CHAS. E. BERTOLET, 

30 N. Dearborn St., Chicago. 

510 Detweiler Bldg., Los Angeles. 
Hearst Bldg., San Francisco. 

707 Land Bank Bldg., Kansas City. 


R. J. BIDWELL CO., 
Bankers Investment Bldg., San Francisco. 
Times Bldg., Los Angeles. 

Stewart Bldg., Seattle. 


ASA R. BLISH, 
435 N. Michigan Ave., Chicago. 


PAUL BLOCK, INC., 

247 Park Ave., New York. 

202 S. State St., Chicago. 

Little Bldg., Boston. 

Commonwealth Trust Bldg., Philadelphia. 
General Motors Bldg., Detroit. 


H. B. BOARDMAN, 
123 W. Madison St., Chicago. 


RODNEY E. BOONE, 

9 E. 40th St., New York. 

82 Marietta St., Atlanta. 

5 Winthrop Square, Boston. 


JOHN M. BRANHAM CO., 

420 Lexington Ave., New York. 

360 N. Michigan, Chicago. 

Candler Bldg., Atlanta. 

507 Montgomery St., San Francisco. 
409 Kresge Bldg., Detroit. 

Land Bank Bldg., Kansas City. 

721 Olive St., St. Louis. 


BRYANT, GRIFFITH & BRUNSON, INC., 


9 E. 41st St., New York. 
307 N. Michigan, Chicago. 
Walton Bldg., Atlanta. 

201 Devonshire St., Boston. 


JOHN BUDD CO., 

9 & 11 E. 37th St., New York. 

435 N. Michigan Ave., Chicago. 

Healy Bldg., Atlanta. 

55 New Montgomery St., San Francisco. 
721 Olive St., St. Louis. 


(Continued on page 261) 
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(Continued from page 256) 
Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


Ohio—(Cont’d) 
Niles . 5-90 
Norwalk 119 
Painesville Direct 
Piqua 119 
Portsmouth 119 
Ravenna 90 
St. Marys 40 
Salem 119 
Sandusky 5-119-72 
Shelby Direct 
Sidney 4-Direct 
Springfield 69-110 
Steubenville 119 
Tiffin 119-28 
Toledo 13-110-3 
Troy 119 
Uhrichsville 119 
Urbana 119 
Van Wert 5-117-90 
Wapakoneta 4 
Warren 119 
Washington Court House........... Direct 
Wellston Direct 
Wellsville 68 
Wilmington 29 
Wooster 119 
Xenia 119 
Youngstown ....... 3-66 
Zanesville 119 
Oklahoma 
Ada 47 
Ardmore 64-48 
Bartlesville 47-42-121 
Blackwell 64 
Chickasha Direct 
Cushing 47 
Drumright 117-28 
Durant 47 
El Reno 113 
Enid 5-42-90-121 
Guthrie 47 
Henryetta Direct 
Hugo 42-121 
Lawton 113 
McAlester 47 
Miami 119 
Muskogee 16 
Norman Direct 
Oklahoma City 3-64 
Okmulgee 64 
Pawhuska 47 
Ponca City 47 
Sapulpa 42-121- Direct 
Shawnee 47 
Tulsa 96-46-17-110 
Vinita 4 
Oregon 
Astoria 28-Direct 
Baker 113-86 
Bend 109-84 
Corvallis Direct ’ 
Eugene 86-109-84 
La Grande 86 
Medford ............. 86-109-84 
Oregon City 86 
Pendleton 100 
Portland 8-49-116-75 
Salem 86-28 
The Dalles .. 86 
Pennsylvania 
Allentown 110-8-65 
PAL) \: 7-Direct 
Ashland 68 
Bangor 4 
Beaver Falls 17 
Berwick 50 
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Circulation and Rates of Newspapers—Continued 


Newspapers, Members of ABC shown in Boldface type. 
°Three months statement. 


*Gov’t. Stat. 3-31-27. 


**Gov’'t. Stat. 9-30-26. 


°°Recent consolidation. 


***Gov’t. Stat. 3-31-26. 


. Z Line 6 Month Max. 
Municipality Publication Rat Average | and Min. 
ate _|Net Paid| Mil. Rate 
OHIO (Cont'd) 
OE ER ey Gazette (E.)................| $0,025 eee 
YouNGsTowN........ IE Goes occ ce eceves Bi lil 37,006 $2.97 
WiniOmOr (8) «5 acco n dies os os mi | 36,139 3.04 
a ae Times-Recorder & Signal 
(Mi. & B. Comb.).......... .08 30,094 2.66 
OKLAHOMA 
RDA isa race widen es ee ae na .025 2,610 9.58 
ArpmoreE............| Ardmoreite, Press (M. & E. 
NEQMREINS) cae een ecnicicnronn he .07 9,204 7.60 
BaRTLESVILLE....... Baterprise (B.). ..5...0.6.5..- 03 4,575 6.56 
Examiner (M. ex. M.).. .03 4,159 7.21 
BLAcCKWELL..........| News, Tribune one & E. 
Comb.). . .07 13,344 5.25 
CwierAemA.......... Express (E. ‘., ©. ad 3,523 6.08 
CUSHING. «. «sc «<4 <:4{ MGIC dies s & dc snew.aieisin .032 2,855 8.76 
Drumricnt..........| Derrick (E. )** ne on ee 50” 3,260 10.96 
DurRANT Wemoctat CE). vek< osvo% dereceats .025 2,783 8.98 
Neer re eeee Desmcoat (8)... 60000005 025 2,900 8.62 
Eni... Eagle & News (M. & E. Comb.) .07 12,235 5.72 
AY ENCS URE) coe capers’ vo sere get 04-.03 2,690 | 14.87-11.15 
GUTHRIE. «6.466.608 Leader (E. ex. Sat)........:.. 05 6,937 721 
HENRYETTA.......... Pree Lonte (03°. .......5 55. 40” 2,000 14.29 
OS: Saar a8" ae 1,935 | 12.92-11.07 
LawrTon.............| Constitution (E.).. 40” eee 
McALESTER.........| News-Capital (E. ex. “Sat.).. .03 3,790 7.92 
2; rr eee News-Record (E.). . ak .04 7,956 5.03 
MuskocEE..........| Phoenix, Times-Democrat 
(M. & E. Comb.) . .10 22,762 7.39 
NorMan............| Transcript (E.).. eae .0275| 2,766 9.94 
OKLAHOMA Cirty...... Oklahoma News (E. ‘. ye ala .10 45,793 2.18 
Oklahoman & Times 
(M. & E. Comb.).......... x J 150,534 2.13 
OxmuLGEE..........| Democrat & Times (M. & E. 
MOOT G Beton a e638 .07 11,679 5.99 
PAWHUSKA.......... Journal-Capital (E.). . .03 3,125 9.60 
Ponca City......... INS WS MON serious) ctioreoe Si .045 gPats 5.99 
SAPULPA.”.....;......|) exerald (Bs). ae .025 3,128 7.99 
Times (M. ex. M. ae .035 Sore 10.57 
SHAWNEE............| News (M. ex. alan .05 | eee 
TULSA... Tribune (E.).. 10 45,662 2.19 
World (M. & E. ... ee .16 78,999 2.03 
WRUEA Gh LS pee Te Tee a 1,294 13.80 
OREGON 
AsToria.............| Astorian (M. ex. M.).. .03 2,217 13.53 
Budget (E.).. 40” 2,684 10.65 
BaKER..............| Democrat CM. ex. M. a.). .025 1,540 16.23 
Herald (E.).. .025 1,683 14.85 
Re eee Bulletin (E. ).. salnaols .03 2,770 10.83 
Corva.us........-..| Gazette-Times (E. - Preah ey eee .03 1,950 15,38 
Eucene.............| Guard (E. .04 6,709 5.96 
Register (M. ex. M. ). .04 7,128 5.61 
La GranveE..........| Observer (E.).. exch .03 3,077 9.75 
Meprorp...........| Mail-Tribune (E.).. Seat en -035 4,462 7.84 
News (M. ex. M.). enc .03 3,127 9.59 
Orecon City........ Enterprise(M. ex. M.).. .03 2,698 11.12 
PENDLETON.......... East Oregonian (E.). . 025 3,060 8.17 
PORTLAND. .......~5. Journal of Commerce (M. )....{1.05..55"} 2,181 |34.39-18.01 
3) reer 12 48,924 2.45 
Oregonian (M.). seen 21 | 105,726 1.99 
Oregon Journal (E.)......... .20 | 100,159 2.00 
Telegram (E.).. sfoaes .14 46,753 2.99 
aE ier Capital Journal (E.).. .045 9,289 4.84 
Oregon Statesman (Me ex. M. M.) .04 5,931 6.74 
Tue Daties.........| Chronicle (E.).. .03 2,184 13.74 
PENNSYLVANIA 
ALLENTOWN......... OOO” 2 eee nese Oe ae me i 33,477 3.29 
Chronicle-News & Item * re .05 12,186 4.10 
Leader (E.)***........ 50” ..29" 6,114 5.34-3.27 
ALTOONA............ | eeenaeee 08 | 29,177 2.74 
Tribune (M.)°.............. 06 | 15,319 3.92 
eee. Cee 03-.025 2,737 | 10.96-9. 13 
Banocor.............| News (E.)*.. eee roe 25" 1,400 12.76 
Beaver Fautis.......| Tribune (E.).. Ee Wt coxa cine ransbot ais .03 7,301 4.11 
Beawier............ Enterprise (E.).. 05-.03 3,508 14.25-8.59 
BETHLEHEM.........| Globe-Times (E.).. 08-.06 15,160 5.28-3.% 
BLOOMSBURG......... Press (M.).. 055-.045 7,848 7.01-5.7° 
BraDDock........... News-Herald (E. . .035 4,150 8.4 
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O YOU want to sell 

your products to 
people who appreciate QUALITY and 
VALUE—who are home owners that take 
pride in their homes — who work steadily all 
year round, and earn substantial incomes — 
who patronize home trade, and spend $30,- 
000,000 with Altoona’s merchants — then 
come to Altoona, the MIRROR CITY. 


Altoona is an independent market. There are 
no large cities near by, so that practically all the 
j shopping is done with Altoona’s merchants. This 
AE i PSF 4 is one of the reasons why you will find large retail 

< , establishments modern and progressive, who not 
only feature, but stock heavily the advertised 
brand. 


An advertising campaign in the Mirror, reaches all the worth while 
buyers in the Altoona Market. Twenty-nine thousand families repre- 
senting a consuming power of 150,000 people will read your message, 
and within a short time every Mirror reader should buy and use your 
product. 


We render our advertisers every possible assistance. We are ready to 
help you, so please do not hesitate to call on us. 


“| Altoona Mirror 


ra ALTOONA, PA. 
015.73 Business District FRED G. PEARCE, Advertising Manager 


a 
a 
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(Continued from page 258) 


Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 
key on page 257.) 


Pennsylvania—(Cont’d) 
Bethlehem 


Circulation and Rates of Newspapers—Continued 


Publication 


Max. 
and Min. 
Mil. Rate 


PENNSYLVANIA (Cont’ 


Bloomsburg 


Braddock 


Bradford 68-Direct 


Bristol 


ee #2) 6. ole o & Be 


Brownsville 
Butler 


Canonsburg 


Carbondale 


Carlisle 


Chambersburg’ 2....cceccccee 68-35- Direct 
68 


Charleroi 


Chester 


Clearfield 


Coatesville 


Columbia 


Ole hilt icy '4 1 | Cre 40- Direct 


Corry 


Danville 


Donora 


DuBois 


ee 


Easton 


Ellwood City 


Erie 


Franklin 


Greensburg 
Greenville 


Hanover 


Harrisburg 


Hazelton 


Homestead 


Huntington 


Indiana 


Jeannette 


Jersey Shore 


Johnstown 


Kittanning 


Lancaster 


Lansford 


Latrobe 


Lebanon 


JERSEY SHORE 


Lehighton 


Lewiston 


Lock Haven 


McKeesport 


Mahoney City 
Meadville 


Middletown 


Milton 


Monessen 


Monongahela 


Mount Carmel 


New Brighton 


New Castle 


New Kensington 
Norristown 


Oil City 


Philadelphia 116-105-127-65-94- 
110-107-209 


Phoenixville ...... 


Pittsburgh 13-3-117 


Pittston 


Pottstown 


Pottsville ......... 


(rihsaanshiaiioeoniaee 50-109- 84 


Punxsutawney 


Niw BriGHTON 


Reading 
Renovo 


New KENSINGTON.... 


Ridgway 


St. Marys 


Sayre 


5 
Scranton 13-50-8-28-72 
Shamokin 83-35-Direct 


Sharon ........ 


Shenandoah 


Stroudsburg 


East Stroudsburg ......cccccccscene i 


Sunbury 


Tamaqua 


Tarentum ......... 


| 20 (a 8 
Starve: Record (B,) «6.0... 665 osc 
Courier UE). 6. e anc 6's 55.0099 on 
Telegraph (M. & E.)......... 

aR errs 
SNe 25) ro eS 
LDS 98 (0) re oo nn Ae 
ye et eo le (| 272) a 
Franklin Repository (E.)..... 
Public Opinion (E.).......... 


Walley Spirit (E:.) cen oe cell 


SR en nee 
ONG) o.oo goss nies uwes 
PROG ERESHGE. )). 5.0.5 Sic x le sin: canis 
US 6 SS 
Sere cers 
Oe en Sr 
RWS) 5255s scandrastlatd aretecors 
ID 6666.55 vane hexane 
L781 2 der 
ie lye i(cli( 05) ii ree see 
Courier, Express (M. & E. 

MO QHTD Behe: citesle s drescia os: bake 
De Ce re 
| Ly rc TVRI C Sy) age 
Dispatch-Herald (E. he cratic 6 WS 
Times (E.).. ree 
News-Herald (E. )* eres icy sxe 
Review, Tribune (M. & E. 

5 a ena ee 
Record-Argus (E.)°.......... 
Record-Herald (E.).......... 
aL C0 (Si) een ee 
News & Patriot (M. & E. 

Ci) 
Telegraph (E.).............. 
Plain Speaker, Standard- 

Sentinel (M. & E. deena 
Messenger (E.).. 

WU 3 ks ea chic xs ax ners 
CPs to) (1 D5) a ere 
News Dispatch (E.)......... 
PEN ove Skoda en 09 
Democrath(Me) ioscan sao 
EDORHE Cs) c.s-0:5°sasaiec eases ss 


Simpsons’ Leader Times (E.)° 


Intelligencer, News, Journal 
(M. & E. Comb.).......... 
5 ee 
BRECON) sso: 5. 015 ous ais Worle 
| ere 
News & Times (E.).......... 
| § errs 
Decco) (o) a er ee 


Sentinel (1s... . 6 sca seas ex : 
Express (E. a cacwidibediale adrenal ‘ 


EE U2 ee 
Record-American (E.).. 
Tribune-Republican (M. “&E. 
MOORE) oe ockiccrersurecncs sets 
| re 
BEAHARED ES) 5 oo oevsis iarsie iu 
Independent (E.)............ 
Republican (E.)............. 
LPC) 2h 
8} rere re 


Beaver Valley News (E.).. 
News (E.)° 


Dishaten (ES mcciio 6 6 < die sola 


8S ee 


Times Herald (E.)........... 
LP yeroha Uh (ot) a ero 


Derrick (M.)°...............} 
Bulletin (E.).......... 


Inquirer (M.)......... es 
OO) ae 


Public Ledger, Ledger 


(M. & E. Comb.).......... 
ee ES ee 


' 
UND KHoU6SoOPPunop 


_ 
no O 
— On 
co WO 


(Continued on page 262) 


Newspapers, Members of ABC shown in ~_— type. 
*Three months statement. *Gov’t. Stat. 3-31- 


6.74 


6.71-2.79 
17.73-11.08 
3.34 
3.76-3.01 
17.04-10.22 
8.79-6.15 


7.27-4.36 
13.36-8.01 


5.22 
3.61 
8.36 
8.60 
7.21 


6.32 
2.90 


10.34 


2.58 
2.42 


7.37-6.64 


we ND DI SSO tn 90 SIG 
OnmOononr Ww 
tn © ~I Ww ~1 00 CO 


mm IR DO GH IND WO 
So foo WOME HD Uri Qn — co 


~I re COO 


14.29-11.43 
3.60 


5.61 
8.49 


7.74-4.65 


6.46-5.65 
9.32-5.33 


1.19 
1.71 
2.19 


1.86 
2.69 


na 


<= 


ne 


& 
3 
: 
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(Continued from page 257) 


19. E. M. BURKE, INC., 
420 Lexington Ave., New York. 
122 S. Michigan Ave., Chicago. 
Constitution Bldg., Atlanta. 


20. HUGH BURKE, 
366 Madison Ave., New York. 
Park Square Bldg., Boston. 


21. CALLENDER & LYNCH, INC., 
22 N. Williams St., New York. 


22. A. T. CHAPECK, 
326 West Madison St., Chicago. 


23. CAPPER PUBLICATIONS, 
420 Lexington Ave., New York. 
608 S. Dearborn St., Chicago. 
Sharon Bldg., San Francisco. 
1632 W. LaFayette Blvd., Detroit. 
Waldheim Bldg., Kansas City. 
1013 Rockwell Ave., Cleveland. 


24, DAN A. CARROLL, 
110 E. 42nd St., New York. 


25. W. W. CHEW, 
285 Madison Ave., New York. 
Little Bldg., Boston. 


26. CHICAGO NEWS BUREAU, 
332 S. LaSalle St., Chicago. 


27. CHRISTIAN SCIENCE MONITOR 
270 Madison Ave., New York. 


28. THOMAS F. CLARK, 
132 W. 31st St., New York. 
140 S. Dearborn St., Chicago. 


29. A. E. CLAYDEN, INC., 
347 5th Ave., New York. 
140 S. Dearborn St., Chicago. 


30. CONE, ROTHENBERG & NOEE, INC., 


9 EK. 41st St., New York. 

360 N. Michigan Ave., Chicago. 
Constitution Bldg., Atlanta. 
2459 Woodward Ave., Detroit. 
306 Coca-Cola Bldg., Kansas City. 
312 Victoria Bldg., St. Louis. 


31. CONGER & MOODY, 
226 Higgins Bldg., Los Angeles. 
801 Sharon Bldg., San Francisco. 


32. F. E. CRAWFORD, 
326 W. Madison St., Chicago. 


33, A. W. CREEL, 
15 E. 40th St., New York. 


34. CUPIT & BIRCH, 
Kohl Bldg., San Francisco. 
507 Leary Bldg., Seattle. 


35. GEORGE B. DAVID, 
110 E. 42nd St., New York. 
400 N. Michigan Ave., Chicago. 


a 
Courtesy of Benjamin & Kentnor Co. 


36. DAVIES & DILLON, 


37. 


38. 


39. 


40. 


41. 


42. 


43. 


44. 


45. 


46. 


47. 


48. 


49. 


50. 


51. 


52. 


707 Land Bank Bldg., Kansas City. 


R. HEATH DAVIS, 
140 S. Dearborn St., Chicago. 


HENRY DE CLERQUE, INC., 

12 E. 41st St., New York. 

435 N. Michigan Ave., Chicago. 

226 Higgins Bldg., Los Angeles. 

55 New Montgomery St., San Francisco. 


HORACE H. DELANO, 
332 S. Michigan Ave., Chicago. 


DEVINE-WALLIS CORP., 
103 Park Ave., New York. 
38 S. Dearborn St., Chicago. 


DOTY & STYPES, 

Chamber of Commerce Bldg., Los Angeles. 
Sharon Bldg., San Francisco. 

Security Bldg., Portland. 


ROBERT E. DOUGLAS, 
140 S. Dearborn St., Chicago. 


DOW, JONES & CO., 
208 S. La Salle St., Chicago. 


CHAS. H. EDDY CO., 

207 Park Ave., New York. 
410 N. Michigan, Chicago. 
1024 Old South Bldg., Boston. 


R. A. FLETCHER, 
285 Madison Ave., New York. 


FORD-PARSONS CO., 
360 N. Michigan Ave., Chicago. 
58 Sutter St., San Francisco. 


FRALICK & BATES, INC., 
270 Madison Ave., New York. 
605 N. Michigan Ave., Chicago. 


FROST, LANDIS & CONE, 
250 Park Ave., New York. 

35 E. Wacker Drive, Chicago. 
Walton Bldg., Atlanta. 


GILMAN NICOLL & RUTHMAN, 
19 W. 44th St., New York. 

410 N. Michigan Ave., Chicago. 

73 Tremont St., Boston. 

507 Montgomery St., San Francisco. 


HAMILTON-DE LISSER, INC., 
285 Madison Ave., New York. 
612 N. Michigan, Chicago. 


A. D. GRANT, 
Constitution Bldg., Atlanta. 


JOEL CHANDLER HARRIS, JR. 
Atlanta Trust Bldg., Atlanta. 


(Continued on page 263) 
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(Continued from page 260) 


Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 


key on page 257.) 


Pennsylvania—(Cont’d) 


Titusville 113 
Tyrone 68 
Uniontown 68-Direct 
Vanergrtt —.__.._... Direct 
Warren 40-68 
Washington 17 
Waynesboro 68-90 
West Chester 


Wilkes-Barre 


Williamsport 79 
York 8-59 
Rhode Island 
Newport ........ 4-Direct 
Pawtucket 49 
Providence 5-96-44-90 
Westerly 17 
West Warwick 4 
Woonsocket 49 
South Carolina 
Anderson 17-30 
Charleston 18 
Columbia 18-16 
Florence 48 
Greenville 17 
Greenwood 17 
Rock Hill Direct 
Spartanburg 17 
Sumter 48 
Union Direct 
South Dakota 
Aberdeen 99 
Huron 99 
Lead 28 
Mitchell 99 
Rapid City 99 
Sioux Falls 99-125 
Watertown 99 
Yankton 99 
Tennessee 
Chattanooga 16-18 
Clarksville 8 
Cleveland 4 
Columbia Direct 
Jackson 16 
Johnson City 48 
Kingsport 5-90 
Knoxville 3-30 
Memphis 3-16 
Morristown Direct 
Murfreesboro 48 
Ll ero 8-16 
Texas 
Abilene 5-112-90 
Amarillo 112-48 
Austin 19 
Beaumont ... 7 
Bonham Direct 
Borger 112 
NINN 50.6 otc ta) hea Direct 
Brownsville 112 
Brownwood Direct 
SER reer ne 112 
Cisco 28 
Cleburne 5-48-90 
Corpus Christi 112-19 
i td 112 
Dallas 19-7-18 
Denison 112 
Denton 112 
Eagle Pass 4 
Eastland 112-48 
El Paso 18-3 
Ennis .............- Direct 
Fort Worth .3-Direct 


(Continued on page 266) 


Circulation and Rates of Newspapers—Continued 


Line |6, Month Max, _ 
Municipality Publication Rat Average | and Min. 
ate _|Net Paid| Mil. Rate 
PENNSYLVANIA (Cont’|d) 
Parsomrmara (Cont’d)) Star (2) isis v.05 vecccseess BoresHO be csc nes at Rec 
PHOENIXVILLE....... Republican (E.)............. .05-.03 4,126 |$12.12-7.27 
PITTSBURGH. «565566605 Post-Gazette (M.)........... 45-.36 | 230,397] 1.95.1.56 
oe a .37 | 198,841 1.86 
Sun-Telegraph (E.)..........| .45-.36 180,863 | 2.49-1.99 
PITTSTON.............%- oe) ee 06-.035 4,780 | 12.55-7.32 
PoTTsTOWN.......... ee eee 06-.045 8,566 | 7.00-5.25 
POTTSVILLE (55555 45.55 Journal (E.).. 05-.03 10,463 | 4.77-2.87 
Morning Paper & & Republican 
(M. & E. Comb.)°......... 12-.07 15,109 7.94-4.63 
PUNXSUTAWNEY...... Spirit (E. )* CHIR any ee >. .03 4,400 6.82 
PRRRDING 5 ds occa ED: 6 v:ncnnghcls + Meee 14-.10 40,045 3.50-2.50 
MENON HES)... csc ne cede .09 31,429 2.86 
SEU oo ea. disconccnae er a Cele .20” 1,315 10.86 
ee SS ean, ae ee .025 2,675 9,35 
ST; MARYS 655k. cwcsa on Le) 2 hh ree SEE an 1,447 12.34 
oS ne Oa ON grr .035 5,041 6.94 
SGRANTON . 2. 0046008 Republican (M.)°............ ey Us | | 38,503 | 3.90-2.86 
Sh ee ere .05 14,872 3.36 
OAS 6 16-.12 43,679 3.66-2.75 
SHAMDKIN.. .. 6.000655 | 8 .035 5,010 6.99 
A een Bg ee ee aa 
MOBO) 6 ...ccc we ddnes tees .035 4,264 8.21 
SHARON... <5 6 ss csok Ce .50” 7,708 4.61 
News-Telegraph (E.)........ 04-.035 8,823 |  4.53-3.97 
SHENANDOAH........ [ef e11 2  oeE an near ee .035 6,528 5.36 
STROUDSBURG........ Record & Times-Democrat, 
East Stroupssurc...| Press (M. & E. Comb.)...... 07-.045 7,635 | 9.17-5.89 
SUNBURY «<<. <6 o6ics ct WPM GSS) 5 kev cee adsavack -49” 5,615 6.23 
TOE (Sc mena .49”" 6,245 5.60 
TAMAQUA. ...6 660505 Courier (E.).. Sd eens ine a .035 4,563 7.67 
TARENTUM.... .| Valley News (BE). Ricedulin eee .035 5,270 6.64 
WITUSVILLE......<. 5006 ESC. ©) .035 4,987 7.02 
I aa sans xe bree [poe (2) ae re eee or 2,880 8.68 
Uniontown.........| Herald & Genius (M. & E. 
RCE eae .04-.03 19,088 2.10-1.57 
News-Standard (E.)......... a 6,946 3.60 
VANDERGRIIFT........ ENO WGRUEO) 08 ole sles iosare 06 08 ROS “boauereees New Daily 
WARREN 6 5 ocsce assess Times-Mirror (M. & E. 
DUNNER asi far s1ico yy eta laer oh .05 9,204 5.43 
AN i) oe) ee an irr .025 5,143 4.86 
WASHINGTON. . Observer & Reporter 
(M. & E. Comb.).......... .06 17,689 3.39 
Waynesporo........| Press (E.).. penton: ai" 1,359 11.04 
Record Herald (E).. ea 42” 3,578 8.38 
West CHESTER...... Local News (E.).. sv see of oe 11,882 | 5.05-3.37 
WILKEs-BarreE....... | See .035 | 14,822 2.36 
Record (M.)................ .07 26,832 2.61 
Times-Leader (E.).. 10-.07 27,595 | 3.62-2.54 
Witiiamsport.......| Sun, Gazette & Bulletin | 
(M. & E. Comb.).......... .09 29,597 3.04 
NR Be a | ne .06 20,202 2.97 
Gazette & Daily (M.)........ .07 20,143 3.48 
RHODE ISLAND 
ee eee lt ee A ho Wen 4,011 | 13.36-4.81 
ie, ree .07-.03 6,488 | 10.79-4.62 
PAWTUCKET......... lk aren 10-.08 28,392 | 3.52-2.82 
PROVIDENCE.......<. OS eer -20 72,254 2.77 
a | 4 aa 2 41,766 2.87 
| ee .08 28,052 2.85 
|) errr 12-.09 19,766 | 6.07-4.55 
WasTGanr........... Sun (E. ex. Sat.).. .03 5,621 5.34 
West Warwick...... Pawtuxet os Times s (E. ).. .03 3,443 8.71 
WoonsocKET........ Call (E.)°.. .05 14,901 3.36 
SOUTH CAROLINA 
ANDERSON........... Independent Tribune 
(i So © ere .035-.025 3,659 9.57-6.83 
i is oc wi aus as . 4,217 7A 
CBARLESTON... «<0... Post, News & Courier 
(M. & E. Combs). EET OR Ae 10 | 25,879 < 
Cotumsia...........| Record (E.).. ensues 06 | 14,027 Ho 
| ERTS 08 | 24,275 3.3 
Paeeeeos........... News Review (M. ex. M.).. . .|.035-.03 5,375 | 6.51-5.58 
GREENVILLE......... News, Piedmont (M. & E. 3 
| ERT 11 | 39,638 2. 
GREENWOOD......... ote dee = ia .03 4,317 “y 
Ss eee Herald (E.).. .025 2,957 8. 


Newspapers, Members of ABC shown in Boldface type. 
*Gov’t. Stat. 3-31-27. 


°Three months statement. 


***Gov't. Stat. 3-31-26. 


54 


55 


56 


57 


58 


59 


60 


61 


62 


63. 


65. 


67. 


68. 


69. 


* Coy 
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53. 


54. 


55. 


56. 


57. 


58. 


59. 


60. 


61. 


62. 


63. 


65. 


67. 


68, 


69. 


: ee 
Courtesy of Benjamin & Kentnor Co. 
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FRED L. HALL, INC., 

507 Montgomery St., San Francisco. 
Chamber of Commerce Bldg., Los Angeles. 
Leary Bldg., Seattle. 


WM. C. HEMMING, 
326 W. Madison St., Chicago. 


P. L. HENRIQUEZ, 
435 N. Michigan Ave., Chicago. 


A. J. NORRIS HILL CO., 

412 W. Sixth St., Los Angeles. 

5 Third St., San Francisco. 

1004 2nd Ave., Seattle, Wash. 
Pacific Coast Representative for 
Management Magazine. 


C. L. HOUSER CO., 
1 W. 47th St., New York. 


T. C. HOFFMEYER, 
571 Monadnock Bldg., San Francisco. 


HOWLAND & HOWLAND, 
393 Seventh Ave., New York. 
360 N. Michigan Ave., Chicago. 


R. F. R. HUNTSMAN, INC., 
233 Broadway, New York. 


INGRAHAM-POWERS, INC., 
350 Madison Ave., New York. 
19 S. LaSalle St., Chicago. 


INLAND NEWSPAPER REPRESENTA- 
TIVES, INC., 

512 5th Ave., New York. 

400 N. Michigan Ave., Chicago. 


H. M. JACKSON, 
718 Chamber of Commerce Bldg., Boston. 


Sales 


. E. KATZ, SPECIAL ADV. AGENCY, 


58 W. 40th St., New York. 

307 N. Michigan Ave., Chicago. 

22 Marietta St., Atlanta. 

217 Monadnock Bldg., San Francisco. 
General Motors Bldg., Detroit. 
Waldheim Bldg., Kansas City. 


A. R. KEATOR, 
8 S. Dearborn St., Chicago. 


. KELLY-SMITH CO., 


435 N. Michigan, Chicago. 

420 Lexington Ave., New York. 
Waterman Bldg., Boston. 
Atlantic Bldg., Philadelphia. 


J. B. KEOUGH, 
308 Candler Bldg., Atlanta. 


FRED KIMBALL, INC., 
67 W. 44th St., New York. 
435 N. Michigan Ave., Chicago. 


I. A. KLEIN, 
50 E. 42nd St., New York. 
410 N. Michigan Ave., Chicago. 


70 


. H. A. KOEHLER, 
326 W. Madison St., Chicago. 


71. C. GEORGE KROGNESS, 


72. 


73. 


74, 


75. 


76. 


77. 


78. 


79. 


80. 


81. 


82. 


83. 


84. 


85. 


401 Van Nuys Bldg., Los Angeles. 
First National Bank Bldg., San Francisco. 


LA COSTE & MAXWELL, 
45 W. 34th St., New York. 
140 S. Dearborn St., Chicago. 


J. H. LEDERER, 
326 W. Madison St., Chicago. 


FRED R. LEVINGS, 
35 E. Wacker Drive, Chicago. 


LORENZEN & THOMPSON, INC., 
19 W. 44th St., New York. 

317 Kohl Bldg., San Francisco. 

122 S. Michigan Ave., Chicago. 


JOHN E. LUTZ, 
6 N. Michigan Ave., Chicago. 


J.T. McGIVERN, 
326 W. Madison St., Chicago. 


GEORGE A. McDEVITT CO., 
250 Park Ave., New York. 
122 S. Michigan, Chicago. 


J. P. MCKINNEY & SON, 

19 W. 44th St., New York. 

400 N. Michigan, Chicago. 

708 Claus Spreckles Bldg., San Francisco. 


D. F. McCMAHON, 
435 N. Michigan Ave., Chicago. 


MARTIN L. MARSH, 
20 W. 40th St., New York. 


JULIUS MATHEWS SPECIAL AGENCY, 
15-17 E. 40th St., New York. 

30 N. Dearborn St., Chicago. 

1 Deacon St., Boston. 

2457 Woodward Ave., Detroit. 


MIDDLETON KIMBALL CO., 
435 N. Michigan Ave., Chicago. 


CHAS. E. MILLER, 
Times Bldg., New York. 


RALPH W. MITCHELL, 
306 Coca-Cola Bldg., Kansas City. 


86. M. C. MOGENSON & CO., 


87. 


88. 


270 Madison Ave., New York. 

360 N. Michigan Ave., Chicago. 
Title Insurance Bldg., Los Angeles. 
564 Market St., San Francisco. 
Lloyd Bldg., Seattle. 

446 Morrison St., Portland. 


LEE J. MOHR, 
435 N. Michigan Ave., Chicago. 


HERBERT W. MOLONEY, 
Times Blidg., New York. 


(Continued on page 272) 
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-_ Circulation and Rates of Newspapers—Continued 
13 6 Month Max. 
Municipality Publication a. Average | and Min. 
In ate /Net Paid} Mil. Rate 
SOUTH CAROLINA he nt’d) a 
SPARTANBURG.... —. wo me & E. ‘ —— 
om me oe 0.06 ’ $ 4.38 
Dallas, I exas vs ce so oh IIE aie Soo owe oes nae 33500 2,114 11.83 
° NONIG Nico ia eae Times (E.)***............... 30° 2,630 8.14 
SOUTH DAKOTA 
—The market you hear of ABERDEEN: |... 66.5.6005% — & News (M. & E. ‘ — 
NN 2) cri cas's- Signa eh ave tones .06 ’ 5.08 
everywhere as unequalled Huron..............| Huronite (E.)............... 04 5,586 7.16 
in actual and potential qn Fy ad ~ =e 19.49 
‘sales achievements— Mircuett...........| Republican (E.). . ‘eee 05 9,581 5.22 
Rapip City..........| Journal (E.).. Bittern Boe .04 3,916 10.21 
Sioux Fauis.........| Argus Leader (E. ,.. Mere .09 28,839 3.12 
Press (M. ex. M.)°.. Cy .06 14,364 4.18 
h ll WatTertTown.........| Public Opinion (E.).. S .04 5,489 7.29 
T e Da aS YANKTON............| Press & Dakotan (E.).. 04 4,137 9.67 
‘ TENNESSEE 
Times Herald CHATTANOOGA....... News (E.).. ig oe tener 10 32,440 3.08 
Times (M. .. Op 10 34,140 2.93 
Is the CLARKSVILLE........ Leaf-Chronicle @. ).. Dek 025 2,600 9.62 
CEEVELAND. .... 6604.5 Fel (Ee. ers AN 30° es 
6 ° COLUMBTA.........60. 00 erald 2 Pe, ew 45” 998 “10.72 
First Choice EACESON. ous... os) Se. ye Uieee h aeeeOS 6,543 6.11-4.59 
Jounson City....... Chronicle, ‘Staff-News 
¢ ¢ (ai, & Be. Com.)*......... 05 7,857 6.36 
Advertising KENGSPORT <<... ccc] PMB) os occ cates eee s es .03 2,835 10.58 
KNOxvILLeE..........| Journal (M.).. ext AOQOT 32,661 | 2.76-2.14 
. News-Sentinel (E.).. .10 36,763 2.72 
Medium Mempuis............| Commercial Appeal, Evening 
Appeal (M. & E. Comb.).. .30 | 149,643 2.00 
Press-Scimitar (E.).......... .20 91,949 2.18 
MorrisTown........ pang & ony ne Seer: 45” 2,560 . be 
° Murrreessoro......| News-Banner (E.).. Cee OS  Vecccqonsaers New Daily 
FIRST in Local and Nasuvitie..........| Banner (E.).. | 112 | 60,240 1,99 
Total Advertising Tennessean (M. & E. ).. 13 71,906 1.81 
TEXAS 
Volume for 8 Con ABIVENE 66 sac cn un ——* News seoue & E. ate ' 
1 om : sia .06 14, 4.1 
secutive Years. ETT (OF) ee PODS 6 isd oh ences New Daily 
AMARILLO...........| Globe, News (M. & E. Comb.) 11 25,363 4.34 
y ‘ f | rer 70” 7,189 6.96 
FIRST in City Cir- Austin..............| American-Statesman 
(M.<& KE. Comb.).......... 210 20,112 4.97 
culation. Beaumont..........| Enterprise, Journal 
(M. & E. Comb.).. ee 42 36,084 3.32 
BONHAM 550s ceowse act kl eee eo 1,630 10.96 
: Bonoen............;) Betald .035 | eee 
FIRST In Home De- BRENHAM...........| Banner-Press (E).. 25”..20 | 1,017 | 17.56-14.05 
livered Circulation BROWNSVILLE........ Herald (E.).. 50”-.42” | 4,672| 7.64-6.42 r- 
th dailv Ci BROWNWOOD......... Bulletin (E.).. as” 3,145 7.95 
—with more daily City RC easeccte cancer ey: eee 25" | 1,292 13,82 
Carrier circulation than GR os iriccucnedas S| ae .03 2,205 14.81 
any other Dallas news- CLEBURNE...........| Review (M. ex. M. “a SAC ee hceen yee ,. 025 3,782 6.61 
see tew eek tele "a 03 3,703 8.10 15 
_— . y Corpus Curistt...... Caller (M. )P COIS Sy 035-.03 3,888 | 9.00-7.72 dis 
City circulation. Times (E.)*.. "104-0025 | 3,912 | 10.22-6.39 
Cena sc on 8 ios ows FS epee en ces 40” 4,203 6.80 bu 
| LNG 1 rr on lll .08 35,891 2.23 co! 
Journal (E.).. 13-582 38,406 | 3.38-3.12 
Bad News (M.).. .23-.20 80,186 | 2.87-2.49 
Times-Herald (E.).. .16-.15 61,538 | 2.60-2.44 
ener Sh 3S a ae .04-.03 5,398 | 7.41-5.56 
eis iy a Rect Coil ar’ .. a2"..35" _ nae i, 
a EAaGLe Pass... uide eine was . 
Dallas Greatest Newspaper BASTUAND 5...) 6c .60 5 Argus-Tribune (E. )*.. .03 2,975 10.08 sel) 
Telegram (E.).. 02 1,718 11.64 , 
THE [ IMES Ex Paso............| Herald, Times (Ms &E. thi 
Comb.).. 12 | 31,437 3.82 
Post (E.).. ae AAeancedl .07 17,500 4.00 
H E R A L D ENNISs.. News (E.).. yh ssbsee eer eral nos: kes 25" 1,215 14.70 
Fort Wortu. Live Stock Reporter (E.)..... pe: eee Pe : 
F eter 09 | 29,063 3.10 es 
' : Star-Telegram, Record- 
| irst in Dallas Telegram (M. & E.Comb.).| — .27 132,017 - a 
GAINESVILLE......... Register (E.).. es .02 2,250 8.8 the 
S. C. Beckwith Special Agency GALVEsTON..........| News, Tribune ° (Mi. &E. 15 ‘ 
National Representatives Comb. Bre oa tee .10 19,429 ne mi 
; m GREENVILLE......... Banner (E.). a Ea it .04-.03 6,896 | 5.80-4. ? Te 
Member 100,000 Group of American Cities Herald (M. ex. M.).. .04-.03 6,793 5.89-4.4 the 
| Newspapers, Members of ABC shown in Boldface type nr 
°Three months statement. *Gov’t. Stat. 3-31-27. ***Gov’t. Stat. 3-31-27. **Gov’t. Stat. 9-30-26. 
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Se ON eee Iw E 
oe er a) 
“sO COM mM COON CO 


) 

3.08 

2.93 

9.62 

0.72 

4.5 

6.36 

0.58 

2.14 

2.72 

2.00 

2.18 

2.56 

Jaily 

1.99 

1.81 

4.17 

Jaily 

4.34 

“| IN THE 

4.97 

:|HEART OF AN EMPI 

0.96 

4.05 

Be HERE are only 15 market | s-pnenian with 211,600 people, is the HE Dallas Journal, with a circula- 

3.82 areas like the Dallas trade et eye Sey eee tion of more than 40,000 (Jan. Feb. 

431 par ‘nail theU.S.A the 1927 census estimate. It leads all other average) completes the coverage of the 

erritory ina -aedees T ities i i - ain 

6.61 2 ¢ y . . Tones aes: Te VOR. <5: Fey. See city itself and its immediate suburbs. 92% 

8.10 15 cities with as large wholesale sale and manufacturing business, property . ‘ : 

a eed , values and number of automobiles. of the circulation of this breezy and popu- 

649 egg 15 regions of as great ren lar evening paper lies within the city and 

6.80 uying power depending upon a suburban limits. 

2.23 os ea , ai HE Dallas Morning News is the big 

3,12 . outstanding paper of Dallas and the — 

-2.49 entire Dallas area. It has more than 82,000 SPECIAL combinati te f 

2.44 — circulation (Jan.-Feb. average), 20% more A an gies oe 
two papers allows the addition of 

-5.56 AV : than any other Dallas paper. It has been > 

10.19 E you been to Dallas in the last the first choice of national advertisers for The Journal to any list containing The 

a Sew years? Have you seen for your- 42 years, News at very little additional cost. 

11.64 self the marvelous business possibilities of 

this new city and its market-area? 

3.82 i 

4.00 so Qulng>e+ 

14.70 

ip [4114s is the commercial and finan- ae” FL. in 

3.10 cial center of four Southwestern rire tt AE —WMimeia & 

States b e a @o.r Lat -- hed ¢ ae al ide tee 
04 ut the area of immediate metro- Q s 
2. Politan influence is the richest market in 
8.89 the whole region. £ aX as 


5.15 The city’s immediate trade area (100 ) BN 
435 Miles radius) is only 12% of the area of ) THE DALLAS JOURNAL @ 
9-4,42 + ge yet it contains 43% of its popula- 2 

on, 45% of its farms, 42% of its business 


rencerns, and 30% of its taxable wealth, LHE JOHN BUDD COMPANY, National Representatives 


206 


SALES MANAGEMENT 


Marcu 


31, 1928 


(Continued from page 262) 
Current newspaper information in 


Circulation and Rates of Newspapers—Continued 


cities 9 below can be obtained 6 Month) Max 
from publishers’ representatives. (See Municipal; — Line : 
pality Publication Average! and Min. 
key on page 257.) =e Rate |Net Paid] Mil. Rare 
‘ (Cont'd 
a d) Direct TIILESBORO...... «60-6 06 Mirror Bae o oss Sakoeien aes $0.18” 1,271 $10.12 
ten 18 HOUSTON. .6.5:6 65565 Chronicle | See rrr 18 81,376 2.21 
: Post-Dispatch (M.).......... 14 62,327 2.25 
Greenville 112-48 Press (E.) 11 41,798 2 
= “ OF 60 6.0 6's 08. Oe 66 Ob DE He ’ 63 
Hillsboro 112 LarEDo Times (E.) .04 4,712 8.4 
i shaacne nee aoe SP de metre: ‘ 49 
Houston 3-7-16 Lowoview.........«: PIE 55s Sioecxecees owes 40” 3,256 8.77 
Laredo 99 || McALLEN........... Press (E.). . we: OU ee Te " 
Longview 112 McKInneyY.......... Courier-Gazette (E.).. ae 1,500 11.90 
McAllen Direct MarSHALL...........] Messenger, News sees & E. 
McKinney 112 Comb.). . oer 63” 7,516 5.99 
Marshall 112 Mawanat Weits.....| Index (E.)..... 0. ccc cecces 24" L123 15.26 
= mei Wells - 112 — Dulatieednce aati ee A 2 eee 20” 750 19.05 
avasota irect OO EE ee eer eer 03 2,650 11.32 
Orange 19 PALESTINE........... | A rey 20” 1,571 9.09 
Palestine 112-4 ot) Se 3p 5 ree 35” 2,365 10.57 
Paris 112-Direct ey er Dinner Horn (E.)........... 80” Free ys 
Port Arthur 19 News (M. ex. M.)*.......... 04 4,260 9,39 
Ranger 112 Port ARTHUR...:.... | Se ere 05 8,520 5.87 
San Angelo 112 MIE 5 sos aco sowed pS errr 03 3,159 9.50 
San Antonio 18-73-88 San ANGELO......... Standard (E. ex. Sat.).. 04 6,529 6.13 
Sen Benito Direct San ANTONIO........ Express, News (M. & E. 
Sherenan 112 : CS ee een ee ee ero 22-20 75,796 | 2.90-2.64 
Salah diuinags Direct I iy cess wb ende'ss 12-11 | 37,205]  3.23.2.96 
Taylor 113 La Prensa (M.) Bie e-S Raee Ws .08-.06 17,741 4.51-3.38 
San BENITO......... EN a cn iie'sas Rh Ke wk ae ot Serer New Dail 
Temple 112 SHERMAN Soanatnen (E. ex. Sat.)° 035 5,071 6.90 
ine ~~ cutee SpPRINGS.... ee OS 20” 1,486 9.61 
Tyler ee ene ins Serif 5 Oa RRS MIO Peacoat eee Wie fean once wie wo 3,050 8.20 
Oe Aare co cae 5 yeaa 05 7,751 6.45 
Vernon 48 || Terreit............ Tribune (E.).. -...{ 03-025 | 3,486] 8.61-717 
Victoria Direct 
Ww 7-19 TEEAREAMA. 200000085 Gazette, News (M. &E. 
Saahaia . 4 - és pac naar ie OS eres: 07 erin 5.90 
. YLER Outer Limes CB) éi6sc0kw soe 40” 2,671 10.70 
oe aaa ae _ eS eee eer Serer 42” | 2,918 10.28 
eslaco ....... . i) rere Advocate (E. . Rate erecaubgh aes 20” 960 eee! 
Sel Falls ee Weick decswicas ees Ee = Herald 
- rrr 12 35,420 3,39 
WAXAHACHIE SS 2 IE Rrra 45” 2,487 12.92 
Utah WEATHERFORD....... Herald (E. get eT Te rer .20/ 1,325 10.78 
Logan 117 WESEACO o..ccs6656 00s IN VSO) (or cic! ecco: shai scac esse ste LL) 20g eee New Daily 
Ogden 8 Wicuita FALis...... Record-News (M.)..........| .07-.06 17,764 | 3.94-3,38 
ie iene’ , ——" eens 08 | 22,431 3,57 
Salt Lake City. cccccccuun 7-30-116 eer err eT cae, ree 30” 1,240 14.40 
UTAH eS | ge re Wa 732 16.59 
Vermont 
BOGAN oso os stiege ND Se ee eae .025 1,976 12.65 
seve an “ a iat Standard-Examiner (E.)......|  .06 | 10,782 5.56 
Brattl b 82 Provo. Herald (E. ex. Sat.).......... .03 3,796 7.90 
Bugli eboro 72.98 Satt Lake City..... Deseret News (E.){.......... .09 36,691 2.45 
- se ae e Telegram (E.)°.............. 08 | 21,373 3.74 
es gg st | vweessonr THIpUNC CBI.) 55k ck ewes 12-.09 44,244 2.71-2.03 
St. Albans 82 SER ED 5. ss .wvwannteans .05-.03 7,192] 6.95-4.17 
Oe  , 82 BENNINGTON......... | rere .04-.02 3,224 | 12.41-6.20 
BRATTLEBORO........ Reformer (E.)............... 04-.02 3,535 | 11.32-5.66 
vingieis ‘ P BuRLINGTON......... — vs) Ree .06 14,757 Ap 
lexandria 6 |. Sr .04 4,770 8.3 
Bristol 8 MonrpPELIER......... Argus tE) ant cke ee moter 04-.015 3,717 | 10.76-4.04 
Charlottesville Direct i re Se rere 055 | 11,815 4,66 
Clifton Forge Direct PT hos cs pwkeornces .025-.0125| 2,426] 10.31-5.15 
Covington ........... 5-90 ea, re Messenger (E.).............. 04-.015 3,087 | 12.96-4.86 
Danville 44 St. JOHNSBURY....... Caledonian Record (E.).. 05-.02 4,062 | 12.31-4.92 
Fredericksburg 40 
Harrisonburg 119 VIRGINIA 
en teas = ALEXANDRIA Pree: Gazette &; epee 04-.035 | 4,577] 8.74-7.65 
ae er er ourier, News 
Norfolk 16-18 Bulletin (M. & E. Comb.)° 07 | 12,358 5.66 
wa 17 CHARLOTTESVILLE....| Progress (E.) eee 1.751.355" 4.819 11.12-5.19 
ortsmouth 17 Curron Force...... — | een 2” | i963 14.36 
’ 
sr eomette re i porneeee SOR. Virginian qe se , 04-.025 2,508 | 15.95-9.97 
“ LS eer Register Bee (M. & E. 
Roanoke 44 en i a 06 15,964 3.76 
Staunton ............. 48 FREDERICKSBURG..... Free Lance-Star (E.)......... 03 5,225 5.74 
Suffolk 28 HARRISONBURG....... News-Record (M.)°......... 035 7,262 4.82 
Winchester 119 LYNCHBURG.......... News & Advance (M. & E. ; 
| er eererere 065-.055 | 15,610} 4.16-3.52 
Washington Newport News...... Press & Times-Herald 
Aberdeen ow... 46 (M. & E. Comb.).......... 05 | 13,980 - 
Bellingham 86-116 eee Ledger-Dispatch (E.)........ 12 43,192 ie 
Bremerton 86 Virginian-Pilot (M.)......... 10 42,322 2.3 
Centralia 86 


(Continued on page 268) 


Newspapers, Members of ABC shown in Boldface type. 
°Three months statement ‘fABC Stat. 3-31-27. 


*Gov’t. Stat. 3-31-27. 


**Gov’t. Stat. 9-30-26. 


***Gov’t. Stat. 3-31-26. 
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An UNUSUAL Advertising Record 


made by the 
San Antonio Express and Evening News 


20,273,876 lines—1927 


14,702,360 lines—1922 


HE Express and Evening News have had a contin- 

uous advertising gain for many years, for instance in 
1922 they carried 14,702,360 agate lines, 1926 — 19,544,428 
agate lines, 1927 — 20,273,876 agate lines. 


THE Express and Evening News gained 1,219,162 lines 

local advertising 1927 over 1926. Express gain was 
459,630 lines. The Evening News gain was 759,532 lines. 
The other San Antonio paper lost 808,384 lines. 


BotH the Express and Evening News led all other San 

Antonio papers. The Express led on seven day basis 
and the Evening News led on six day basis. The Express 
by 324,391 lines, the Evening News by 1,516,374. Both 
the Express and Evening News led in national and classi- 
fied advertising. 


HE Sunday Express led all San Antonio Sunday papers 
in local, national and classified advertising, its total 
lead was 717,775 lines. 


‘THE Evening News (6 days) led the evening field on 
six day basis by 1,516,374 lines. Its lead was:—Local 
783,040 lines, National 57,050 lines, Classified 676,284 lines. 


HE Evening News, six days, carried more department 
store and women’s wear advertising in six days than 
any other San Antonio evening paper in seven days. 


THE Evening News led in local food advertising 53,998 
lines and led all other evening papers in chain and 
grocery store advertising by 103,565 lines. 


N FACT, the Express or Evening News led in practi- 
cally every local classification and many classifications 
such as furniture, jewelry, etc., both papers led. 


238 national advertised products were advertised in 
the ideal combination, the Express and Evening News. 
Both the Express and Evening News led in national 
advertising. 


HE Express and Evening News is an ideal combina- 
tion, offering the advertiser fifty per cent more home 
delivered circulation in San Antonio and three times the 
coverage of the territory of any other San Antonio paper. 


Express and Evening News Offer 
50% More Home Delivered 


Circulation in San Antonio 
and 
3 TIMES the Territory Coverage 


AN ANTONIO’S territorial market is over one-half 

billion dollar market and is most valuable to the na- 
tional advertiser and it cannot effectively be reached by 
newspapers except through the Express and Evening News. 
This territory includes fifty-five counties with population 
of 1,200,000. 


AN ANTONIO jobbers state that out of their total 

volume of sales 75% come from the territory as com- 
pared with 25% city. This gives a definite idea of the 
value of the territorial market to the advertiser. 


Service Department 


Constructive cooperation is given national advertisers. We 
make surveys, investigations and will give any consistent 
aid that will help the advertiser solve his problem. In 
addition we publish a trade paper, The Express and 
Evening News Retailer, which includes in its circulation 
4000 merchants in the city and trade territory. 


EXPRESS PUBLISHING COMPANY 


Publishers, San Antonio Express and Evening News, San Antonio, Texas 


FRANK G. HUNTRESS, 
President & General Manager 


JOHN E. McCOMB, 
Assistant to the President, 
Director of Advertising 


New York 
San Francisco 


THE JOHN BUDD COMPANY 


Nati l Repr 


Chicago St. Louis Atlanta 
Los Angeles Portland 
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Current newspaper information in 
cities listed below can be obtained 
from publishers’ representatives. (See 


key on page 257.) 


Washington—(Cont’d) 


Everett 116 
Hoquiam 86 
Olympia 116 
Port Angeles 28 
Seattle 129-49-7-86-25 
Spokane 49-89 
Tacoma 116-46-100-49 
Vancouver 86 
WSU WANS. onic sce 46-100-57 
Wenatchee ........... 46-99 
Yakima 46-100 
West Virginia 
Bluefield 64 
Charleston 35-40 
Clarksburg ...... 40 
Elkins 40 
P'aivmMont 2... 3-=.... 29 
Grafton 29 
Huntington. ....... 64-40 
Keyser 28 
Martinsburg 29 
Morgantown .. 113-29 
ST), 1! .o-.40-Direct 
Parkersburg 29-96 
Ef ES ee 29-28-17 
Williamson 29 
Wisconsin 
Antigo 2 
Appleton 122 
Bora -nnncccecsescesscersnvvesecssesessseeeceesnen dd D° 117-90 
Beaver Dam 117 
Beloit 99 
Chippewa Falls 122 
Eau Claire 122 
Fond du Lac....... 96 
RII ickascccimibiiepsiseniceudaciamnonien 122 
Janesville ............. 122 
Kenosha 30 
La Crosse 30 
Madison 30-96 
Manitowoc .... 2-117-28 
DD AW APR aos csccscscsescceneccostnscceososouarccoecotoee 122 
ES \ aE EE: 122 
ESS ene Same ares 4 
Merrill ........... 96 
Milwaukee 104-93-47-54-70-25-98-15 
Neenah 28 
Oshkosh 96 
NN soctneissilitelcecatiag SD Direct 
NINN ooo od ees scant ce 2-44 
MRTUETACU ERAGON x.ciscssssscscsccssccesocsesonscacsasegeonssucee 5-90 
SOLE ONE 122 
SEO VENS POE. sescécccsceesssesceccsccsccccccsconnne 122 
EERE 122 
SETS i eee en ee ee rem 122 
TC | a err | if 
LEAT | inte [Tc & 
Wausau .. Ee. Pr 
Wisconsin. Rapids ae 
Wyoming 
Casper ....... OT RR eee 99 
I iclaccnenagliaroinoanaimnnkcamee 64 
Laramie .... al 
ES Ee ae nT 96 
Hawaii 
Hilo 1 
ES CD PF ee 1-64-11 
Philippine Islands 
Manila Direct 


Circulation and Rates of Newspapers—Continued 


Newspapers, Members of ABC shown in Boldface type. 
***Gov’t. Stat. 3-31-26. °Three months statement. 


*Gov’t. Stat. 3-31-27. 


v3 ? : ; Line 6 Month Max. 
Municipality Publication Rat Average | and Min. 
ate |Net Paid] Mil. Rate 
VIRGINIA (Cont'd) 2 
PETERSBURG........ Progress-Index (E.).......... $0.05 9,352 $5.35 
PoRTSMOUTH....... SYED eae .04 7,416 5.39 
Un < rr Southwest Times (E.)........ .04-.03 3,437 | 11.64-8.73 
RICHMOND.......... News-Leader (E.)........... .16 67,449 9a) 
Times-Dispatch (M.)........ 14 54,154 2.59 
IROANOERR ws 6 iieais 0 Times and World-News 
(M. & BE. Comb.)°......... .09 29,848 3.02 
STAUNTON. 56-5:s0606 Leader and News-Leader 
(M. & E. Comb. ~ rere 05-.045 7,102 | 7.04-6.34 
SURFOLK © «dca ecw ss News (E.).. Cxihies De eee 4,057] 9.68-7.92 
WINCHESTER... Star (£.)°.. aD 4,564 6.57 
WASHINGTON 
BERD BBN «55.5 o65:0:00,2] RON Ge ausie Mian a eces .04 7,049 5.67 
BELLINGHAM........ Almenican (He) ioc ss. eae cs co a .60/"-.42”” 4,658 | 9.20-6.44 
Herald (M. & E.).. Ae .08 18,370 4.35 
BREMERTON........ News Searchlight (E.).. Bt Meee .035 3,692 9.48 
CENTRATIAA. 6.c.055.6. Chronicle we Pe Lac eeneaicets .035 3,610 9.70 
FEVERETT cscs é.sic0ee 030s Herald (E.).. slat .045 14,043 3.20 
News (M.). 250" 4,118 8.67 
PAD QUIAME . 5.6.5.6:500.6.60:% Washingtonian (M. "ex. "M.) . .04 4,383 9.13 
fr Olympian (M. & E.)......... .05 5,183 9.64 
Port ANGELES...... PMO OPEL) cis catiasiecn tipsy clouisse siehens .035 2,464 14.20 
SEATTLE Journal of Commerce (M.)*** | .11-.05 4,750 | 23.16-.1053 
Post-Intelligencer (M.)...... 26-.24 94,164 | 2.76-2.55 
STEVE (C1 RES eee eaters 220 87,556 2.28 
Times (E.).. me Be 89,312 2.80 
Union Record (E. ‘ ae H2 28,102 4,27 
SPOKANE 6%. 60/6205 6a Chronicle (E.)............... 13-.115 | 41,962} 3.10-2.74 
LECCE 0 UA) eae een 05 17,207 2.91 
Spokesman-Review (M.).....| .14-.13 48,801 2.87-2.66 
WACOMA ws oie cta ee 8 * re .06 21,672 Zell 
News Tribune (E.).......... .10 35,592 2.81 
gh (OS) .07 21,831 3.21 
VANCOUVER......... Columbian (E.)............. .04 4,019 9.95 
WALLA WALLA... .. 0) (BRMSRIGE:) .. 6563 sk ce. os .04 6,016 6.65 
Union (M. ex. M.)........... 40” 3,114 9.18 
WENATCHEE. «...... <:\|) WORE NED) s «6 coe co cee cas 05 8,095 6.18 
eee re Herald (M. ex. M.).......... .04 6,397 6.25 
od 5 .04 6,671 6.00 
WEST VIRGINIA 
BLUEFIELD....2.:.: Telegraph, Sunset News 
(M. & E. — cacee aly cae .07 16,462 4.25 
CHARLESTON.........| Gazette (M.)°.. bs .08 21,975 3.65 
Mail (E.).. ee .06 15,741 3.81 
CLARKSBURG........ Exponent, Telegram 
(M. & E. Comb.).......... 10 | 30,918 3.23 
BERING... 0.0.0... +. .:| Enter-Mountain (E.).. Rr yt 025 2,600 9.62 
FairMontT...........| Times, West Virginian 
(i. & B. Combd.).......... .065 | 13,879 3.14 
GRAFTON........... ee ee .04-.0357| 3,275 | 12.21-10.90 
Huntincton.........| Advertiser, — 
(M. & E. Comb.).. ; A 30,267 3.96 
Keveme.............| Mineral News (E.).......... 30" 2,210 9.70 
MARTINSBURG...... | 035 5,112 6.85 
MorGAanTown...... New Dominion (M.)......... .035 7,066 5.49 
ee .035-.03 5,692 | 6.15-5.27 
ae © | 28” 3,566 5.61 
ro. 8) Se BUS Wcecarerayanc i ss seis 
ParKERSBURG........| News (M.)................. .03 7,530 3.98 
Sentinel (E.).. 045-.035 9,898 | 4.55-3.54 
WHEELING.......... Intelligencer (M.)°. .06-.05 12,768 | 4.70-3.92 
| | ee ee, 15,571 | 5.78-4.50 
Register (M.)°.. .04 8,713 4.59 
Telegraph (E. *. 60’-.50” | 8,598 | 4.98-4.15 
WILLIAMSON........ News (E.)*.. .03 3,923 7.65 
WISCONSIN 
PTA O f5-2 a Suiz arcu Journal (E.).. - oe «1 COSSHOZT 4,215 | 8.30-6.44 
ApPLETON...........| Post-Crescent t ). -...| .06-.055 | 13,533 | 4.43-4.06 
ASHLAND............| Press (E. nd ate det aes | e000 10.00-7.86 
BARABOO........... News (E.) .. 30" 2,600 8.24 
Republic (E. ).. 42'"..30" 1,500 | 20.00-14.29 
Beaver Dam........| Citizen (E.).. sabotattagoan BS id 3,074 . 8.13 
BELOIT.. : ssp III a ins oc -p .05 9,589 5.21 
Cutppewa Fatts.....| Herald-Telegram (E.).. 04 5,012 7.98 
Eau Cuaire. Leader & Telegram 
(M. & E. Comb.).. .06-.05 12,421 | 4.83-4.02 
Fonp pu Lac....... Commonwealth Reporter © )° 06 | 13,685 4.38 
GreeEN Bay...... Press-Gazette (E.) . .065-.06 16,239 | _4.00-3.69 


28 Marcu 31, 1928 SALES MANAGEMENT 


‘| Richmond— 


* | The City of Increasing Sales! 


67 Introduce your product to the city that is leading the Fifth Federal 
64 Reserve district in increases in retail sales through The News Leader 
153 — the newspaper that is bought by practically every Richmond family 
28 every day. 


* For more than a decade The News Leader has been selling, daily, a 
7 paper for every family in Richmond. ‘Today, in the metropolitan 
71 area of the city alone, it sells 50,000 copies to the 50,000 families. 
6 97 per cent of the total circulation of 67,449 is sold in Richmond and 
"13 a trading radius of 60 miles around. 


First in circulation, first in advertising, first in reader interest, The 
“es News Leader has an unequalled influence in this expanding market. 


14 National Representatives: 


.96 KELLY-SMITH COMPANY 


85 Graybar Bldg. Waterman Bidg. Atlantic Bldg. Tribune Tower 
97 New York City Boston, Mass. Philadelphia, Pa. Chicago, IIl. 


Glenn Bldg. 
Atlanta, Ga. 


Che Richmond 


NEWS LEADER 


“VIRGINIA’S GREATEST NEWSPAPER” 


270 
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Printed 
Salesmanship 


Established 1903 as “‘The Printing Art’ 


Member: Audit Bureau of Circulations 


Subscription Price $3.00 a Year 
Single Copies 40c 


In Canada $3.25 
Other Foreign Countries $3.50 


September 1, 1927, Dartnell 
took over “Printed Sales- 
manship.” At the time of 
purchase it had 3,500 paid 
subscribers, plus average 
newsstand sale of 800 copies. 


October 1, 1927, more than 
1,000 new subscribers were 
added; 610 out of 840 
“lapsed” subscribers had re- 
newed; the newsstand circu- 


lation restricted to 250 
copies and all free lists abol- 
ished. 


December 1, 1927—concen- 
trating on printers of good 
standing—the circulation 
jumped ahead 500 more, so 
that the total net paid circu- 
lation for the December issue 
exceeded 6,000 copies. Gross 
circulation 6,500 copies. 


Advertising Rates 
In effect since Oct. 1, 1927 


Single Twelve 

Insertion Insertions 
Fall Page $125 $100 
Half Page ........... 75 60 
Quarter Page ........ 45 35 
Eighth Page .............. 25 20 


Published on the tenth day of each 

month by THE DARTNELL CORPORATION 

Also publishers of SALES MANAGEMENT 

MAGAZINE and the DARTNELL SERVICE 
FOR SALES EXECUTIVES 


Dartnell Building 


4660 Ravenswood Ave. Chicago 


420 Lexington Ave., New York 
44 Victoria Street, Toronto 
9 Quality Court WC2, London 


= 


Circulation and Rates of Newspapers—Continued 


Section ; 


Canadian Advertising Section; 


FOREIGN NEWSPAPERS 


The foregoing tabulation covers only the newspapers of the United States and 
its possessions. Similar listings of the newspapers of Canada will be found in the 
listings for British Isles in the British Advertising 
listings for Germany in the German Advertising Section; 
other foreign countries in the General Export Section. 


Li 6 Month; Max. 
Municipality Publication on Average} and Min, 
ate |Net Paid] Mil. Rate 
WISCONSIN (Cont'd) 
JANESVILLE......... NID sce cs avcalecsWan 07-.055 | 13,233 | $5.29-4.16 
Co PUB AGE) 5 oc sco eaeres baw 06-.05 10,747 5.58-4.65 
La Crosse..........| Tribune & Leader Press (E.).. .06 13,809 4.34 
MADISON... 0.6 6. Capital Times (E.)°.......... .08 25,667 3.12 
Wisconsin State Journal wane .08 24,517 3.26 
Manitrowoc.........| Herald-News (E.). .84/"-.70” 8,055 | 7.45-6.21 
ad was ae Een .04-.03 5,262 | 7.60-5.70 
MarRINETTE..........| Eagle-Star (E.).. 0357-.03 4,739 | 7.53-6.33 
MarSHFIELD.........| News-Herald (E. . MA ee 1 3,798 | 10.53-7.52 
MENASHA......... ocr Git Oe) ar ee arse? 1,913 5.60 
eee ll, eer 04-.025 3,283 | 12.18-7.61 
eee | rr 10 27,391 3.65 
SE ree ve ee .30 158,314 1.89 
Leader (E.).. oma’ oe en 48,949) 22.66-.45 
Sentinel (M. “ee iene 18 75,364 2.39 
Wisconsin News (E. ‘ Barer anata soe 110,340 1.99 
NEENAH News & Times (E.)°....... . .35’’-.30” 1,813 | 13.79-11.82 
OsnkosH........:. Northwestern (E.)°.......... 07-.06 14,595 | 4.79-4.11 
PorTAGE Register Democrat (E.)...... 30” 1,800 11.90 
RAcINE Journal-News (E.)°.......... .75"-.70" | 11,604} 4.62-4.31 
Times-Call (E.)°............|.055-.05 10,152 5.42-4.92 
RHINELANDER....... PARC) icoisiace: 0005 6S era 0 04-.025 1,711 |23.38-14.61 
SHEBOYGAN......... Press (E.) 07-.06 14,610 | 4.79-4.11 
STEVENS PoINT..... | See .035 6,254 5.60 
STOUGHTON......... Courier-Hub (E.) 35" 2,017 12.39 
DUPERION. 6666 cocaine elegram (E. .08 21,439 3.73 
WVATERTOWN o 6.606:0.5.5. 5.0] REUNOO is wie in cach enawies 035-.03 3,502 | 9.99-8.57 
WAUKESHA. 2.6 605% Freeman (E.).. 42’’..30" 2,972 | 10.09-7.21 
Wausau. _..| Record-Herald « ).. .05 8,798 5.68 
Wisconsin Rapips...| Tribune (E.)... 04-.035 5,169 | 7.74-6.77 
WYOMING 
CASPER. ...........:| Cra, Tribune (M. & E. 
Oo Ee ee, ere .06 8,050 7.45 
CHEVENNE....5...<6.506 Wyoming State Tribune (E.).. .05 6,320 7.91 
LaraMIE............| Republican & Boomerang (E.) .|.42’’-.37” 2,234 | 13.43-11.83 
SHERIDAN...........| Post-Enterprise (E. ex. Sat.)°. .04 3,115 12.84 
ALASKA 
ANCHORAGE......... (ite a 9 0 0) ne ee a ig 900 27.78 
CORDOVA, 6 o..5c css Times (E.) (2).. cates BS seat ere 
FAIRBANKS ...| News-Miner (E.) (2)... Baas echo .50” Sts eo | See AR ee 
Tete ers .04 23155 18.56 
KETCHIBAN......... Chronicle (E.) (2).. age Se) ener eee 
HAWAII 
CC eR as Gol lero cu on | Oe) nr .03 1,967 15.25 
Honoturu..........| Advestiser (M)T............ .07 11,248 6.22 
Star-Bulletin (E.)............ 1075 | 117,49 4.37 
PHILIPPINE ISLANDS 
eee Bulletin (M.)(1)............. .035 5,883 5.93 
TiMES CPD) oes 656 sss cose ut heeo OO” 6,803 | 13.12-6.50 
PORTO RICO All papers are Spanish unless 
otherwise stated. 
ARECIBO. ..........<) Bi Regenalista (22) 2)... bccn snes 600 
MavaGuez...........| Dieromel Oeste (B.) ) . ..... 2) cic ce. cs 2,000 
eer E] Aguilade Puerto Rico 
| re ere 1,300 
28S 8) ee CSN: | eer 
San Juan Pe MnO arclal iss) (2) 6c. cs lacs ceive ae (OU 2 eee 
ae SS A a Pe 10,240 
El] Tiempo (English and 
ks ee en 8,364 
La Correspondencia de 
Puerto Rico CE.) (2). 2... |e. cue oc TOL000) | 5... is cess 
La Democtacia (E.)H(2) coc2% 0) cca ses es | er 
Union Obrera (E.) (2)........1... Sale| eee 
Newspapers, Members of ABC shown in Boldface type. 
(1) Sworn Statement. (2) Estimated. °Three months statement. *Gov’t. Stat. 3-31-27. ftABC Stat. 3-31-27. 
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KENOSHA, WISCONSIN 


A city of 57,000 consumers participating in an annual industrial 
payroll of over $20,000,000.00 offers a market that should not be 
overlooked and one which can only be reached efficiently and 
economically through the columns of the 


KENOSHA EVENING NEWS 


(Member Audit Bureau of Circulations) 


When a daily newspaper located 50 miles from Chicago and 35 
miles from Milwaukee can so dominate its field that the circula- 
tion of the Metropolitan dailies in that territory is practically 
negligible, it must be a real newspaper. The KENOSHA 
EVENING NEWS is such a paper. It is read in the HOMES by 


receptive, buying people because it is Kenosha’s own and only 
newspaper. 


The importance of using The KENOSHA EVENING NEWS is 
apparent when one considers the fact that 99% of the circulation 
of The News is confined to the city of Kenosha. National adver- 


tisers appreciate the thorough coverage of this prosperous com- 
munity offered through The NEWS. 


CONE, ROTHENBURG & NOEE 


Publishers’ Representatives 


NEW YORK DETROIT KANSAS CITY 
CHICAGO ST. LOUIS ATLANTA 
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(Continued from page 263) 


89. WM. J. MORTON CO., 
200 5th Ave., New York. 
410 N. Michigan Ave., Chicago. 


90. RALPH R. MULLIGAN, 
30 E. 42nd St., New York. 


91. FRANK A. MUNSEY CO., 
208 S. LaSalle St., Chicago. 


92. NEW JERSEY NEWSPAPERS, INC., 
25 E. 26th St., New York. 
1524 Chestnut St., Philadelphia. 
10 High St., Boston. 


93. O7MARA & ORMSBY, INC., 
280 Madison Ave., New York. 
122 S. Michigan Ave., Chicago. 
Monadnock Bldg., San Francisco. 
General Motors Bldg., Detroit. 


94. GUY S. OSBORN, INC., 
360 N. Michigan Ave., Chicago. 
General Motors Bldg., Detroit. 
404 Globe Democrat Bldg., St. Louis. 


95. KELLOGG M. PATTERSON, 
7 S. Dearborn St., Chicago. 


96. G. LOGAN PAYNE CO., 
247 Park Ave., New York. 
6 N. Michigan Ave., Chicago. 
80 Boylston St., Boston. 


97. G. M. PEARSON, 
360 N. Michigan Ave., Chicago. 


98. POWERS & STONE, INC., 
250 Park Ave., New York. 
38 S. Dearborn St., Chicago. 


99. PRUDDEN, KING & PRUDDEN, 
270 Madison Ave., New York. 
28 E. Jackson Blvd., Chicago. 
31 St. James Ave., Boston. 


308 Chamber of Com. Bldg., Los Angeles. 


507 Montgomery St., San Francisco. 
Leary Bldg., Seattle. 


100. D. J. RANDALL & CO., 
347 5th Ave., New York. 


101. F. ST. J. RICHARDS, 
41 Park Rd., New York. 


102. JOHN K. RIEGEL, 
110 E. 42nd St., New York. 


103. RALPH K. ROCKWOOD, 
6 N. Michigan Ave., Chicago. 


104. A. T. SEARS & SONS, 
122 S. Michigan Ave., Chicago. 


105. CHAS. H. SHATTUCK, 
160 N. Michigan Ave., Chicago. 


106. SCHEERER, INC., 
200 5th Ave., New York. 
35 E. Wacker Drive, Chicago. 


107. DAVID M. SHIRK, 
285 Madison Ave., New York. 


108. GEORGE M. SLOCUM, 
Gen. Motors Bldg., Detroit. 


* Courtesy of Benjamin & Kentnor Co. 


109. 


110. 


Rit. 


112. 


113. 


114. 


115. 


116. 


117. 


118. 


119. 


120. 


121. 


122. 


123. 


124. 


125. 


126. 


127. 


128. 


129. 


130. 


W. H. STOCKWELL, 
122 S. Michigan Ave., Chicago. 


STORY, BROOKS & FINLEY, INC., 
Pershing Sq. Bldg., New York. 

360 N. Michigan Ave., Chicago. 

904 Equitable Bldg., Philadelphia. 

226 Higgins Bldg., Los Angeles. 

55 New Montgomery St., San Francisco. 


CARROLL J. SWAN, 
Park Square Bldg., Boston. 


TEXAS DAILY PRESS LEAGUE, 
250 Park Ave., New York. 
19 S. LaSalle St., Chicago. 


S. C. THEIS CO., 
1440 Broadway, New York. 
30 N. Michigan, Chicago. 


F. M. VAN GEISEN, 
Monadnock Bldg., San Francisco. 


KE. I. VAN SLYKE, 
326 W. Madison St., Chicago. 


VERREE & CONKLIN, INC., 
285 Madison Ave., New York. 
28 E. Jackson Blvd., Chicago. 
681 Market St., San Francisco. 
321 LaFayette Blvd., Detroit. 


FRANKLIN E. WALES, 
140 S. Dearborn St., Chicago. 


I. S. WALLIS & SON, 
38 S. Dearborn St., Chicago. 


ROBERT E. WARD, INC., 
501 5th Ave., New York. 
5 S. Wabash Ave., Chicago. 


JAMES H. WARD, 
117 General Motors Bldg., Detroit. 


WM. D. WARD, 
Tribune Bldg., New York. 


STEWART WEAVER CO., 
11 East 44th St., New York. 
612 N. Michigan Ave., Chicago. 


L. I. WEISHAR, 
202 S. State St., Chicago. 


WESTERN PRESS ASSN., 
55 New Montgomery St., San Francisco. 


WILLIAMS, LAWRENCE & CRESMER C0., 
285 Madison Ave., New York. 

360 N. Michigan Ave., Chicago. 

Times Bldg., Los Angeles. 

742 Market St., San Francisco. 

3322 Stewart Bldg., Seattle. 


E. E. WOLCOTT, 
366 5th Ave., New York. 


WOODWARD & KELLY, 
360 N. Michigan Ave., Chicago. 
58 Adams St. West, Detroit. 


JOHN B. WOODWARD, 
110 E. 42nd St., New York. 


WM. H. WILSON, 
326 W. Madison St., Chicago. 


C. M. CAMPBELL, 
512 Fifth Ave., New York. 


Metropolitan Market Surveys 
Available 


BirMINGHAM, ALA. “Prosperous Birmingham,” published by the 
News and The Age-Herald. Dealer surveys made upon request. 

The Post can furnish surveys for any particular need on very short 
notice. “ae ; 

Puoentx, Arizona. The Gazette maintains an active and aggres- 
sive advertising department to aid the national advertiser in this 
market. “Arizona,” a booklet published by the Repudlican, gives all 
market data. Trade surveys, market conditions and sales standings 
are studied for manufacturers and advertisers. 

Fort SmirH, ARK. ‘What has Become of Bill Nye’s Arkansas,” is 
a comprehensive survey of this market by the Times-Record and 
American. 

Los AnceLes, Cat. The 1927-28 Data Book entitled “Los 
Angeles and the Examiner” is published by the Examiner. It also 
has a booklet called the ‘Examiner Region,” which gives more 
detailed information about the market. The merchandising depart- 
ment has on file several product surveys including tooth-paste, salad 
dressings, cigarettes, fountain pens, toilet soaps, electric refrigerators, 
radio sets, etc. The 1928-29 Data Book will be ready about August 1. 

“The Los Angeles Market’ is a comprehensive survey of this market 
published by the Times. The merchandising department furnishes 
route lists, maps, and market data for the advertiser. 

Oak.anD, Cat. Complete information on commodity consump- 
tion, marketing and merchandising in this territory is contained in 
the “1928 Tribune Yearbook,” published by the Tribune. 

San Diego, Cat, The Sun has made or will make surveys on 
bread, coffee, cleaning fluids, gasoline, malt syrup, pickles and ketch- 
up, radio, salad dressings, and automobiles. 

San Francisco, Cat. Surveys are made by the Bulletin at the 
request of advertisers to cover special products. 

The Chronicle merchandising service is a research and sales promo- 
tion service concentrating on the marketing of any brand of mer- 
chandise advertised or to be advertised in the Chronicle. “San 
Francisco, Central and Northern California,” is a bird’s-eye view of 
the market and advertising situation, published by the Examiner. 
They also make surveys at the request of manufacturers. 

The News will make retail and wholesale investigations of any type 
at the request of an advertiser or prospect. 

New Haven, Conn. Any information requested by the advertiser 
about this market will be furnished by the Times-Union. 

Watersury, Conn. The Republican and American has an up-to- 
date market data book available to advertisers. 

Wasuincton, D. C. “Who Reads It and Why” is a booklet 
published by the United States Daily. Information on the market 
covered by this paper will be furnished upon request. 

The Herald has a data book available entitled “Washington, The 
Thirteenth Market,” which gives all of the market data for Washing- 
ton. It also maintains a merchandising department which provides 
specific surveys and market information on products at the requests 
of advertisers. 

Comparative figures on the city’s business are available through 
the Post statistical department. 

JACKSONVILLE, FLA. Surveys of the Jacksonville market are avail- 
able through the Florida Times-Union 

Miami, FLa, Market data for Miami is available through the 
merchandising department of the Herald. They also make small 
surveys from time to time in the interest of their advertisers and will 
help any national advertiser to enter their market. 

Savannan, Ga. “The Savannah Market” is a folder available to 
advertisers through the News. A service department will give the 
advertiser merchandising help by making special surveys and solicit- 
ing dealer cooperation. 

Tue NortrHern Ixiinors Group: Aurora, Excin anp Jouter. 
The Aurora Beacon-News, Elgin Courier-News and Joliet Herald-News 
have special product surveys available for the organizations interested 
in these markets. Special surveys are made at the request of pros- 
pective advertisers. 

BLoomincron, Int. Market data is available through the Panta- 
graph. The service department will help national advertisers to 
analyze Bloomington as a prospective market for their product. 

Cutcaco, Int. The Tribune publishes a comprehensive market 
book called “The Book of Facts.” They also have on file 500 separate 
surveys covering various lines of business. Address “The Business 

urvey,” Chicago Tribune, Tribune Tower, Chicago. 

€ merchandising department of the Herald and Examiner has on 
and market surveys covering a multiplicity of products in this 
territory. These surveys give accurate measurements of retail dis- 
‘bution, consumer brand preference and other important factors. 
“‘eW surveys are made from time to time and added to this collection. 


The Chicago Daily News is a member of the 100,000 group of 
American Cities and uses the survey service offered by that organiza- 
tion. Surveys on the cigar and radio market are now available. 

Decatur, Itt. The Review has on hand surveys of numerous 
products that have been made in the past few years. They are plan- 
ning to issue later figures this year. Special surveys are made at the 
request of advertisers. 

East St. Louis. The Yournal has a survey of this market showing 
the relation of the buying in a small town and a large city. Interesting 
facts are brought out that show the importance of the small town 
newspaper in the national advertising scheme. This is available to 
anyone interested in this market and this subject. 

Evansvitte, Inp. The Courier and Fournal has a booklet that will 
show the advertiser all of the facts about this market. 

InpDIANAPOLIS, IND. The News has on file numerous surveys it has 
made in a period of ten years so that increases and decreases in dis- 
tribution can be checked. This work will continue this year and 
several new classifications of products will be added. Specific infor- 
mation can be had direct. 

The merchandising department of the Star makes special market 
surveys at the request of advertisers or prospective advertisers. These 
reports cover the possibilities of the market, the brands of competing 
merchandise, volume of sales and similar data. 

Muncie, Inv. Yearly surveys are made by the Star for groups of 
products so that manufacturers may see their distribution in this 
market. Special surveys are made at the request of advertisers. 

Des Mornes, Iowa. “Jowa Market Data” is a complete compila- 
tion of data on this market published by the Register and Tribune. 
Several minor surveys are published and can be obtained through the 
office of this newspaper. 

Topeka, Kan. The Daily Capital has complete information on the 
market which it furnishes to advertisers in accordance with their 
specific needs. 

New Orteans, La. Sixteen surveys covering as many different 
lines of products are in the files of the Times-Picayune. Others are 
to be added this year. Every cooperation is given to the advertiser 
by the merchandising department. 

Portianp, Me. A folder was recently issued by the Evening News 
giving a general analysis of the city’s trading area. The folder will 
be supplemented with additional information on the Portland market 
from time to time. 

Battimore, Mp. The Sun will compile any information requested 
by advertisers covering the Baltimore market. 

New Beprorp, Mass. “Business is Good in New Bedford”’ is a 
booklet issued by The Standard & Mercury in 1927, which contains 
complete information on marketing and merchandising in that 
territory. 

SPRINGFIELD, Mass. Trade surveys and other information are 
issued on request by the Springfield Newspapers as well as a general 
survey covering the entire market. 

Bay City, Micu. “The Michigan Market” is a booklet issued by 
the Booth Newspapers, of which the Times-Tribune is one of a group. 
The booklet is a comprehensive study of Michigan’s potential market 
and covers Michigan’s eight leading cities outside of Detroit, with 
full instructions to advertisers in this territory, as to the best location 
in which to concentrate their advertising and selling efforts. 

Detroit, Micu. Surveys by the News are made only on request. 

Jackson, Micu. The main facts regarding Jackson are given in a 
brief survey made by the Citizen Patriot, showing the percentage of 
homeowners in city and suburban territory. 

Katamazoo, Micu. In 1927 the Gazette compiled a detailed market 
survey of this territory and revisions will be made as soon as figures 
are obtainable to bring the report up to date for 1928. 

Minneapouis, Minn. The latest general survey compiled by the 
Journal was “Buying Power—A Survey of the Mass Market of 
Minneapolis and the Northwest.” This survey is revised at various 
intervals. 

St. Paut, Minn. “St. Paul—Gateway to the Mighty Northwest,” 
is the market survey book published by the Dispatch and Pioneer 
Press who will distribute copies on request. The merchandising and 
survey department also make individual surveys for agencies and 
advertisers as required. 

Sr. Louis, Mo. An analysis of retail and wholesale outlets in St. 
Louis is obtainable upon request from the Globe-Dzmocrat. Surveys 
of this territory have also been made of commodities such as cigars, 
cigarettes, milk, bread, clothing, drugs, etc. 

Exhaustive major surveys on 23 different lines have been made by 
the Post-Dispatch. Copies of the monthly business report, “Monthly 
Review of Business Conditions in St. Louis,” will be mailed as 
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requested. Also available for immediate use are routed trade lists 
covering 24 different lines. 

SPRINGFIELD, Mo. The Leader’s merchandising department is at 
the service of general advertisers and any type of trade or circulation 
data is compiled as required. Extensive cooperation is offered 
including two electrically lighted windows maintained free for the 
use of national advertisers. 

Hastines, Nes. The Daily Tribune will cooperate with advertisers 
in obtaining any information concerning the account upon which 
they are concentrating. 

Lincotn, Nes. The Nebraska State Fournal has issued a general 
survey as well as route lists of grocers, druggists, automobile dealers, 
etc. Special inquiries and investigations are made for advertisers 
through a special cooperation and service department of the news- 


aper. 

The local Chamber of Commerce has published a small booklet 
containing pertinent facts and figures covering Lincoln. Additional 
information will be furnished on request. 

Omana, Nes. Surveys are made by the Bee-News to meet the exact 
requirements of advertisers. They feel as if they can give their clients 
a more accurate picture of the market in this manner. 

The Omaha Chamber of Commerce has for distribution two com- 
prehensive booklets covering that territory. One contains 365 facts 
about Omaha and the other is a sales analysis of the trade territory 
of both wholesale and retail outlets. 

ALBUQUERQUE, N. M. Two extensive surveys of the New Mexico 
food market are to be had from the New Mexico State Tribune. One 
lists the names of all brands of food products having distribution in 
the state together with the names of local distributors and brokers, 
and the other contains the reports of surveys made by this newspaper, 
on the distribution and comparative popularity of various brands, 
as well as the sources from which this information was derived. Spe- 
cific surveys are also made for advertisers upon request. 

Ausany, N. Y. Outlets to retail trade in the Albany district and 
other facts about the territory are covered in a survey issued by the 
Knickerbocker Press and the Evening News. A broadside covering the 
building industry is also issued by this newspaper. 

The Times-Union is at present completing a comprehensive survey 
of the Albany trading area, which will soon be ready for distribution. 

Ausurn, N. Y. On the back of the rate card issued by the Citizen 
will be found the usual survey information regarding that locality. 

Batavia, N. Y. Surveys have just been made by the Daily News 
covering the grocery and drug store outlets in this territory. The 
newspaper is contemplating making similar surveys during 1928 of 
the tobacco, automobile accessory, hardware and women’s wear 
fields, and is prepared at present to give food product manufacturers 
a copy of the grocery trade, listing all stores in which any particular 
product is on sale. 

Bincuampton, N. Y. The Press has made several extensive de- 
tailed surveys of this market but none of the material has been 
reduced to printed booklet form. The data is kept on file however, 
for the convenience of any inquirer. 

Burrato, N. Y. The Courier-Express has recently completed a 
survey of the Buffalo market covering the buying power of the city, 
as well as one covering the buying habits of the city’s foremost 
business women. 

A survey is now being conducted by the Evening News which will 
present a tabulated picture of distribution and best sellers in the 
Buffalo market, and when completed will be available to all manu- 
facturers, jobbers and agencies interested. 

Exmira, N. Y. A complete market survey covering the Elmira 
market and its trade territory has been made by the Star-Gazette. 

New York, N. Y. Publications now available and those expected 
to be published during the year by the Sum are: “The Shopping 
Place of Millions”; ““How Manufacturers Reach New York”’; “Valua- 
ble Data for the Space Buyer on the World’s Greatest Market;” 
“New York in Pictures”; “Facts About New York”; ‘Facts About 
the Government” and “Survey of the New York Market.” 

The Times is a member of the 100,000 Group of American Cities, 
which is engaged in making surveys and obtaining data concerning 
markets throughout the United States. 

Market data and general trade territory information is on file at 
the Herald Tribune offices and is kept up to date. Also, as occasion 
demands, this newspaper makes extensive and inclusive investigations 
of merchandising and advertising situations. 

The World has additional copies on hand for distribution to adver- 
tisers of their “Marketing Map of New York City,” showing the divi- 
sion of the five boroughs of the city classified into three major groups, 
according to the spending power of the population of each. This 
newspaper also will soon publish a map, “Automobile Sales Areas in 
New York City,” to be used in conjunction with a book also in the 
making on “How to Reach the New York Automobile Market with 
Newspapers.” A map is now in preparation showing “The Grocery 
Shopping Arteries of New York City,” showing approximately 80 
per cent of all the independent and chain store grocery outlets of 
New York City. It is constructed as a companion piece to the 
marketing map. 

Nracara Fauts, N. Y. “What’s Back of Niagara Falls,” is a book- 
let published annually by the Gazette, giving a precise picture of the 
market. A merchandising bulletin is also distributed explaining in 


detail the service this newspaper is prepared to render advertisers, 
A complete cigar survey is published annually as well as a coffee 
survey. The merchandising department is prepared to make special 
surveys for advertisers at any time. 

Rocuester, N. Y. The Yournal American and the Post Expres; 
will publish, during 1928, a market survey entitled, “Population 
Characteristics and Retail and Wholesale Outlets in the Rochester 
Market.” 

A complete picture of the market covered by the Times-Union js 
contained in a book called “The 3 Dimensions of the Gannett News. 
paper Markets.” Six other newspapers and their trade territories 
are also covered in this booklet. 

Syracuse, N. Y. The Post-Standard has analyzed the automobile 
and general market in several brief surveys. 

Utica, N. Y. The local Chamber of Commerce has recently 
completed an industrial survey which will soon be ready for distribu- 
tion. The survey covers all branches of industry and enumerates all 
the manufacturing, merchandising and shipping facilities. 

Tue Gannett Group of Newspapers in New York state cover the 
following cities in a comprehensive survey of general territorial 
market data: Rochester, Times Union; Utica, Observer-Dispatch; 
Elmira, Star Gazette 8 Advertiser, and the Sunday Telegram; Ithaca, 
Fournal-News; Newburgh, News; Winston-Salem, N. C., Winston- 
Salem Sentinel. 

AsHEVILLE, N. C. A condensed summary of facts and figures 
reflecting the resources and development of this city is contained in 
the “Asheville Handbook” compiled by the local Chamber of Com- 
merce. They have also prepared two illustrated booklets on this 
territory’s industrial market. 

Cuartotre, N. C. “Charlotte, North Carolina, Diversified In- 
dustrial and Commercial Center,” “Agricultural Mecklenburg and 
Industrial Charlotte,” and “Piedmont Carolinas Where Wealth 
Awaits You” are illustrated market surveys ready for distribution 
by the local Chamber of Commerce. 

Rateicu, N. C. An illustrated survey “North Carolina—The 
Pacemaker,” containing information about this city’s resources, 
industries, finance, etc., has been issued by the State Department of 
Conservation and Development of Raleigh. 

Winston-Satem, N. C. A booklet containing information about 
this city’s growth in population, industrial expansion and general 
survey data is published by the Yournal and Sentinel. 

Canton, Onto. The Repository intends to publish this year a 
comprehensive survey of the Canton market and during the past 
two years has compiled a survey in booklet form giving thumb-nail 
sketches of population, trading territory, buying heads and general 
statistics together with lists of retail and wholesale outlets. This 
newspaper also makes special surveys for any organization wishing 
information about this market. 

CLeveELAND, Onto. The Press has compiled a table showing the 
approximate buying power in each of 24 districts of the city, together 
with a map and description of these districts, and the grand total of 
a survey of the men’s clothing situation in Cleveland made among 
more than 2,000 men in each of the 24 districts. 

“Cleveland’s Three Million” is the new 1928 market book of the 
Plain-Dealer and contains any number of pertinent facts concerning 
this market. 

Cotumsus,Out10. A market and lineage booklet has just come of 
the press of the Dispatch containing general survey information and 
a complete description of the merchandising service rendered by this 
newspaper. To further cooperate with interested inquirers, facts 
and figures are continually being compiled and will be sent upon 
request. 

Dayton, Onto. The Daily News does not conduct extensive sur- 
veys but confines its activities to investigations made at the request 
of advertisers on various products. The paper is a member of the 
100,000 Group of American Cities and uses survey service offered by 
that organization. 

Hamitton, Onto. National advertisers are furnished with any 
information they desire to make a survey of the local market by the 
Daily News as well as route lists covering various retail outlets. This 
paper also sends out letters with samples of the advertisements 
informing the dealers of the campaign contracted for and arranges 
with him for window displays, etc. 

Sanpusky, Onto. Surveys of this territory are always made by 
the Register on specific requests and those made during 1927 show 
that 90 per cent of the inquiries cover food products, toilet goods, 
drug supplies and automobile accessories. 

Muskocee, Oxia. A new booklet, “Muskogee, Third City of 
Oklahoma” has been compiled by the Phoenix &# Times-Democral. 
Other surveys are made from time to time. 

Oxtanoma City, Oxia. The Oklahoman and Times has ready for 
distribution general market information and the following surveys: 
Oklahoma City and Its Market; Oil in the Oklahoma City Market; 
F. O. B.; Grocery Stores; Drug Stores; Circulation Analysis, and 
ow surveys on malt syrups, coffee and tea, salt, cigars an 
radio. 

Tuxsa, Oxia. The Tribune publishes an annual guide to Tulsa 
markets entitled, “Tulsa, Oklahoma’s First Market.” In addition 
to this the newspaper also makes a semi-annual survey on !0 
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The Ninety-Six Principal Markets 


Two-Thirds of the Nation’s Total Buying Power 


Akron, Ohio 25. El Paso, Texas 
Albany, N. Y. 26. Erie, Pa. 
Allentown, Pa. 27. Evansville, Ind. 
Atlanta, Ga. 28. Fall River, Mass. 
Baltimore, Md. 29. Flint, Mich. 
Binghamton, N.Y. 30. Fort Wayne, Ind. 
Birmingham, Ala. 31. Fort Worth, Texas 
Boston, Mass. 32. Grand Rapids, Mich. 
Bridgeport, Conn. 33. Harrisburg, Pa. 

B yn, N.Y. 34. Hartford, Conn. 
Buffalo, N. Y. 35. Houston, Texas 
Canton, Ohio 36. Indianapolis, Ind. 
Charlotte, N. C. 37. Jacksonville, Fla 
Chicago, IIl. 38. Jersey City, N. J. 
Cincinnati, Ohio 39. Kansas City, Mo. 
Cleveland, Ohio 40. Knoxville, Tenn. 
Columbus, Ohio 41. Lawrence, Mass. 
Dallas, Texas 42. Long Beach, Cal. 
Dayton, Ohio 43. Los Angeles, Cal. 
Denver, Colo. 44. le, Ky. 
Des Moines, Iowa 45. Lowell, Mass. 
Detroit, Mich. 46. Lynn, Mass. 
Duluth, Minn. 47. Memphis, Tenn. 
Elizabeth, N. J. 48. Miami, Fla. 


49. Milwaukee, Wis. 73. Salt Lake City, Utah 
50. Minneapolis, Minn. 74. San Antonio, Texas 
51. Nashville, Tenn. 75. San Diego, Cal. 

52. Newark, N. J. 76. San Francisco, Cal. 
53. New Bedford, Mass. 77. Schenectady, N. Y. 
54. New Haven, Conn. 78. Scranton, Pa. 

55. New Orleans, La. 79. Seattle, Wash. 

56. New York, N. Y. 80. Sioux City, Iowa 
57. Norfolk, Va. 81. South Bend, Ind. 
58. Oakland, Cal. 82. Spokane, Wash. 
59. Oklahoma City, Okla. 83. Springfield, Mass. 
60. Omaha, Neb. 84. Syracuse, N. Y. 

61. Paterson, N. J. 85. Tacoma, Wash. 
62. Peoria, Ill. 86. Tampa, Fla. 

63. Philadelphia, Pa. 87. Toledo, Ohio 

64. Pittsburgh, Pa. 88. Trenton, N. J. 

65. Portland, Ore. 89. Troy, N. Y. 

66. Providence, R. I. 90. Tulsa, Okla. 

67. Reading, Pa. 91. Utica, N.Y 

68. Richmond, Va. 92. Washington, D. C. 
69. Rochester, N. Y. 93. Waterbury, Conn. 
70. Sacramento, Cal. 94. Wilmington, Del 
71. St. Louis, Mo. 95. Worcester, Mass. 


72. St. Paul, Minn. 96. Youngstown, Ohio 


As a Group These Markets Contain — 


More than one-half the popu- 
lation of the entire country. 
Two-thirds of the wholesale and re- 
tail outlets for merchandise. Two- 
thirds of the nation’s total buying 
power. Sixty-five percent of the 
automobile registration. Ninety- 
four percent of the nation’s total 


bank deposits. 


Ninety-six leading newspapers 
with a combined daily circulation of 
9,469,476 dominate these markets 
where merchandise is sold in large 
volume and sales costs are low. Col- 
lectively they offera flexible national 


advertising medium that functions 
with effectiveness and economy. 


These are facts of utmost sig- 
nificance to the men who direct 
nation-wide sales and advertising 
campaigns. 

If you are interested in knowing 
all the important merchandising 
facts about these ninety-six principal 
markets and the leading newspapers 
that make national opinion and open 
the national pocketbook, write us 
on your letterhead for a copy of the 
greatest research work of its kind 


ever published. 


“cA Study of all American Markets ~ 


= 


The 100,000 Group of American Cities 


Suite 1221 Association Bldg., 19 S. LaSalle St., Chicago, Ill., Phone State 7825 
New York Office: 110 East 42nd St., New York City, Phone Lexington 2756 
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products, cigars, cigarettes, ginger ale and other staples, and the 
results are available upon request. 

Information regarding this market is containedin a booklet printed 
by the World, entitled, “Tulsa and Its Magic Empire.” 

PortLanp, Ore. Data is available at all times from the Daily 
Fournal of Commerce on the construction program in the Pacific 
Northwest territory, work contemplated and under way, etc. This 
paper alsofurnishes advertisers with mailing lists of contractors, public 
officials, sub-contractors and others for use in direct mail advertising. 

Surveys recently completed and on file in the offices of the Oregonian 
cover cereal foods, ginger ales and competing beverages, malt syrups, 
gelatine products, margarines, etc. A booklet is also published by 
this newspaper, “The Oregonian Market,” which contains details 
regarding population, retailers by towns, comparative wealth and 
buying powers. Other surveys are planned for this year. 

Cuester, Pa. The Times has made a survey on merchandising 
conditions, and during 1928 will issue a revised edition, bringing the 
data up to date and making such changes as conditions warrant. 

Easton, Pa. An explanatory map and general information covering 
this market are available from the Express. 

HarrispurG, Pa. The Telegraph has issued a booklet entitled, 
“Getting to the Bottom of Things in Harrisburg, Pennsylvania,” 
which is a complete market survey covering retail trading area, the 
public’s buying habits, etc. 

LancasTER, Pa. A complete survey on the Lancaster territory has 
been issued by the local Chamber of Commerce covering industry in 
general, leading products manufactured in the territory, commerce, 
etc. 

PuILADELpuHIA, Pa. An extensive survey of the Philadelphia trade 
market may be secured from the Daily News. This compilation con- 
tains a number of reports on various products such as cigarettes, 
soaps, breakfast foods, toilet articles, etc. 

The Evening Bulletin has the following ready for distribution: map 
of populations in Philadelphia trading area; route lists of various 
classifications for which a charge of $1.50 is made; a booklet entitled, 
“Commercial Survey of Philadelphia Marketing Area,” and a leaflet 
of the “Philadelphia Market.” 

The Public Ledger has prepared a number of surveys on various 
products. During 1928 a revision of some of these surveys is to be 
made and some new subjects will be covered. At the present time a 
survey on the family buying power and reader habits in Philadelphia 
is being prepared. 

A survey entitled, “The Philadelphia Market” is ready for distribu- 
tion by the Record. They also have specific surveys on the cigarette, 
oil burner, and electric refrigerator fields. Plans are being made to 
make surveys of staple food products, toilet articles, etc. 

PirrspurGcH, Pa. The Press is prepared to make special surveys 
on any particular account. They are also planning on making com- 
prehensive surveys on certain food products, drugs, cigars, etc. 

ReapineG, Pa. Route lists of retail and wholesale druggists and 
grocers and a number of circulars on this territory are issued by the 
Eagle. 

Scranton, Pa. Important facts about this market are given in a 
leaflet and explanatory map issued by the Repudlican. 

York, Pa. Reliable data is given in a booklet entitled, “York, 
Pennsylvania, Facts and Figures,” available from the Gazette and 
Daily or the local Chamber of Commerce. The Gazette publishes a 
— containing statistics on the trade territory and buying power 
of York. 

Provipence, R. I. “Retail and Wholesale Trade of Providence, 
Rhode Island, and Specified Adjacent Cities” is ready for distribution 
by the Domestic Distribution Department of the Chamber of Com- 
merce of the United States. This booklet is a detailed report on sales, 
merchandise outlets, number of establishments, etc., in this city. 

Anperson, S. C. Surveys showing market outlets in this city 
are available at any time from the Independent-Tribune. It will also 
furnish advertisers with complete data on any phase of the industrial, 
agricultural, or commercial life in Anderson. 

Huron, S. Dax. The Evening-Huronite has available a survey 
containing information covering various points concerning the farm 
market and the wholesale and retail trade. Retail outlets of Huron 
and Central South Dakota for food products, dry goods, tobacco 
products, etc. may be had upon request. A retail merchandising 
service department is maintained for the purpose of assisting adver- 
tisers in their selling or advertising efforts. The Huronite is now com- 
piling a more detailed survey on the Huron territory. 

CHATTANOOGA, TENN. The News has made surveys on the follow- 
ing: breakfast foods, shaving soaps, creams, lotions, salad dressings, 
coffee, tea, malt extracts, and pound cakes. Surveys are made only 
when requested by advertisers and manufacturers. 

Datuas, Texas. “The 1928 Texas Almanac and State Industrial 
Guide,” published by the News, is really an encyclopedia of this 
state, giving pertinent facts as to population, industries, finance, 
agriculture, etc., for which a charge of 50 cents is made. “The 
Findout Club,” also published by the News, is a survey dealing only 
with the Dallas market, including explanatory diagrams and statis- 
tics. A business bulletin is published monthly covering current con- 
ditions in this trade territory, and extensive market analyses are con- 
templated for 1928. 


Ex Paso, Texas. A survey has just been issued by the Herald 
and Times, giving market data about this city. Additional informa. 
tion will be furnished to advertisers upon request. 

Fort Wortu, Texas. The Press is willing to assist and cooperate 
with advertisers interested in this territory. A booklet containing 
reliable facts about this city entitled, ‘““Fort Worth, the Capital of 
a New Empire,” is available from the local Chamber of Commerce, 

A survey by the Star-Telegram and Record-Telegram is now in the 
process of compilation but will be ready for distribution this year, 

San Antonio, Texas. Market data pertaining to this city’s 
trading area will be furnished upon request by the Express or Evening 
News. 

Surveys will be compiled as requested by the Light. Immediate 
service can be supplied to advertisers on the usual merchandising 
queries. Standard data such as population, trade outlets, etc., are 
always on file. 

Satt Lake Crry, Urau. At the present time, the Tribune is pre. 
paring an extensive survey in condensed form of the Salt Lake City 
market, and it will be ready for distribution in a short time. It will 
include Utah, Idaho, western Wyoming and eastern Nevada. 

Ruttanp, Vt. The Daily Herald will cooperate with advertisers 
in obtaining information relative to this city’s trading area and will 
furnish lists of retailers and wholesalers. They will also make general 
surveys among the local dealers on various products for those inter- 
ested. The local Chamber of Commerce has just published an indus. 
trial survey of this city. 

Ricumonp, Va. The News Leader has published surveys on the 
following: radio, cigars, toilet requisites, ginger ale, tooth pastes, 
salad dressings, cake flour, salad oils, coffee, tea, etc. They are now 
preparing to cover cereals, soaps, shoe polishes, and electrical goods, 

The Times-Dispatch is planning to make a number of surveys dur- 
ing 1928, the nature of which has not been stated. 

SeaTrLe, Wasu. The Post-Intelligencer operates a merchandising 
service department for the purpose of rendering every available 
assistance to advertisers. They have ready for distribution, surveys 
on fifty or more articles and plans are being made to make surveys on 
the following: baking powder, cigars, coffee, ginger ale, malt syrup, 
shortening, and tea. 

Surveys have recently been published by the Star, on ice cream, 
malt syrup, cod liver oil, baking powder, chewing gum, retail delica- 
tessens, tobacco shops, drug stores, grocery stores and jobbers. As 
a rule, surveys are not made by the Svar unless requested by adver- 
tisers. 

The Times has recently completed surveys of cigars, packaged 
brands of coffee, ginger ale, malt syrups, marshmallows, radio, 
electric refrigerators, salad dressings, scouring powders and cleansers. 

A complete business review of Seattle and vicinity is published 
annually by the Daily Fournal of Commerce. 

Spokane, WasH. “Market Facts about the Spokane Country 
and Pacific Northwest” and “Directory of Spokane Grocers and 
Druggists, by Routes with Route Maps” is now available from the 
Spokesman-Review and Chronicle. General surveys on electrical! house- 
hold appliances, radio, tobacco, etc., special market information on 
many other products, and monthly business-building bulletin are 
also available. They are planning to make surveys on breakfast 
foods, family remedies, toilet preparations, etc. Address: Review 
Chronicle National Advertising Bureau. 

Be.oir, Wis. A survey of the Beloit trade territory has been 
published by the Daily News. They will make surveys for advertisers 
upon request. 

Fonp pu Lac, Wis. Information as to retail outlets, purchasing 
power, population, etc., can be secured from the Commonwealth 
Reporter. 

Green Bay, Wis. The Press-Gazette has made a number of sur- 
veys on the merchandising of various products. Specific information 
will be furnished advertisers upon request. They also maintain up- 
to-the-minute addressograph trade lists. 

Kenosua, Wis. The Evening News has no regular surveys on file, 
but will make them on request. It keeps on file route lists of dealers, 
such as grocers, druggists and hardware stores, which are available 
to salesmen. 

Mitwaukee, Wis. Several surveys have been published on the 
Milwaukee market by the Herald. A revised edition descriptive of 
this territory will be made during 1928, covering the buying power, 
population, buying habits, etc. From time to time, surveys on various 
nationally advertised products will be made. 

The Yournal has prepared an extensive and detailed survey ¢"- 
titled, “Consumer Analysis of the Greater Milwaukee Market, 
covering grocery products, tobacco products, radio, musical instru- 
ments, electrical appliances, household equipment, buying. habits, 
and wearing apparel. In addition to this analysis, they will make 
special surveys. 

Racine, Wis. At the present time, the Association of Commerce 
of Racine is preparing a complete and detailed survey of this city 
and its industrial market. } 

Honotutv, Hawan. The Star-Bulletin has 80 or more surveys 
available, including the following: automobiles and tires, cerea’s, 
dry cleaners, electrical appliances, fountain pens, Hoover Company, 

Kayser Company, listerine, mayonnaise dressings, etc. 
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The Country Newspaper’s Place 
in the Sales Campaign 


ESTS and investigations show that the cir- 

culation of the country newspaper in small 

town and rural districts averages about three 

times the circulation of the larger daily news- 
papers and magazines. In one county the ratio was as 
follows: country newspaper circulation 1,900, outside 
newspaper circulation 700; in another county the coun- 
try newspapers had a circulation of more than 3,000 
where the combined circulation of daily newspapers 
and magazines was slightly less than 1,000. 

This shows the gap that is left for the advertiser who 
depends on reaching the small town market without the 
use of the country newspaper. Advertisers in the past 
have found it expensive and costly to use the country 
newspaper because of the cost of mailing mounted cuts; 
but today it is said that better than sixty per cent of 
the country newspapers of the better class have stereo- 
typing outfits which enable them to use mats, eliminat- 
ing the high mail and express costs of sending mounted 
cuts. 

Country newspaper advertising is handled almost en- 
tirely by two large organizations which represent the 
bulk of the country newspapers in the national adver- 
tising field. One organization represents 6,800 news- 
papers, and handles all the details of shipping, sending 
out orders and copy. 


Need the Country Newspaper 


Standard Oil of New York and Standard Oil of New 
Jersey, Perfection Stove Company, American Tobacco 
Company, and General Motors are large users of coun- 
try newspaper space. These advertisers have found an 
adequate reaching of the small town and rural market 
is almost impossible without the country newspaper. 

Smaller space can be used with more telling effect in 
the country newspaper, due to its smaller size, than in 
the larger newspapers. The average rate of the 6,800 
newspapers represented by the American Press Associ- 
ation is a fraction over twenty-eight cents an inch. 
Advertising may be purchased in individual papers, by 
territory, district, state, or nationally. Circulation fig- 
ures from 6,800 newspapers indicate that more than 
nine million subscribers can be reached through this one 
group of papers. Advertising in these papers is printed 
next to home print, or in run of paper position. In 
another group of papers served by the Western News- 
paper Union advertising is sold to be run next to syndi- 
cate material furnished by this organization. 

_It has long been agreed that some of the patent medi- 
cine advertisers get excellent returns for the money 
expended. This group has been large users of country 
newspaper space. Often their copy is in the form of 
“readers,” with little, if any display. Localized testi- 
monials, obtained by salesmen, who in turn obtain their 
leads from druggists, are used in the copy of many 
patent medicine concerns. 

In this way the dealers are given excellent local sup- 
port for the products advertised, and dealers have often 
found that sales will double and triple when advertising 
of this nature begins to run. 

It was once the fashion for national advertisers to set 
their own rates for country newspaper advertising, 
making an offer to a group of publishers to run their 


advertising at half of card rates. This practice has 
virtually ended because the small town newspapers 
have been far more prosperous of recent years than at 
any previous time in their history and have at last 
begun to stick to card rates. 

Considerable progress has been made in circulation 
statements by the country - newspaper publishers. 
Many of them furnished detailed circulation statements 
similar to the ones used by A. B. C. members. 

A great deal of cooperation has been obtained from 
newspaper publishers in getting them to help see that 
dealers have a stock of the advertised product during 
the campaigns. One advertiser reports that he was able 
to get reports from many country newspapers indicating 
the condition of dealer stocks before and after a cam- 
paign. 


Represents Millions of Families 


It would be too much to declare that no campaign is 
complete without the country newspaper as a definite 
and integral part of it, but it would not be too much to 
say that it represents a group of more than 10,000,000 
families who read it with perhaps more interest, and 
more thoroughly than any other medium, because it 
concerns what happens to them and their friends, and 
is closer to their daily lives than any other advertising 
factor that reaches them at all. 

Advertisers whose products are marketed through 
dealers, of course, have open to them a much sim- 
pler problem of availing themselves of small news- 
paper space. There are few such advertisers who 
do not supply mats, electrotypes and copy to dealers 
for their own use in local newspapers. How the 
space they occupy is to be paid varies widely, but 
usually some specific arrangements are made as to 
the shares which are to be borne respectively by the 
manufacturer and dealer. As a matter of fact, among 
leading companies this is not only a common prac- 
tice but, frequently, a compulsory one. Before plac- 
ing their dealer franchises these advertisers make 
certain definite requirements as to the volume of 
advertising a dealer shall insert in his home-town 
newspapers. 

A space buyer for an advertising agency well- 
known for its scientific methods of research is cred- 
ited with the statement that he would place 50 per 
cent more business in small-town newspapers if they 
were able to supply him with facts relative to the 
market resources of their respective towns. This 
lack of the surveys, facts and figures characteristic 
of the metropolitan dailies is, perhaps, the chief rea- 
son they are not in a better position to get a larger 
slice of the advertising appropriations in their ter- 
ritories. But it is a situation which is gradually 
being remedied, and the time will undoubtedly come 
when small-town newspapers will have developed 
coherent sales stories of their own. The tendency 
of country weeklies in a number of states to band 
themselves into associations for the purpose of gath- 
ering this necessary information and to put up a 
strong front to the buyers of space is an important 
step in that direction. 
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Display Rates and Circulations of Daily and Weekly Newspapers 


BY STATES 
DAILIES WEEKLIES TOTALS 
STATES Displ . Total Circulati 

Number |_ Cir- “tn Number Total Display Rate 7% “4 Total Display 
Papers | culation aac tail Papers | Circulation Per Inch Panes Circulation Per viel 
FE COR TERT SPT KE Soe ent gms ee 76 121,850 $24.70 76 121,850 $24.70 
Gadtinvceacadcareiesen 2 1,400 $0.85 4 2,695 a35 6 4,095 2.20 
Arizona.............0-ceeeees 2 4,379 90 13 18,013 4.25 15 22,392 5.15 
a eee. e 5 10,219 1.44 130 163,527 35.14 135 173,746 ° 36.58 
INK sie vecctocaban cute 6 7,879 1.90 219 244,263 67.32 225 252,142 69.22 
NI id sin. ectericnmniy atilis + 5,046 1.35 119 117,645 33.43 123 122,691 34.78 
RINNE & <6 cacqhn-catentaweehlinr ad yianeiednstenaiien aca ameee 25 42,478 7.50 25 42,478 7.50 
eee eer REE hon TT Cyrearree 11 25,715 3.32 11 . Bris 3.32 
ies teitbvenndomeniion 1 2,987 56 81 116,019 27.63 82 119,006 28.19 
NON. 5.0.8 p Fr aidaw anak hapduencns aslenhneetedles ae one 147 220,806 40.90 147 220,806 40.90 
ie 6X ea Gee oa bna hue 1 710 25 65 67,565 18.43 66 68,275 18.68 
Ricca checniy ek ivsenadcwtas - 5,217 1.15 376 500,489 102.04 380 505,706 103.19 
BR icrer sak cvcwevannes 8 14,404 2:55 238 336,126 61.51 246 350,530 64.06 
Bch iis cekcniimckntwdunctey 2 3,745 .59 313 426,557 85.04 315 430,202 85.63 
PU i656 65s ae en ka touknam 1 1,500 a) 284 324,334 74.91 285 325,834 75.16 
<r? 2 4,633 45 122 224,068 35.82 124 228,701 36.27 
cnn kcnias exsa tends 1 445 25 83 110,521 23.36 84 110,966 23.61 
RR 6 Kxhiip ane Re tewwie she wee susan ae <a ee Get nee 19 38,195 5.30 19 38,195 5.30 
PTE s Mee me! mn aessl 45 96,207 14.44 45 96,207 14.44 
Massachusetts................ 1 2,600 >| 100 122,921 28.15 101 125,521 28.40 
PMMORE 5 55d Sed amie ecass GEN Sa oma s-9 RAO Ee ee xi 220 249,284 57.00 220 249,284 57.00 

OO ee eee 1 3,526 .50 310 373,090 86.07 311 376,616 86.57 . 
INL. 9: 5.65.5. Kearse asin ea Ho ie EE oe eee 74 113,310 22.90 74 113,310 22.90 
citi sicicacanenesdn dis 7 6,456 1.29 298 415,812 81.07 305 422,268 82.36 
DN Ts coctrescnetccueten 1 1,350 35 95 98,597 27.55 96 99,947 27.90 
Te Se! Lana: 278 293,568 72.00 278 293,568 72.00 
PR i iceunick cAnw ke cmcinn 1 525 15 15 11,634 4.12 16 12,159 4.27 
PIG 5.5.6 ony bes Aweskes sb0ce0 Ce ewae ere oe uanene 31 35,474 6.65 31 35,474 6.65 
ee | a ee 1 950 .40 133 240,679 45.71 134 241,629 46.11 
PINE Sy oss ceo ect iplardies Moelle otros nd UA RN teens rae taades 39 43,078 10.61 39 43,078 10.61 
on, 6) ae 5 9,318 1.80 389 687,449 132.46 394 696,767 134.26 
ET REET Pte reer 138 262,442 44.33 138 262,442 44.33 
ene, LE MEnr rrr rc Senn 132 133,226 35.24 132 133,226 35.24 
Sida cg nan date eneatons 10 21,503 2.52 235 385,337 66.77 245 406,840 69.29 
CO) ee eer 2 2,651 .74 237 328,062 69.49 239 330,713 70.23 
ee er ee) eee nen were fe” eerene mrs 88 745726 23.98 88 74,726 23.98 
Pennsylvania...............-- 4 5,584 1.06 258 463,160 76.89 262 468,744 77.95 
Rhode Island................. 2 6,673 1.97 5 6,125 2.05 7 12,798 3.22 
TT TTCRT EEE FTP EEE. ey We ne 55 100,876 16.65 55 100,876 16.65 
PE 59a ssi saneewradnd 1 1,345 35 172 158,246 44.77 173 159,591 45.12 
fo 1 1,503 30 104 159,585 30.39 105 161,088 30.69 
MURRMS oS racetarnedas ehiage 7 8,538 1.67 323 426,016 92.92 330 434,554 94.59 
Te eee Se! ee. er ees 29 29,592 8.74 29 29,592 8.74 
ETT EET Te Oe ES Nr eee 15 17,377 3:92 15 17,377 3.92 
SS er RES Ae: ERR - 89 151,743 26.14 89 151,743 26.14 
EE Sewer, Maree OMEN eT. 123 139,589 38.49 123 139,589 38.49 
nee © Serene: Teno) arene 70 117,924 19.84 70 117,924 19.84 
rr 3 3,999 65 215 278,643 59.24 218 282,642 59.89 
NN Hh oon 4 va dmimkenixdos 1 2,264 42 40 37,018 11.43 41 39,282 11.85 
Ser ee 87 141,349 | $26.11 6,683 9,151,656 $1912.05 6,770 | 9,292,905 | $1,938.16 


In cases where Daily papers have a sliding scale the rate applying to the minimum amount of space in the scale has been used above. As a result a reduction in the rate per 


inch will occur, according to the amount of space used in such papers. These figures for American Press Association papers only. 
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Tendencies in Magazine Advertising 
During 1927 


F THERE was any pronounced trend in maga- 

zine advertising during 1927 it was the ten- 

dency of advertisers to revaluate a number of 

magazines which have for many years been 
carrying heavy advertising schedules and which 
have been looked upon as absolutely impregnable 
in their leadership. Some of these staunch veterans 
of many years suffered from loss in lineage, while 
some of the newer magazines showed consistent 
gains. ; 

The careful study of magazine circulations, in an 
effort to match circulation with markets and, con- 
sequently, to enable an advertiser to concentrate 
his selling effort where circulation was strongest, 
continued during the year. Some authorities point 
out that it was this study of circulations which led 
to the losses by some of the older magazines whose 
circulations were not concentrated as carefully in 
known buying centers as some of the others. 

The rise in circulation of several magazines which 
boast of a high percentage of newsstand sale was 
another feature of the year’s record in magazine 
advertising. That newsstand circulation is looked 
upon as very important is proved by the gain in 
volume of the newsstand circulations, and the addi- 
tional lineage carried. There was once a time when 
newsstand circulation was classed as secondary in 
importance to paid in advance circulation. But the 
newsstand group has brought a new class of readers 
into the magazine field. 


Increase in Use of Color 


There was a healthy increase in the use of color 

pages by national advertisers, and a growing ten- 
dency to use more colors manifested itself in many 
quarters. This was partially due to the growing use 
of color in merchandise. Another tendency was the 
effort of sales and advertising executives to place 
more responsibility on the magazine advertising; 
that is, to give magazine advertising a more definite 
sales job. In place of publicity copy, more adver- 
tisers began studying the magazines as a medium for 
creating sales, rather than merely giving name pub- 
licity to a product. This trend was the result of the 
more careful market studies made by many of the 
leading magazines and the desire of advertisers 
to get more sales benefit from every advertising 
dollar; in other words, placing a bigger share of the 
sales burden directly on the advertising. 
_ This does not necessarily mean that there was an 
Increasing use of the strictly mail-order appeal in 
Magazine advertising, but there was, it is believed, 
an increase in the number of advertisers who put 
more sales effort than ever before behind maga- 
zine advertising and definitely gave it a part of the 
responsibility for making sales. 

The use of magazines for the solution of future 
sales problems is a trend which has long been in 
Process of development but which was carried out 
with greater effort than ever during 1927. A good 
example of this is the use of magazine advertising 


to sell a broad idea—the two car to a family idea; 
the “is your watch old fashioned?” idea, and other 
ideas which must be developed and brought slowly 
to the boiling point before any great sales reaction 
can be expected. 

In magazine advertising there are media to fit 
almost every type of advertiser from the small be- 
ginner who must feel his way, on up to the big 
national advertiser who wants as complete coverage 
as is possible. During 1927 many of the biggest 
advertisers went into what is generally known as 
class media, while at the same time numerous 
smaller advertisers felt their way in the bigger cir- 
culation papers as their distribution warranted more 
extended effort. 


Influence of Class Media 


More attention was paid during 1927 to the in- 
creasing influence and broadened circulation of the 
so-called class media, reaching, it is presumed, the 
most prosperous group, or the most modern and 
alert group of readers. Some of the magazines, 
partly due to strengthened and broadened editorial 
appeal, enjoyed increasing business in 1927 from the 
general advertisers, who have, in the past, confined 
their national advertising largely to the media with 
circulation in the millions. 

While this broadened use of class media will 
probably continue, it is not going to affect the 
popularity of the general magazines, for most of the 
advertisers who broadened their appropriations to 
take in more class magazines in no way cut down 
their use of the general magazines. It was rather a 
strengthening and broadening of sales activity than 
a reduction. 

In many national campaigns of today the varied 
types of media are assigned different jobs. For ex- 
ample, the magazines will be given the job of pre- 
paring the way, and building consumer acceptance, 
among a large group of people. Then newspapers, 
direct-mail and outdoor advertising are relied upon 
to crystallize this national sentiment into localized 
buying action. As many sales executives have de- 
veloped this technique in marketing it will be seen 
that the old conflicts between the various types of 


‘ media have been, to a certain extent, forgotten 


because there is a greater realization that each type 
of media has its own place in the advertiser’s mar- 
keting job, and that one will not replace or supplant 
the other. 

The greater study of media has brought about a 
greater stability in advertising, and a more ex- 
tended use of various types of media. Today when 
an advertiser goes into magazines he does it with 
the idea of accomplishing a definite and well-defined 
purpose, rather than with the idea that magazine 
advertising is a good thing and ought to be tried. 

In studying the magazine field it must be re- 
membered that there are various types of maga- 
zines, some lending themselves very definitely to 
specialized interests, others to broad interests, 
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designed to be read by an entire family. Each different 
type of media has its own particular field, which 
should be carefully studied in its relation to the 
product, the advertising message, the advertiser’s 
distribution, and the effect upon dealers. Some 
magazines carry a great deal of weight with dealers. 
others comparatively little, depending entirely upon 
reader interest and influence or pulling power. 


General Grouping of Magazines 


Although there is a considerable amount of over- 
lapping, and some magazines are not easily labeled, 


the general grouping may be said to be about as 


follows. 

1. General Magazines of Mass Appeal. These 
mediums, generally of large circulation, are aimed 
at everybody, have a broad editorial policy, and are 
designed to reach a sizable section of the country’s 
population, with no special emphasis on special 
interests, with no political or class appeal what- 
ever. They are aimed at the average citizen who, 
making no pretense of sophistication, reads for 
entertainment. 

2. General Magazines of Class Appeal. These 
magazines are edited for the more serious discussion 
of issues or trends and tendencies in our national 
life. While their policies are broad and often cover 
a wide range of interests, they are not designed 
for mass interest, but rather aimed at the more 
sophisticated group of readers whose interests are 
more sharply identified with wealth and leisure. 

3. Class Publications. Many of these publications 
may be said to be leaders in the bizarre, the novel 
and the ultra-fashionable; their readers are the pace 
setters in style and fashion who support the fash- 
ionable hotels and resorts, and are interested largely 
in fashions, sports, and society. While it is not true 
that their entire circulations are confined to wealthy 
people, their appeal is definitely at the person who 
is interested in “keeping up with the Joneses.” 
Many advertisers use these limited circulation 
magazines as stepping stones to the magazines of 
bigger circulations, and not a few of our best known 
national advertisers began their first campaigns in 
these papers. 

4. Rural and Small Town Magazines. Often re- 
ferred to as “mail order magazines,” this group 
makes a specialized appeal to the people in rural 
and small town districts. Although they must not 
be confused wh farm papers, they reach, to a 
certain degree, the same markets although not the 
same people. They carry a large volume of inquiry- 
seeking advertising which is keyed, and which is 
designed to complete the sale with the use of cata- 
logs and direct-mail literature. 

5. Women’s Publications. This group, while aimed 
at women is largely made up of magazines which 
are designed to be read by the entire family, with 
special emphasis on the feminine contingent. Be- 
cause of the great buying power of the middle class 
market, and the importance of the mother in the 
purchase of many commodities, these magazines 
often form the backbone of a national campaign in 
magazines. Their circulations are large and their 
editorial appeal broad offering a receptive audience 
to a wide variety of advertisers. 

6. Fraternal and Society Publications. There has 
been a very distinct improvement in this class of 


media during the past few years, and some of the 
magazines in the field, while still circulated prin- 
cipally among members of lodges and fraternal or- 
ganizations, have broadened so in editorial content 
that they enjoy a fair volume of newsstand sales. 
Once rather neglected by general advertisers they 
have built up a large volume of general advertising 
in recent years, and have proved to be good media 
aside from their special appeal and influence among 
members of the organizations which publish or 
sponsor them. 

7. Special Interest Publications. Many advertisers 
in the mass appeal papers have begun their cam- 
paigns in this group of magazines designed for 
special appeal to certain groups of readers who are 
interested in specialized activities, or who buy a 
magazine for its religious, political, scientific, artis- 
tic or sporting interest. There is no end of such 
papers, many of which have a strong influence and 
a loyal following of readers, bound together by a 
common bond of interest in some phase of life. As 
a rule, there should be some close tie-up of theme 
in the advertising with the theme or purpose of the 
paper ; unless this can be achieved the rates of many 
of these special interest papers will prove too high 
for the general or mass appeal advertiser. 


Different Copy for Different Magazines 


In connection with the use of several of these 
different types of magazines by a single advertiser, 
the point is repeatedly emphasized that the adver- 
tising copy must be changed to conform to the spe- 
cial interests of each group of readers if it is to 
reach its fullest effectiveness. That is to say, a 
piece of copy which might prove particularly result- 
ful in a general magazine of a million and a half 
circulation would be quite likely to fail miserably in 
one of the select class periodicals. 

It is this condition, as a matter of fact, which has 
led a number of those advertisers who have used 
general magazine space successfully to condemn the 
specialized magazines as valueless. They attempted 
to appeal to the classes with the identical copy they 
used to appeal to the masses. There have been 
instances of advertisers using the same copy in gen- 
eral magazines, class magazines, rural magazines 
and women’s publications. Obviously, the very fact 
that this particular piece of copy did yield good re- 
turns from one or two of these groups was enough 
to prove its inadequacy in the others. 

As has been mentioned, the general magazines of 
both class and mass appeal are well adapted to the 
uses of advertisers with a broad educational pro- 
gram to promote. Their copy, then, would not be 
suitable for the rural and small town magazines 
whose advertisements are designed for the purpose 
of advancing immediate sales, either directly from 
coupons or indirectly through direct-mail follow-ups 
resulting from coupons. In much the same way 
copy in any other of the different groups of maga- 
zines must be individualized and pointed directly to 
the class of people who read them. In the class 
publications, for example, the illustrations, typog- 
raphy and copy, to be fruitful, are of the so-called 
modern type, in keeping with their editorial con- 
tents. And the same thing is true of the womens 
publications, the fraternal and society publications 
and the special interest publications. 
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What Leading C 
oncerns Spent 1 inci 
Pp n Principal Magazines in 1926-1927 
Company Expenditures 
1927 a Company Expenditures 
General Motors. . . . 1927 1926 
Postum Cereal Co.. APM BR $6,399,978 | $4,683,826 i : -- 
Diapils.............sccsaces 3,377,828 | 3,027,019 ait a + hanno gga $415,150 4 
Sook: gaa eeaeaeaaneataaee 2783050 | 2'626274 || R. L. Watkins Co. BN ss ckzearedens 406613 | °384675 
Campbell Soup, .2-o02-0ssscscsss] BOzmtso | 2024 786 Sennen rt Br iscveiedaweceseeh 4ose2s | 448°090 
aioe orca e ale eee ee A i 2,158,750 eee Ce ee ee ee 402 i 
R. J. Reynolds Tob. Co. 7 in-Willi en 359,021 
MEER... sce cece. 2,009,070 | 1,533,850 || Corn Products Refining Ga... ..0200 401,950 |  267,4 
ee 1,654,954 1,573,428 SF Whieen Refining Co.............. 396.145 . 10 
General oo ea eae 1,470,941 | 1,970,380 Selby Shoe Co. & Son, Inc.. ........... 393,350 ages 
Quaker Oats Co...............0.2-. 2.4) 1,419,717 882,575 || W. A. Sheaffer Pen Co.................. 390,920 | 334,160 
lands iaiteii.... esousel gowns sie yuan amas 387,742 | 306,740 
say Sey note Si ea 415,117 1,264,781 Hoover Com FEE Fron paren em een 387,085 457.880 
Lever Bros. rom ec hive ites ee oe 1,374,211 982,084 Mont ome Wer tn. + beak cen cee Celene en 381.900 3450 
sinclar, a a 17350756 | 1114995 || Boow& Bleck NU oct 381500 | SSC718 
Pepsodent Company. tip ; ; : : ; aes 888 367 Western Goneue eT Crerorerrrere ec 381,413 poo phe 
Lehn & Fink, Inc............ ne 831,794 || Stewart-Warner Speudemans Cc ares a 243,991 
Congoleum-Nairn AE TT RE: 146,210 973,916 Ford Motor Compan ppicticemahdaas 360,833 542,150 
Willys-Overland cialauabedaeme tam 1,140,650 1,429,975 Pro-phy-lac-tic Brash C CG Rebbheseéueqens 358,555 674.810 
oan Sea 1,066,700 1103888 || Johns-Manville Co.. pate eale 358,126 315,343 
ioemrene Onl CA.........-0-0s cee yr 818,784 || Standard Sanitary SS anne pri 297,550 
Andrew Jergens Co...... ame 938850 || Kraft Cheese Company................ 2,820 293,200 
oo 1,017,191 387,950 || Reid Murdock & Co... ..-... 0.2... 0e, 350,060 286,300 
ee ee 989,908 985,570 Crosley Radio...........0...cecceeeeee 347,677 308,100 
<5 LS See 3093908 | 9855570 | Coen ala Con esol SD ps. ccccaies 
ee 952,661 1,238°449 || Tide Water Oil Sales WR sii ncewn caeas 343,905 385,150 
ciel = 775,800 ee Pineapple Co............0.... 339,000 ean 
Hudson-Essex Motor Car Co............ 938,110 709,160 No es & Aikman.....-..00 eee, 336,000 | 185,800 
Southern Cotton Oil Trading Co....... 925,710 430,750 || Remingt EAE 332,464 ae 
Union Car, & Carbon Corp............. pil a 664,310 || Asen, of H Rand Bus. Serv., Inc......... 327,630 —- 
ar................ pant id 678,185 Zz n. of Hawaiian Pineapple Canners ... 327,400 | 334,175 
aes... ,649 196,257 a Seer rere 327.245 5175 
iiihiweGa-,................ 836,120 786,393 O.Ce er Mfg. Company Qi pe 321600 333,065 
ly 0 al aaabeeimene 824,564 496488 || a. edar Corporation................ "| 379448 285,500 
Ponds Baswact Cokerw..0..+0.+seseer oes | rectas. || Amer Lelepnone & Telegraph Co. and yell haptaetin 
Sey yale allanaataaia 807,523 702,620 a ere. 317,681 3 
International Silver Co... 2.0.0... 0000. = 834,300 || py i Net PARSARE RRM EH EROS ces ¥ asec eees 31 1,964 30214 
one 759,820 586,825 || Frenkl; es We... 5. sce 309.000 : 
Ree mm a eee 716,737 re ome _— IN ics iccaeecss 308,610 pi pio 
rden Company.......... ..-.2.-. ) 422,87 : Re ettee iss ahibcnies 606 a t 
Rohan rao ot etieeere teteees 677,737 562 vi Libby, McNeill & Libby....- 2.2.2.2... 396.200 195,510 
Soe yal gneaaaianse 649,281 562,220 || J. B. Williams Co.............. scinategs oo: | sae 
oe aco ‘ Et oncesonpaaraanaie 643,386 507,526 —, Silk Hosiery Mills... 0.00.22... ji 258,062 
Rule Com. af Baiaaienet toctis wants 638,900 698 600 mater se nr ga "pga 2941 396,337 
Reo Motor Car Co. ; 613,245 681,580 || | oleproof Hosiery Co..............-.-. ftp 170,591 
Shy i gaa ea alata 611,000 |....... oo age a ag Harvester Co. of America. . snare ~ 
“ogo. -<digguuamunahatoe 3 598,127 5751353" '|| Elizabeth Arden............... “| 590°48 251,241 
oS bt «Ae 592,321 545 097 of cxcscciwaeenack 28 vo a 
oe re eee aha ao oer) te Ge eee ete . one eee SARE LCS fony oi 244,900 
Sun Maid Raisin Growers.............. 576,573 509,265 — Rs Wendnsees vseiasiy sees eis 280.255 | 399.195 
shape: -ntaaigyags algae 572,750 537,210 a di a er ua ce 279,615 ee 
ae oe OE eaten 371635 | $98,050 |] pac Clock Co... 202] 279aaz | 166,810 © 
E 1 du Pont pay ne oy ae : Sgt 573,056 a istssetscnainad 279,395 300.127 
year . & see ween x 722 4 Dae eich ch nacanty sins: ; y 
Royal Baki beng oh sy A _ ener 556,260 vee — ELA 276890 pin 
Bon-Ami Company..... Ce gee 544,100 737,550 = Co. & Amer. Gas ° ee 
- a i a a 537,250 ae iM re 274,348 363,620 
Aah cece RRR RRA aiG 316487 piso S. Karpen & Bros, rp iibes —e 245,738 
ek-Nea ff oe 650 ae, eed me a . 97,720 ‘ i _ LER ERR Eee a 
Simmons Soi ie ee ee ee 509,725 515,850 a Salle Extension University........... 36S 068 fap 
Wilting €€m........s0.0000.0000. 509,725 | $13,850 || Shredded Wheat Company... -...... 262.785 | 151794 
Studebaker Corp. of Ametica.. ........ 503,230 569,008 USeand Ca — Ass’nof . 151,794 
aram OF AMCMCH 5 5s. 6 0:01 493,851 plete anada............... 
re sores 492,645 48476 oe Milk Association........... (il adhi hha 
ee erg Osos 489,450 349 300 a Vacuum Cleaner Co... .. 259.8 rrr er 
ce Guetta. 488,690 | 353,620 || Uy sbury Flour Mills Co......... Sate 258600 |  311°028 
ithe ne) a 488.690 | 353,620 || U.S. Radiator Conoco 337150 | 198°030 
Standard Oil Companies... 20.2... 479,540 | 265,700 || United Fr Adding Machine Co..........| 256,536 aD 
Firestone Tire & Rubber Co............. 477,741 360.539 ruit Company................. 256,051 png 
Auburn Auto Co ee 476,939 502351 Douglas-Pectin...............00eeeees. 2 : 376,587 
im Auto Cones ese eeaseset econ 471872 |....... 351 || Curtiss Candy Co.....-.-... eeu 255006 | 230,886 
Sterling Product: Cc Reena sg uae Foe 457,508 290,121 Life I oo on ve ccc asndes ass aortas 210,608 
Oncide’Com ~ i Al os ll 445.578 ’ — PIs no's sac cn eta) Ae oye 265,364 
ale Cauen Wiser ks bakncdhes ce Bae 445,150 “** 490.187 anners League of Cal.......... acne saners 168.595 __ 
yee = 440,557 264,714 _ cco cs ix adie nes aa 168,525 
alifornia Fruit ae perces sass) 438,990 449,250 on MM... os 6 cavcesasss 247,495 300,900 
Wuhhurn-Coake C change...... 419,867 344753 merican Stove Co.............+.-..-- 746. 213,750 
OS CR 419,867 | S46 759 || U.8. Gypsum Co...» ---++---s00+. ae | oe 
, ; elly prin SARE Slate ; 382 
gfield Tire Co... ....... 243,960 | 227,786’ 
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Advertising Volume of Principal Magazines for 1926 


(Lines: Exclusive of publishers’ own advertising. Figures taken from Printers’ Ink.) 
Jan. Feb. Mar. | April May June July Aug. Sep. Oct. Nov. Dec 
American Magazine....... 32,935) 45,051} 49,119) 53,918) 51,573} 46,491] 36,725) 34,336] 42,238] 49,491} 47,901) 43,991 
American Boy........... 13,770| 14,390] 16,306] 18,257| 19,651] 20,652] 14,750] 13,288] 17,430] 19,550} 23,545] 27,996 
Atlantic Monthly......... 16,011} 18,655} 23,485} 24,539} 22,671) 19,775} 15,155} 14,389) 22,212) 24,505} 30,902) 37,285 
Better Homes & Gardens..| 12,927| 24,450] 23,578] 22,389] 19,477] 13,821]  9,012| 8,573} 16,523| 19,894] 12,813] 9,443 
= 1° ET 11,635} 15,600| 13,372} 18.480] 17,646] 17,926] 11,828] 9,198] 14,851) 16,372] 22,434] 31,660 
ES Se ee 12,212} 11,786} 13,206} 12,638} 11,337} 12,325} 10,879] 10,131} 13,274} 13,061} 13,895) 11,993 
Collier’s (Weekly)........ 37,587| 45,087) 45,978} 48,696] 62,914, 47,460} 41,905) 36,371) 55,809} 68,285) 51,193} 39,464 
Cosmopolitan............ 23,000] 34,864| 35,798} 42,067] 35,711| 35,711| 29,223] 29,483] 31,630] 38,006} 39,060] 35,840 
ee) ee 73,597| 65,768} 72,009] 83,888) 117,146] 77,004) 46,626} 47,040) 63,046) 77,111} 82,804) 75,944 
OEE, one kncnkwewss 13,193) 24,665} 33,979) 30,132} 32,515) 28,088} 19,462) 17,676) 18,291} 30,987) 41,171} 29,036 
Elks Magazine........... 9,693) 12,818) 13,680) 13,896) 14,148] 13,376} 14,136) 11,248} 13,832} 18,392} 14,288) 14,136 
Fashionable Dress........ 4,916] 4,907 8,374} 11,001] 13,666] 9,201] 8,860] 5,012] 6,558] 9,163] 12,019] 8,891 
Field & Stream........... 14,729] 17,303] 25,883} 31,205] 34,749] 32.876] 25,803} 20,878] 25,296] 22,035] 18,161} 17,875 
Forbes (Bi-Monthly)...... 34,307| 31,371] 36,168} 37,248} 55,522) 33,449) 34,460) 28,056} 32,603) 45,084; 41,618) 36,091 
Good Housekeeping....... 33,077| 59,966} 73,014) 89,119) 85,715] 73,547) 49,389) 47,480) 71,500} 87,681} 87,037) 63,775 
Harper’s Magazine....... 15,341] 18,141] 20,246} 25,556] 23,651| 23,828] 18,284] 19,852] 21,611) 25,619} 29,512} 34,048 
Harper's Bazar........... 57,750) 55,552) 65,716} 96,243) 75,446) 65,597) 52,883) 37,982) 69,496) 91,385) 77,489) 67,907 
Holland’s................ 17,971} 31,175] 34,535] 35,096] 31,428] 31,012] 20,747| 19,634] 30,655] 36,610] 35,479] 22,704 
House Beautiful.......... 37,526| 52,692| 64,828 75,775} 70,001| 55,628) 33,512} 38-754} 59.412] 70,330] 54,626] 46,449 
House & Garden......... 78,956} 82,556) 113,057| 127,436] 117,521] 103,661) 71,313} 67,104) 106,726) 125,884) 110,674) 94,057 
Ladies’ Home Journal..... 56,630} 86,605} 97,244) 110,355) 103,866} 90,363] 59,988} 62,431) 91,868} 110,543) 104,176} 80,580 
Liberty (Weekly)......... 82,759} 85,602} 94,293) 95,546] 106,274) 89,382) 87,649] 77,177} 100,008) 120,425) 99,237; 88,868 
Literary Digest (Weekly)..| 71,750] 75,716| 77,470] 84,204] 90;607| 69,404] 623195| 55,611] 74,671| 94,015] 75,214] 62,011 
MacLean’s (Canadian)....| 31,299] 34,572| 49,450] 53,858] 61,078 48,742] 43,355] 46,553] 57,789] 58,970} 62,537] 50,116 
a rer rr rer 14,717} 43,119} 40,963) 41,704) 39,016} 36,897) 26,056) 22,167} 32,306} 50,206) 44,390) 39,434 
Modern Priscilla......... 10,200} 22,270] 23,397 23,460} 20,570} 19,472] 14,399] 12,580} 20,159} 26,180] 23,266) 18,700 
Motion Picture Magazine.| 14,539] 15,519] 16,458] 17,441] 15,677| 15,3951 13.877] 12,937] 12,728] 15,091] 15,257} 15,589 
National Sportsman. ..... 6,950] 6,500] 9,812} 12,417] 11,775] 10,729} 9,819] 8,349] 9,839] 10,307} 9,683] 10,362 
Nation’s Business........ 24,762) 27,371) 31,692) 33,262} 31,482) 29,7241 24,444| 24,440) 31,022) 36,425) 34,165) 31,166 
Needlecraft........-..... 5,440] 16,150| 13,156] 12,488]  6,857| 7,424, 4,720| 4,685] 9,351| 12,116 8,947| 6,274 
Normal Instructor........ 19,922] 29,118] 28,764} 30,699] 25,793] 18,346]........J........ 25,994| 31,007] 25,069} 20,348 
Outdoor Life............. 9,126] 9,507| 15,192} 17,224 18,436] 16,667] 14,346] 12,723| 13,472} 13,262] 11,093] 10,060 
Outdoor Recreation....... 7,121] 12,775] 19,437} 20,552} 21,958 19,019] 15,397} 10,972} 11,553] 11,027) 8,620} —_7,039 
People’s Home Journal....| 8,468} 15,370] 15,296| 13,890} 12,580] 11,656, 9,498] 9,992} 11,944) 15,560} 11,781] 11,604 
People’s Popular Monthly.| 11,800] 16,508] 15,581] 11,052| 9,176| 7,797| 5,530] 7,576] 10,934} 12,462} 11,910) 8,298 
ss being rk eek 17,486} 22,516] 25,303} 24,501} 26,452) 21,317] 19,623} 17,628) 20,564| 26,006} 27,337) 23,231 
Physical Culture......... 26,997| 26,887} 26,895| 26,416} 25,070} 21,722} 17,715} 20,478] 23,776} 28,907; 29,583) 24,213 
Pictorial Review......... 24,338] 42,755} 45,220) 44,447; 41,359 35,974! 27,600} 26,664; 42,956] 48,070) 46,938) 35,913 
Popular Mechanics. ...... 36,652| 41,004] 37,0721 37,254] 33,724] 30,340| 29,848] 26,740] 30,376] 38,752] 42,371] 44,688 
Popular Radio... ....05.665 «:. 19,712} 15,736} 13,384 9,856] 14,586] 10,868} 10,153} 16,588} 21,521] 28,743) 29,315) 28,814 
Popular Science Monthly..| 28,109] 30,652) 34,210/ 25,302] 24,643] 20,422] 18,553] 16,321] 25,597| 35,711] 32,868| 33,624 
UTC CRS ee a een ye een 17,647; 14,907; 11,708) 11,641 7,917 6,445 7,940| 10,724 14,490] 19,600) 19,706) 19,033 
Radio Broadcast......... 33,369} 31,148} 20,170) 17,904; 12,686] 12,491) 10,678 8,292} 17,269} 36,401] 29,504) 25,672 
mated News... ...065655 32,291] 28,612} 26,898] 21,145} 14,281] 12,480) 10,341] 12,601] 22,078] 29,972) 35,506) 35,291 
RMIEERODK Ss cicesionanea oe 17,817| 24,572} 27,893] 32,985! 31,436] 32,781} 25,860] 24,867] 29,649] 28,506] 30,967} 27,263 
Review of Reviews....... 21,105] 26,633] 30,718] 30,436] 27,882| 20,777| 18,707} 15,429] 21,458] 27,729} 29,400} 26,917 
Rotarian.........-...... 4,504, 6,078} 8,794} 7,106} 10,367| 6,058| 5,577 4,075| 5,434! 7,521] 6,813} 7,614 
Sat. Evening Post (Wkly.).| 340;151] 305,299} 364,875! 368,189] 443,934] 344,457| 300,238] 267,151] 371,755] 415,902) 328,452} 263,900 
Science and Invention..... 13,339} 14,368] 14,062} 12,405] 12,273] 9,978] 10,054| 10,474] 14,956] 14,573| 14,276] 15,918 
Scientific American....... 12,484] 12,878] 14,918] 13,728] 12,538] 15,969] 10,385] 10,603] 12,694} 13,891| 14,714] 14,068 
Sevibner’s............0+. 12,311] 16,421} 19,109] 18,370] 20,320} 18,033] 14,038] 13,776] 15,735] 18,416 23,319] 26,462 
oN a la aaa 8.600]  7,947|  8,874| 10,897; 8,702] 7,886, 6,966,  6,591| 7,231] +~—-7,609| +~—-8,790| 6,083 
RE TS Gs 15,827} 14,612| 19,687] 16,548] 18,180] 14.491] 14.057] 12,850] 15,075] 16,570} 14,635| 14,286 
RRS IS 40,495| 32,604] 35,178| 32,628} 30,308| 29;329| 26,225] 22,813| 34,367| 35,192] 34,616} 26,455 
Theatre Magazine... ..... 10,882] 11,437] 14,784} 19,206] 193518 11,368] 9,248] 10,191] 10,668} 18,922] 18,960] 19,480 
Town & Country (S.-M.)..| 68,621] 67,097} 88,508} 109,345| 108,417| 6,276] 59,119) 55,647] 76,751] 95,085} 95,374| 98,460 
True Romances.......... 14,300] 21,680| 21,792| 22,165} 20,780] 18,422/ 16,497| 14,950] 19,067| 21,307| 22,348] 21,150 
True Story....-......... 18,018} 25,778| 25,196] 25,025] 24,712} 21.230] 20,592) 18,214] 22,308] 26,312} 27,624| 25,746 
Vanity Fair.............. 45,219] 50,321] 58,633} 73,496} 61.254| 66,573| 45,033} 37,680| 61,639| 75,933] 79,974} 77,713 
Vogus (Semi-Mo.)........ 90,382] 108,445} 155,511| 147,882] 146,080] 107,922] 91,931] 75,268] 141,444| 146,973] 156,690] 128,738 
West. Home Mo. (Can.)...| 14,768} 18,194] 25,292} 30,250] - 34,321] 32,600] 22,703] 17,300] 32,202} 40,310] 35,895) 31,473 
Woman’sHomeCompanion| 27,782| 66,346] 67,661} 70,538| 68,265| 56,677| 33,260| 38,684| 51,356] 76,556| 66,762| 55,684 
Woman’s World.......... 7,125} 18,049| 17,583] 17,871] 15,527] 12,906] 8,331] 6,990} 11,200} + 17,085| 17,501 11,754 
World’s Work............ 16,768] 22,419] 24,352} 21,622| 25,732| 20,839] 16,890] 15,669] 19,180] 26,037] 29,002| 25,852 
Youth’s Compan. (Wkly.).| 8,489] 9,443] 11,645] 13,281] 99401 9,758] —7,667|_~—=«7,518| 11,450] 12,235] 19,118] 15,109 
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Please read down. 
) The Nero¢Neroine 
of this treatise lived 

inan apartment. 

The rent was high 
andthe ceiling/ 

Low. . 
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Showing cross section 
of the‘Apartment and | 
not exaggerated either] 


One day after washing 
the living room ru 
mistaki f it forth 


kitchen floor, the 
Mrs. did broadcast 
as follows,” Hero 
bs, love, let us build 
a house* 


ND) | ate 
Y) (4 7 Ls oo 

Lk) } a 
icture by Hero 
nished house 


of the i 


It proved a pleasant 
topic of conversation 
BUT 
Before long many a 
verbal battle was 
being waged overthe 
location of the fire- 
place in relation to 

the linen closet. 


Y 


“all 
Dina, ae ¢ a 


The house if built / | 


About this time a very 
unsympathetic land 
lord suggested they 
needed an arena instead 


‘of an apartment. 


roan ~ 


Tae fee Ares 


Sudgestion from cruel 
Bold 


Hostilities ceased 
until one day durin 
the rush for the morn 
ing mail the Mrs. 
found herself in. 
2 emepnaoon of two 
etters 4a magazine 
whose correct address. 
was unknown. 


The Mail Rush 


Lowering herself 
gently into alivin 
room chair witho 
tiny foot in the dining 
rogm and the other 
Seeking warmth and 
comfort inthe kitchen 
She glanced at the 
magazine. 
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Coming from her 

trance hours later 

she realized wncheon 
had been forgotten. 
and dinner not 

even removed 

from the can. 


Close u wt ae 
asking w 
dinner is? 


a 


Remembering that a 
soft reply turneth 
away wrath,timidly 
she held forth her 
dissipation. 


he delay 


ae 
And How 


Using Air Mail stamps 
only, the now happy pair 
send for plans of the 
ideal house, Advertisers 
receive requests for 
booklets + catalogues. 


The plans and booklets 
did arrive.The contracts 
have been awarded. 


ADISSERTATION ON EVOLUTION! 


rn L TIDE 


ecor tion tL on. 
D apart ment or 


And now we see them 
They stand onthe page? 
gazing through the 
ie eo deor, cone te 
SS porch tile,at the 
bird~bath they found 
on page 43. Thenext 
picture Shows only 
one room of the house. 
Allwe can say isthe 
rest is awow. 


If you are interested 
in’ contrasts look 
to picture #] 


The name and address 
of the happy couple 
Supplied under 
duress ~The advertisers 
may be found inan 
issue of THE HOUS 
BEAUTIFUL. 
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After the battle SSB 

Mvoeoee || ae SZ 

Boy!Page Daniel: This etch har “yrs aoe Showin 
By the time they had | | direct frome | | [[@ncine new Country House 
their plans finished Number ~ June 
the house consisted | Thename’ THE HOUSE | at 1ast the happy oyer 99000 circulation. 
of 7 Dens, /42 Closets | BEAUTIFUL wasenough } day arrives.Thehouse | 5800 per page 
a Breakfast room onthe| te bring the olddreams | is finished+furnished | closing date 
Troofand a-winecellar | back and so she They bid the landlord April 20% 1928 
to keep vegetables in.| Started to read. a fond ‘Goo~by. 


Per petrated by Whitten 
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Advertising Volume of Principal Magazines for 1927 
Jan. Feb. | March | April May June July Aug. Sept. Oct. Nov. Dec. 

American Boy............ 13,090} 14,936} 16,055| 19,515] 20,386] 21,640} 17,170} 13,260| 17,100] 18,631] 21,401] 27,810 
American Magazine.......| 31,063] 47,322] 49,456] 54,486| 53,861} 48,971| 39,636] 35,104] 43,568] 46,080 44,547] 37’34y 
American Mercury....... 6,276 9,212} 11,571} 11,620) 10,096 9,803 6,319 6,972} 10,353) 16,219) 20,245) 19,749 
Atlantic Monthly......... 18,300] 22,488 26,390} 27,248} 25,986] 22,078] 15,870} 14,231] 22,351| 29,442} 29,239} 34°96) 
Better Homes & Gardens.| 13,007} 23,252) 26,566] 25,241) 22,772} 15,833] 9,286} 9,457] 18,710| 20,079} 15,257] 9/704 
| 12,970} 14,562} 13,737] 18,036} 17,950] 15,757} 12,254} 8,952) 11,747] 13,538] 20,410) 27,815 
Business................. 11,746] 13,524) 12,496] 13,173] 12,962] 12,559] 9,418} 8,606} + 9,999] 10,086] 10,111! 10,065 
Collier’s (Weekly)........ 44,313] 59,153) 51,536] 64,768| 49,298] 47,387| 45,6221 34,540} 50,615] 57,126] 56,597| 53.18] 
Cosmopolitan............ 23,787| 36,346} 40,530) 41,780} 40,573| 38,407} 32,617] 28,122) 32,623} 39,746) 38,657] 30,362 
Country Life............. 59,682} 60,380} 88,284] 92,008] 118,580] 69,986} 47,701] 48,012) 65,956] 63,701} 73,402] 67,108 
Delineator............... 22,539] 38,153] 39,451] 39,432] 34,633] 37,030} 25,266] 22,226 33,890] 44,536] 42,487| 30,904 
Elks Magazine........... 9,576} 11,400] 13,984] 14,136] 15,960} 13,072] 11,276] 10,084} 14,630} 18,392) 17,328] 11,400 
Fashionable Dress........ 4,234, 4,151] 9,408) 8,518] 13,519} 9,919} 8,485] 7,440| += 8,932! 11,781] 15,456] 11.372 
Field & Stream...... .....| 14,249} 23,023] 24,453] 29,500} 32,032] 30,316 23,652) 19,019} 22,295} 20,735| 18,161] 15.270 
Forbes (Bi-Monthly). .. .. 36,853} 35,749} 37,816] 38,600] 38,977| 50,616] 30,219] 28,920] 33,501] 41,602} 37,704} 32.661 
Golden Book............. 9,905} 13,802} 14,497| 13,811] 13,790] 11,760] 8,694; 7,315] 11,180} 15,854} 15,155] 15,176 
Good Housekeeping. ...... 39,246} 62,891} 75,874 88,569] 84,262} 70,436] 44,520] 41,806] 67,070} 86,337} | 75,347| 57.295 
Harper’s Magazine....... 21,588} 22,095} 25,816] 29,148) 24,890) 25,424! 19,572| 19,152] 23,548] 29,484! 28,616) 35,140 
Harper’s Bazar........... 61,863} 53,432] 67,676] 99,211] 76,419] 71,715] 51,926] 45,017] 75,369} 99,386] 80,940} 76,188 
Holland’s................ 19,009} 35,510} 37,728] 14,311] 32,649} 26,278] 23,566] 19,030} 26,533} 33,175] 28,640! 19,878 
House Beautiful.......... 37,493| 60,438} 66,978] 83,547] 65,140} 52,199] 27,127] 38,074] 52,456] 58,800} 53,068] 39,973 
House & Garden......... 80,161] 88,355| 122,039} 123,513] 126,073| 89,514! 72,307] 63,536] 110,351) 114,072] 108,378] 84,275 
Ladies’ Home Journal... . 70,212] 88,455] 104,304] 110,895] 103,888] 90,692] 63,374] 65 95,077| 100,246] 97,020} 65,211 
Liberty (Weekly)......... 94,120} 100,544] 115,555] 143,046] 115,197] 108,719] 95,417} 79,830] 116,527] 129,875] 106,638] 89.768 
Literary Digest (Wkly.)...| 69,837} 62,268} 77,856} 90,001] 75,576] 66,134} 60,651] 52,860] 65,532} 80,608] 60,879] 57,613 
Mac Lean’s (Canadian)...| 50,116] 35,279} 49,144 56,397| 68,264] 72,553] 60,331] 45,8761 40,159] 59,274] 62,257] 60,187 
Magazine of Business... . . 32,001} 32,158} 34,748} 35,206] 33,319] 32,259] 23,9021 26,382} 30,481] 35,869] 33,874| 28,593 
|” Ree 22,946] 48,379} 51,554] 51,440] 49,374] 40,034! 31,480] 24,960/ 38,318] 50,213] 48,681| 38,444 
Modern Priscilla......... 12.070} 22,440] 24,800} 24,480} 20,910} 17,935] 12,962} 13,140} 19,613] 24,195] 24,140} 18,000 
Motion Picture Magazine.| 12,573} 14,418] 14,419} 15,731] 15,280} 14,253| 15,101] 13,521] 15,066] 16,272) 15,639} 15,000 
National Sportsman...... 6,733 7,761} 10,043] 14,656} 13,292] 14,248} 11,809} 12,443] 13,298] 13,968] 13,729] 11,907 
Nation’s Business........ 32,139] 34,195} 38,670} 40,098] 36,239] 48,083} 33,200] 24,763| 37,236| 36,613] 39,764| 31,780 
Needlecraft.............. 4,732| 14,790] 12,601] 13,940} 9,180} 7,395} 3,910} + 5,610] 11,050} 13,770} 11,438] 10,030 
New Age Illustrated... .. . 8,230] 6,253} 5,349} 6,557] 5,637| 5,100) 4,603} 5,029} 5,280] 7,564] 8,513} 7,167 
Normal Instructor........| 20,625} 31,313] 29,353] 32,544) 29,816] 14,287]........]........ 27,963} 30,599} 27,125} 15,720 
OutdoorLifeandRecreation| 16,903] 26,174| 33,398] 34,645] 41,251] 36,103] 25,526} 20,353] 18,046] 15,666] 15,149] 11,408 
People’s Home Journal....| 7,729} 18,638] 18,498| 18,018] 14,260} 11,900] 9,252| 9,384! 11,575] 16,853] 12,390] 10,513 
People’s Popular Monthly.| 11,677] 16,596] 15,735] 12,011] 8,700} 7,245 5,512) += 7,162! ~—« 8,748] 11,522} 11,722} 9,011 
Photoplay............... 15,111] 24,953] 24,758] 26,063} 23,396] 25,386} 19,862| 19,664 20,306] 26,446] 24,766] 21,336 
Physical Culture......... 25,776| 26,838] 25,719] 23,322] 24,409] 19,447) 15,766] 17,528] 19,510} 22,314] 23,021) 18,8% 
Pictorial Review......... 29,702} 51,217| 51,244] 49,551] 44,753] 39,770] 27,620] 26,765] 41,480} 51,868] 43,166] 33,294 
Popular Mechanics... ... . 36,372] 40,292} 37,632} 37,016] 32,256] 30,016] 28,266] 27,776] 30,300| 39,424! 40,656] 41,095 
Popular Radio........... 22,951} 18,089} 14,872] 10,510] 10,153} 9,366 6,936 9,438] 13,371] 16,445} 18,090] 14,157 
Popular Science Monthly..| 27,814] 30,180] 34,033} 25,534] 24,523] 21,155] 19,665] 17,226, 24.283] 35,999] 30,374| 33,091 
NN ian spiealids 19,033} 16,597] 12,770] 11,129} 9,601] 9,082} 20,909} 10,339] 16,380} 21,336] 18,022| 17,374 
Radio Broadcast......... 24,205] 23,222| 20,621] 15,315} 8,720] 7,702} 8,690) ~—-7,221| ~«11,466| 20,504} 18,740} 19,301 
Radio News............. 32,476| 26,934] 18,930} 15,454] 12,890} 11,648] 12,051) 11,079] 14,113] 26,764] 28,458] 27,391 
Red Book............... 19,194} 27,827} 31,390} 31,505} 33,980} 28,527] 27,277] 25,988| 27,869] 28,872| 27,482) 24,404 
Review of Reviews... .... 21,758} 22,130] 21,770] 22,533] 21,463} 18,298] 14,570) 12,875] 20,625] 20,888] 21,959} 20,384 
ee re 6,858} 6,971| 7,750} 8,093; 6,733} 5,791) 55,4341 3,539] 3,861) 5,605} 4,719) 4,800 
Sat. Evening Post (Wkly.).| 329,151] 286,976] 341,236] 445,045] 358,158] 332,902] 319,130] 258,045] 336,623] 400,884] 318,375| 270,746 
Science and Invention..... 13,997; 13,684] 14,165] 10,623} 10,094} 10,027} 11,001] 9,871] 13,275 15,215} 17,979} 16,872 
Scientific American... .... 10,838] 10,008] 10,098} 11,008] 9,758, 9,518] 6,870] 7,772| 9,624} 11,466] 11,245} _9,925 
Scribner’s............... 13,900} 16,705} 19,299] 21,047] 19,376] 18,828} 11,749] 12,581] 16,804] 21,997] 20,619) 25,544 
a MRR EE 11,523} 11,232] 13,018] 16,634} 17,168] 13,448} 11,844] 11,079] 13,968} 13,469] 14,133) 11,97! 
Theatre Magazine........ 11,613] 13,430] 16,446] 16,618] 15,903] 15,484} 9,243] 10,744] 11,444) 14,141] 18,881 19,359 
The Forum.............. 6,563| 8,428 10,696] 8,588] 10,052) 7,273} + 4,275] + 4,984} 8,316} 10,066] 11,354 12,16 
Town & Country (S.-M.)..| 69,968] 72,106] 90,728] 108,760) 116,656] 88,399] 61,322] 58,414| 74,315] 861,954] 86,782| 91, : 
True Romances.......... 13,627| 23,232] 21,649] 21,245] 19,085} 16,273] 12,778] 12,736] 17,070] 22,070) 24,905] 21,0 
a 17,576] 28,586} 28,511} 26,066} 26,133} 24,584} 18,358] 17,405] 21,134 27,361) 30,416 2s ie 
Vanity Fair.............. 42,425| 47,692| 53,736] 68,800} 60,814] 56,227] 37,156] 35,235] 57,120| 64,761] 68,815} 77, ol 
Vogue (Semi-Monthly)....| 94,925] 106,663] 145,410] 153,172] 147,924] 119,164] 80,945! 82,576] 158.707] 165,365] 154,919) 140, 
Western Home Monthly 8,508 

(Canadian)............ 31,473} 15,167| 25,825] 34,561) 42,570} 42,300] 35,771] 30,393] 35,425] 35,425} 37,840 ey 
Woman’sHomeCompanion| 31,590} 62,847} 62,390} 60,710} 63,544| 52,692 38,864) 38,743) 53,720) 67,024 65,026 52) 
Woman’s World.......... 9,846| 21,147| 18,264 18,730] 14,560/ 12,573| 8,577 —_7,426| 13,231] 18,235} 17,134 ee 
World’s Work............ 24,454] 22,046] 23,964| 23,102] 21,204| 21,902] 18,562] 15,192] 23,083] 29,301| 24,884) 24, 
Youth’sCompanion(Wkly).| 8,610} 9,073! 11,470] 10,1361 10,545| 9,176, 6,767| *4,579|........|........[e.-cce fo 
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Three Words from Business 


Now more than 
1,600,000 
with over 
650,000 


on the newsstands 


about Collier’s 


HROUGH ALL THE LETTERS about Collier’s 
that come to us from manufacturers and their ad- 
vertising agents runs the same theme. 


The conviction that Collier’s fulfills to an unusual 
degree the modern demand for a quick return on the 
advertising investment. 


Business says, “Collier’s — for ACTION!” And substanti- 
ates it again and again with factsand figures basedon results. 


“I was particularly delighted to learn that the last two 
insertions of our advertisements in Collier’s have brought 
bigger returns than any advertising we have run with you, 
similar size space, before,” writes an advertiser. “If this 
keeps up we shall certainly have to substantially increase 
our space in Collier’s.” 


A sales manager says, ‘While about one-quarter of our ad- 
vertising appropriation has been spent in Collier’s and 
three-quarters of it in (other) publications—Collier’s seems 
to have attracted more attention than the rest . .. 1 am 
convinced that we have spent our money wisely and know 
we have received more concrete results than from any 
other form of advertising . . .” 


The vice-president of a company manufacturing a product 
selling from $218 up writes, “Collier’s has gone a long way 
toward selling (our product) to the general public and has 
created a widespread interest . . . We have had more than 
70 dealer requests (in two weeks) from every portion of 
the United States . . . 30 of which have already signed 
our contract.” 


Another advertiser says, “We have used Collier’s for many 
years and believe in it...I know from the unusual things 
which occur in the sales correspondence that the publica- 
tionis productive. For example, a woman in San Francisco 
writes in (about our product) with the date indicating that 
she must have received the magazine in the morning and 
mailed her letter in the afternoon ... Then again a man 
in Illinois wired our Chicago distributor to ship him (our 
product)as described in the Collier’s ad of that date.” 


These comments about Collier’s are typical of many. We 


- shall be glad to furnish the namesof the business executives 


making them—together with amplified evidence of the 
way in which Collier’s is meeting the present-day demand 
for advertising ACTION. 


THE CROWELL PUBLISHING COMPANY 
NEW YORK 


SSS 
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How the Y. W. C. A.’s Official 


Magazine 


THE WOMANS PRESS 


600 Lexington Ave. 


Opens a Nation-wide 
Market for You 


To Get Your Share of the 

1928 Appropriated Budget 
of $23,580,000 

You Have Only to Reach 


3,210 Y. W. C. A. secretaries who 


are the buying executives for 
1,167,099 Y. W. C. A. 
members 


Through 


The Official Y. W.C. A. Magazine, 
THE WOMANS PRESS 


which goes to all Y. W.C. A. build- 


ings, libraries, and its officials. 


IT OFFERS YOU A 
DOUBLE MARKET 


1. It Reaches Individually— 


605,912 Women Members 
196,000 Girl Reserves 


57,723 Board and Committee 
Members. 


2. ra Reaches Buying Executives 
or— 


821 Y. W.C. A. BUILDINGS 


A list of those now being 
built or of those now being 
planned is ready to be sent 
to you. 


301 Y.W.C. A. HOTELS 


Regular guests 458,947; 
transients 135,840. 11,986 
beds, etc. 


304 CAFETERIAS 


Our cafeterias buy for qual- 
ity more than price. This 
explains why we served as 
many as 29,775,881 people 
last year. 


289 Y.W.C.A. CAMPS 
Attendance is 101,957 girls. 


Send for complete plan of services 
to fit your particular product 


CLARA JANOUCH, Advertising Manager 


THE WOMANS PRESS 


New York City 


Circulation and Rates—Principal Magazines 


Average 
Net Paid | Line | Max 
Publication Issued A.B.C. Rate | Mil. 
12-31-27 Rate 
RTT ac. Ms reais saree wea eRe Semi-Monthly| 108,177 |$ 1.00 |$ 9.22 
Co Ce er 2,287,213*| 14.00 | 6.15 
PAIMSTTOAMUNSOY.§. cos ccssds Sev lon <a sip ats Monthly 287,704 | 3.00 | 10.42 
ee are Monthly 45,052 .47 | 10.43 
American Golfer...................| Monthly 20,341 .60 | 29.49 
American Legion Monthly.......... Monthly 702,894 | 3.50| 4.98 
American Magazine...............- Monthly 2,135,127 | 12.00 | 5.62 
American Mercury...............- Monthly 74,908 | 1.75 | 23.38 
Amencan Motorist ....0. 5.006 <5085% Monthly 109,035 | 2.00 | 18.34 
WS cid eke rte ere hai nei hin wis Monthly >. | ne 42.11 
Atlantic Momthly...........65.06505 Monthly 123,483 | 2.00 | 16.20 
Baseball Magazine................. Monthly 77,138 .70 | 9.07 
Better Homes & Gardens........... Monthly 957,468 | 7.00} 7.31 
MPEG ater oa ohne cy 3 eee Monthly 145,894 | 1.25 | 8.57 
Boy’s Life (see Page 280)........... Monthly 163,902 | 1.25] 7.63 
Business (see Page 315)............ Monthly 169,123*} 2.00 | 11.83 
CE ee nero nt a Monthly 22,698 | 1.50 | 66.09 
0 EEE Pe eer Monthly 180,811 | 2.25 | 12.44 
RUA RED ie sca ices s easter nash ards Utes Monthly 58,813 | 1.15 | 19.55 
RN RONNIE. 6c diveeccvcdvcases Weekly 204,109 | 1.75 | 8.57 
Clubwoman’s Field (see Page 289)...| Monthly Fe, anit OEE eee 
College Humor (see Page 293)...... Monthly 286.375. | 2:50) &.73 
Collier’s (see Page 287).............| Weekly 1,506,373 | 6.25 | 4.15 
CO re wees,” Monthly 720,831 | 2.75 | 3.82 
MSGI 55s ccs icky piece Rearend MAES Monthly 1,021,968 | 5.00} 4.89 
ee ee rer Monthly 1,665,113 | 11.00 | 6.61 
SSrica A ft Monthly SaOsE | ...co nes 21.59 
Current History... .66s.000.800%% Monthly 64,277 | 1.00 | 15.56 
55 0 iawn nb xn VERE Monthly 1,221,010 | 8.75 | 7.17 
re Monthly 266,459 | 1.25 | 4.69 
CE IIIB. Fons ce cscwcnnes ances Monthly 49,330 | 1.00 | 20.27 
ig ei 7 a Monthly 850,000*} 4.50 | 5.29 
WE ate dh ao iaraitidome'e-e $a omeGeTe Monthly 175,762 | 1.40} 7.96 
VCE V BODY. G5 5500s easeaacdacn sw arses Monthly 119,789 75'\ *6:26 
EV OPV PIES 6.50205 suawcid.s oe on. cd tile Monthly 29,606 .40 | 13.51 
HIRCCR SION Hiloins ai sndatsaseaisdedwsaaneee Monthly 973.732 | 1250) 5.48 
NES IN ok 6 sew ivevdeaneees Monthly 821,629 | 4.75 | 5.78 
Fashionable Dress................. Monthly 17150) (ere 10.02 
CIA Or SECA o.oic dies wialoaie’ oa. suieea Monthly 111,749 | 1.45 | 12.97 
BTR he cite esisin oo eMAMAS Semi-Monthly| 106,936 .50 | 4.67 
Binancial World... j..scc0cs5 canes os Weekly 36,878 .80 | 21.69 
BOE ES io areata osc a Sains Semi-Monthly 56,434 | 1.10 | 19.49 
Worest Gr Street... ccs cccscscc.ceus Monthly 98,987 | 1.00 | 10.10 
MOEA os oF store ng hota eaten nae teatorners Monthly 73,803 | 1.50 | 20.32 
PrGnReE Swe horas das vec Monthly 79,738 | 1.00 | 12.54 
Garden & Home Builder........... Monthly gd Te 18.58 
GEntlewOmMmans << ssi. cere tieeow sie ous Monthly 1,208,433 | 6.00| 4.96 
NG GIG ENVIS OOK es. croihcwidid ahe-s-ciom ee te Monthly 135,247 | 2.20 | 16.27 
Golfer sMapazine,. «2 5.000<iwseses Monthly 35,987 .60 | 16.67 
Good Housekeeping................ Monthly 1,526,560 | 10.50 | 6.58 
Harper’s Bazar.................7..| Monthly Ss ere 18.73 
Harper’s Magazine................ Monthly 112,429 | 1.85 | 16.45 
Holland’s Magazine..............0 Monthly 350,309 | 2.00) 5.71 
Home Bugding iiss. osc06 sac ese es Monthly 3 oe 38.53 
House Beautiful (see Page 285)... .. Monthly 88,233 | 1.50 | 17.00 
House and Garden................. Monthly ot sh eee 14.91 
Household Magazine............... Monthly 1,675,884 | 8.50| 5.07 
Independent Woman (see Page 291).| Monthly 42,908 a5. 1 93.35 
ci Pairs dies caer an bak GaN Se Weekly 206,319 | 2.50} 12.11 
Junior Home Magazine............ Monthly 117,369 45) 7.24 
Kiwanis Magazine...............¢: Monthly 102,442 | 1.00| 9.76 
Ladies’ Home Journal.............. Monthly 2,547,465 | 15.00 | 5.89 
Cerone tre ree Weekly 1,382,171 | 7.00} 5.06 
| SEES e entre OTe ere Weekly 150,192 | 2.10 | 13.98 
ee re Weekly 1,326,544 | 9.00 | 6.43 
Magazine of Business.............. Monthly 210,697 | 2.33 | 12.34 
Magazine of Wall Street............ Fortnightly 72,217 | 1.60 | 22.15 
Mass Market Group............... Monthly 1,129,285 ' 4.20| 3.71 


* Not A.B.C. 
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An Advertiser Proves An Agency Praises 


gle The Value of Advertising The Method of Handling 
“ to Club Women 46 Publications as a Unit 
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350.0 L k t F ll W th L d r! 
j 
850.00 W omen Like TO FoLllo e Leader, 
575.00 
210.00 
360.00 OU can reach over a million key women in vital communities 
500.00 


400.0 by advertising in the Clubwoman’s Field. State by state the 


150.00 forty-six publications of the State Federation of Women’s Clubs 


2 and the State League of Women’s Voters are loyally supported and 


pee backed by the intense interest of their readers. Advertisers have 
200. found these publications ideal for directing their message to women 
one leaders—a million women whom countless others follow. 


512.00 
225.00 


300.0 _ The makers of Sapolio are but one of many who are profiting by 
250.00 the specialized circulation of these magazines. Some use just a few, 
poy others use the whole group— but all have found them highly prof- 


"500.0 itable. Write for descriptive booklet and rates. 


ane Club Service Publishing Company 


650.00 Publishers’ Representatives 


Flatiron Bldg., 175 Fifth Ave., New York 


Published monthly, supple- 
mented with bulletins and 
covers daily newspapers, farm 
papers, general magazines and 
business papers. 


To select the 
proper advertising 
mediums, you need 


STANDARD 
RATE & DATA SERVICE 


T GIVES up-to- 
the-minute infor- 
mation on rates, dis- 
counts, color and 
cover charges, spe- 
cial positions, classi- 
fied advertising and 
reading notices, clos- 
ing dates, page and 
column sizes — and 
circulations on publi- 
cations in the United 
States and Canada. 


-- --USE THIS COUPON! -- - - 
Special;30-DayfApproval 
Order 


192 


Standard Rate & Data Service, 
536 Lake Shore Drive, 
Chicago, Illinois. 


You may send us—prepaid—the current num- 
ber of Standard Rate & Data Service, to- 
wether with all bulletins since it was issued, 
which we are to have the privilege of using 
30 days. If we are not convinced of the 
value of this Service at the end of that time, 
we shall return the issue and our obligation 
is ended. Otherwise, you may consider us 
subscribers and send a revised copy each 
month for one year. The service is to be 
maintained by bulletins issued every other day. 


Firm Name. 


Street Address 


City... 


State 


Individual Signing Ordev-....... 


OE See ea ee 
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Circulation and Rates—Principal Magazines— Cont'd 


Average Single 
. Net Paid | Line | Max ssue 
Publication Issued A.B.C. | Rate | Mil. Page 
2-31-27 Rate Rate 
McCall's Magazine. ....... 66050422 Monthly 2,200,942 | 11.50 | 5.23 | 7,600.00 
ELC LT a aie os ee ern ea Monthly 83,540 SHOU 55801375 210.00 
I nr eae, ee ee Monthly 98,253 | 1.00 | 10.18 400.00 
Mid-Week Pictorial: ... 65 6.660055 Weekly 67,263 32: | 4216 250.00 
Modern Homemaking.............. Monthly 620,724 | 3.25 | 5.24} 1,750.00 
NMaderB PRISCA. 5.05.58 edn saan Monthly 617,690 | 4.00 | 6.47 | 2,250.00 
Mother’s Home Life..............- Monthly 664,744 | 4.00 | 6.02 | 2,240.00 
Motion Picture Classic............. Monthly 161,240 | 1.30 | 8.06 550.00 
Motion Picture Magazine.......... Monthly 349,544 | 1.80] 5.15 750.00 
Muanhsey, COMmpInatiOn:.. 5.5 ,65.0:5 6c oles wile es winveresis cece 421,941 | 3.00} 7.11 630.00 
Orr rr Cr rr ree A bs eee 13.91 | 3,150.00 
PE RAD ENG 56s oo cctruisis merely oni OS Weekly 33,617 .85 | 25.28 200.00 
National Geographic Magazine......| Monthly Ts PTT: TREE 2,500.00 
Nation’s se yogic . es tol een Ta Monthly 255,213 | 3.00 | 11.76 | 1,100.00 
Nature Magazine.................. Monthly 96,240 | 1.00 | 10.39 420.00 
Needlecraft (see Page 514 Review Sec.)| Monthly 1,029,659 | 6.00 | 5.83 | 3,600.00 
New Age, Illustrated............... Monthly 100,535 | 1.25 | 12.45 400.00 
New York Masonic Outlook........ Monthly 132,367 | 1.00} 7.55 400.00 
de Ce) rrr Weekly 61,053 | 1.25 | 20.48 500.00 
Pearemal Emstrmeter..... . .. 6660.0 as. Monthly 178,144 | 1.20] 6.74 720.00 
Outdoor AmMenGas «655.55 656565 28a Monthly 162,868°| 1.40 | 8.60 585.00 
Outdoor Life and Recreation........| Monthly 91,278 | 1.45 | 12.61 575.00 
I niin Kotte ans eg tints ta a Weekly 58,056 | 1.00 | 17.23 400.00 
RAPT MO TS a ra ae cies se Weekly 691,612 | 3.00| 4.34] 1 ,200.00 
People’s Home Journal............. Monthly 956,497 | 5.50} 5.75 | 3,600.00 
People’s Popular Monthly.......... Monthly 1,039,245 | 5.50} 5.29 3,250.00 
Photoplay Magazine............... | Monthly 529,046 | 4.00 | 5.67 | 1,200.00 
Physical Momltite 6 6.6 eds caeessin 5 re Monthly SUB O77 | “2250 [ose %e:: : 875.00 
Piceocial MRA EW 580 sani ticiasew eee Monthly 2,194,389 | 13.00 | 5.92 | 8,500.00 
PiGtne lay foc ods ceo Sec keee ee Monthly 142,247} 1.10] 7.73 450.00 
Popular Mechanics Magazine....... Monthly SID OSs 25 7.10 775.00 
PUI. ga dv ve cesavcceceoae Monthly Ud ae eee 400.00 
Popular Science Monthly...........| Monthly 295,182 | 2.00} 6.78} 810.00 
Quality Group, The.... * -.........-| Monthly 756,096°| 12.05 | 15.94 | 2,350.00 
Radio Broadcast.................. | Monthly 43,589 | 1.25 | 28.68 350.00 
Radio Call Book Magazine......... Quarterly 138,347 |....... 11.82 600.00 
ive Uy Lo] ae ear ge Quarterly 102,708°| 1.25 | 12.17 450.00 
Uk creda eka ees Monthly 749,591 | 5.00| 6.67 | 2,000.00 
Review of Reviews................ Monthly 157,304 | 2.15 | 13.67 400.00 
UEDA Monthly 55,484 50} 9.01 150.00 
PN ONES iced écel ue cceas Monthly 124,474 | 1.00} 8.03 429.00 
oe er 52,923 | 1.50 | 28.34 350.00 
I NE gsi ices eon San Monthly 114,831 1 £33 275.00 
roca Evening Post.............| Weekly 2,835,079 | 12.00 | 4.23 8,000.00 
a | TS re Fortnightly 57,161 .72 | 12.60 2.50 
Science and Invention..............| Monthly 129,501*} .80| 6.17 350.00 
Scientific American................ | Monthly 95,084 | 1.00 | 10.52 400.00 
Brnedalatia enero os ae | Monthly 133,118 75 | 5.63 reap 
I PRE EE | Monthly 70,349 | 1.60 | 22.74 dg 
RUSE ES ROIRES Sse oo Raw, SSNS ok ae | Semi-Monthly 163,530 | 1.75 | 10.70 oy 
NIN ik ida cxatd ctw chs | Monthly 342,457 | 2.00 | 5.84 nr 
Street & Smith Combination........|............ 1,203,916 | 8.00 | 6.64} 1,700. 
Theatre Magazine................. | Monthl 44,979 | 1.25 | 27.79 | 600.00 
Time...... cnRmnCern ein | Weekly” 142220 | 1.85 | 13.00 675.0 
Today’s-Woman and Home. ..| Monthly 577,453t| 3.00 | 5.19 1 pote 
IR: tet ig hh oy a | Monthly 36,454 75 | 20.57 = > 
True Detective Mysteries..........; Monthly 168,763 .75 | 4.44 300. 
True Experiences.................. _ Monthly 108,304 .50 4.62 — 
MIG MROMRDCES 5 66d. css ost sens | Monthly 587,759 | 2.75 | 4.68] 1,1 0 00 
MRNA REI 3s is Se uinteds Share eeancee | Monthly 2,002,404 | 11.00 | 5.49 eee 
eee sere | Monthly 6 See 15.00 | pep 
I bes Oe ie ete i teases anne | Semi-Monthly | 141,270 |....... 14.00 | 1,25 
Woman’s Home Companion........ | Monthly 2,255,848 | 12.50 5.54 sere 
Woman’s Press, The (see Page 288) .| Monthly | is er. 105.49 400.00 
WOMAN'S WONG 6.6.5.0ss res cea wees | Monthly 1,214,793 | 6.50| 5.35) 4 50.00 
World's Wotk...........:0csc00s5 | Monthly 138,934 | 2.25 | 16.19 | 450-0) 
OOS § Ce ene eer | Monthly 50,150 99 17.95 300,00 
Youth's Companion. .......4.06.5 0000 | Monthly 285,212} 1.85 | 6.49 | 1,20¥. 


* Not A.B.C. 


t 12-31-26 Statement. 


° 6-30-27 Statement. 
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WHO’S WHO > 


Among Business Women 


BLaNcHARD, Laura M. Born 1895, In- 
dianapolis. Hducated Univ. of Indiana, 
A. B. Married, 1917, Arthur Blanchard, 
corporation lawyer. Children, Arthur, Jr., 
1919, Bernice, 1921. Ideally happy home 
life, but too active mentally and physical- 
ly to remain merely a housewife. In 1923 
she enters banking as a profession, rises 
rapidly in authority and responsibility; 
now earning $6,000 a year as head of Wo- 
man’s Department. Finance Chairman 
local Business and Professional Woman’s 
Club; State Chairman National Federa- 
tion Business and Professional Women’s 
Clubs (863 clubs) and its official maga- 
zine, the Independent Woman. 


Making a success as a “two-job” wife. 
Dresses fastidiously, knowing that per- 
sonal appearance is both a social and busi- 
ness asset. Buys for both her office and 
her home. Spends generously; saves 
wisely (bonds and insurance). Her advice 


sought eagerly on scores of problems by 
her business associates and customers and 
by other women in her community, where 
she is recognized as a leader. 


Typical of nearly 50,000 influential busi- 
ness and professional women who own, 
edit, and ardently support the Indepen- 
dent Woman, the only business woman’s 
magazine. Used successfully as an adver- 
tising medium by such diversified adver- 
tisers as Santa Fe Railroad, Cantilever 
Shoes, Ogilvie Sisters, Columbia Phono- 
graphs, John Hancock Mutual Life, 
Marie Barlow Preparations, Harper and 
Brothers, Bromley-Shepard Company, 
International Mercantile Marine, Odor- 
ono, ete. 


Ask Independent Woman advertising 
department, 420 Lexington Avenue, New 
York, for sample copy and complete 
information about market and _ special 
cooperation given to advertisers. 
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National and Sectional Market 
Surveys Available 


AMERICAN BUILDER, CHICAGO, ILL. “New Light on a Seven 
Billion Dollar Market.” A survey of the building field which 
covers the entire building program of the United States. 


THE AMERICAN HOME MAGAZINES PUBLISHERS ASSOCIATION, 
Cuicaco, Itt. Has issued “A Study of American Homes and 
Potential Markets” which seems to contain a lot of good data 
for sales managers. A copy may be secured by writing the sec- 
retary of the association, 510 N. Dearborn Street, Chicago, III. 


THE BLACKMAN ComMPANyY, NEw York, N. Y. Offers the pub- 
lication, “Copy’s Increasing Competition—Ways to Meet It,” 
which is particularly helpful. Even though there has been a 
600 per cent increase in volume of national magazine advertising 
since 1916, this report suggests that the way to meet this com- 
petition lies through more effective copy, rather than through 
the purchase of larger space. 


BRYANT-GRIFFITH & BRUNSON, INC., ATLANTA, GA. Offer a 
survey entitled: “South Carolina Markets.” Also special sup- 
plementary product surveys in the Piedmont, S. C., cities, which 
are distributed nationally. 


CAPPER PUBLICATIONS, TOPEKA, KANSAS. “An Analysis of the 
Radio Market.’ Analyzes the radio market on farms and also 
in towns of 40,000 to 50,000 population. 


CHILTON CLASS JOURNAL COMPANY, PHILADELPHIA, PA. “Basic 
facts on Automotive Distribution—1927 Edition.” Contains in- 
formation on passenger car and truck registration by states, 
gasoline consumption, number of retail tire outlets, retail acces- 
sory outlets, automotive wholesalers and similar data. 


CoLLEGE Humor, Cuicaco, ILL. Has made exhaustive surveys 
and investigations of the collegiate market and offer advertisers 
merchandising service in these areas. 


COSMOPOLITAN, New York, N. Y. “A Merchandising Atlas 
of the United States.” Includes marketing maps of each state 
and statistical data for places arranged by trading areas. 


CRITCHFIELD & CoMPANY, CHICAGO, ILL. Have a new book 
entitled “Market Analysis by Counties.” This survey divides the 
United States into five groups of markets ‘in the order of their 
concentration, the idea of measuring the importance of these 
groups from the standpoint of potential sales. The report empha- 
sizes the necessity for cultivating through advertising the terri- 
tories accessible to the trading centers where distribution has 
been obtained. 


CROWELL PUBLISHING COMPANY, NEw York, N. Y. “National 
Markets and National Advertising” gives the comparative value 
of each county market in the United States. 


THE CurRTIS PUBLISHING Co., PHILADELPHIA, PA. Has compiled 
a very helpful book, “Sales Quotas” (1927-1928)—By Counties 
and by Cities over 10,000 Population. Among the items tabu- 
lated in the table of contents are: How to Use Sales Quotas; 
Eight Reasons; Index Factors; How This Book Was Made; 
United States Work Sheet; Trading Areas, and other valuable 
information. 


DoMESTIC COMMERCE DIVISION OF THE BUREAU OF FOREIGN AND 
DoMESTIC COMMERCE IN WASHINGTON, WASHINGTON, D. C. An 
“Atlas to Wholesale Grocery Territories” summarizes trading 
areas for 379 distribution centers. The location of 6,356 whole- 
sale grocers in 2,303 cities is indicated. 


Goop HOusEKEEPING, NEw York, N. Y. Offers a new terri- 
tory-analysis book, a break-down of the United States into 
trading areas with individual maps for all states and certain 
cities. 

HousEHOLD MAGAZINE, TOPEKA, KANSAS. A survey on circu- 
lation—Concentrated in the Wealthy Small Town Rural Market. 


THE 100,000 Group oF AMERICAN CITIES, CHICAGO, ILL. Under 
the title, “A Study of All American Markets,” there has been 
published a standardized market analysis comprising individual 
studies of 93 important markets consisting of 93 cities of 100,000 
population or more and all towns of 1,000 population or more that 
lie within their retail trading areas. There is also included a state 
section which consists of the same standardized analysis of all 


cities and towns of 1,000 population or more in the United 
States arranged alphabetically by states and alphabetically by 
cities and towns. Extensive statistical data is included. 


Liserty, New York, N. Y. A circulation survey which in- 
cludes some interesting information on the location of Liberty 
readers, enabling the manufacturer to bring his advertising 
effort into closer alignment with sales opportunity; and other 
data which should help the sales and advertising executive. 


LiTERARY DicEest, NEw York, N. Y. A new survey called, 
“Zanesville and 36 Other American Communities,” Zanesville 
being chosen as a typical American city. Every home in the 
city was visited by a representative of an independent research 
organization and the findings are discussed, pictured, and tabu- 
lated in a 190-page volume. For instance, it tells just how 
many families serve soup in the city, and how many serve canned 
soup. Another publication, “The Lord of Telephone Manor,” 
offers very valuable statistics on residence telephones in the 
United States. 


MANUFACTURERS’ RECORD, BALTIMORE, Mp. “Blue Book of 
Southern Progress” is a yearly publication covering the manv- 
facturing and agricultural status of the southern states. 


THe McCatt Company, New York, N. Y. “McCall’s Blue 
Book of Circulation.” In addition to showing circulation of 
McCall’s Magazine, this book gives valuable statistics on popu- 
lation and purchasing power. 


MEREDITH PUBLISHING Co., Des Moines, IA. Conducts a gen- 
eral investigation regarding city markets every two years. This 
information is available to advertisers and agencies at any time. 
They also make a number of special investigations regarding 
particular subjects. 


Motor, New York, N. Y. “Just Where Is That Small Town 
Market?” An analysis of the market for automobiles, distin- 
guished as the small town market and the big town market. 
“They Just Don’t Buy ’Em in Odessa” is a survey of the market 
for automobile accessories based on the results of several field 
investigations. 


NEEDLECRAFT PUBLISHING CoMPANY, New York, N. Y. Needle- 
craft magazine offers a statement of circulation, distribution by 
sections, states, counties, cities, towns, villages, R. F. D. Routes. 


PropLes HoME JouRNAL, New York, N. Y. Recently com- 
piled two very interesting surveys—“Where Do Small Town 
People Buy?” and “Food Buying Habits.” 


PERIODICAL PUBLISHING CoMPANY, GRAND Rapips, Micu. “The 
Record Survey of Merchandising Possibilities in the Home-fur- 
nishing Field.” How advertising appropriations are spent by 
retail home-furnishing stores, number of retail furniture stores 
in the U. S. (analyzed by states and ratings), number of general 
stores, number of second-hand stores and other information is 
included. Available to manufacturers and to agencies. 


Tue PicrortaL Review Company, New York, N. Y. A De- 
tailed Circulation Analysis, by City-Size Groups, States and 
Territorial Divisions; by Cities, Counties, Canadian Circulation, 
and Foreign Circulation. Also map of the United States, show- 
ing Circulation and Population by States. 


J. WALTER THomPson Company, NEw York, N. Y. “Retail 
Shopping Areas’ won the Bok Award, the annual prize offered 
by the Harvard Graduate School of Business Administration. 
This book gives a detailed picture of distribution in the United 
States; it is a modern instrument for quota-making and sales- 
checking—a time-saving, practical book that will help its users 
to increase sales. It lists 683 actual shopping areas in the United 
States according to the size of the centers, also over 3,000 coun 
ties by states, names all incorporated places, and contains other 
interesting items. 


Woman’s Wortp Macazine, Cuicaco, ILL. “Woman's World 
County Handbook on National Distribution” and “Womans 
World Guide to Profitable Distribution,” analyze markets by 
counties, 
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To Win the Favor 
| of the Collegiate Market 


y ND it is worth winning, of course: for itself, —and And the avenue to their favor? College Humor, bought 
g for its influence in homes that are exceptional and read and passed around until—as established by 
° from the very fact that they send the youngsters to actual survey—it reaches around two-thirds of them: 
d, college. in all, 600,000 collegians who are at once your prospects 
“ 900,000 collegians—with all of the personal possessions measieanianniiaadicamaiemmiis : 
< that they must have—hats and shoes, suits and over- And the secret of College Humor’s magical success 
Ww coats, dresses and gloves, sweaters and hose, underwear with youth? 
‘d and lingerie of every kind; furniture and furnishings In the very definite way it is fashioned for youth’s 
he for their room; toilet articles of every description; interests. 

musical instruments; luggage and automobiles, and— When Cyril Hume, and Katherine Brush, Alec Waugh 
= well, all that you would expect a generation the best and Percy Marks, James Warner Bellah and Thyra 


dressed, the best housed, the best fed, in the nation to 


Samter Winslow, Donald Ogden Stewart and Corey 
™ require. 


Ford—all the grave, gay, insouciant interpreters of the 
ways of the men and maids of 1928—put their paper 
into their typewriters, they reflect the authentic spirit 
of their youthful contemporaries in every colorful line. 


u- 900,000 collegians, each of them a forceful leverage for 
the regeneration and the revolution of their homes; 
each of them an ardent and enthusiastic sportsman for 
a. your product. It is those writers—and others of their kind, whose 


writings are predominantly published in 
College Humor—that have won the favor 


of youth; especially collegiate youth, today. 
cet 
eld Garnish their work with pictures by the 
le: foremost illustrators of the day; with the 
by cream of the jests of the college comic 
tes. papers; with feature articles and depart- 
= ments closely designed for the collegian; 
Ww 
and you understand why College Humor 
rhe has met collegiate youth on youth’s own 
fur- ground. 
by 
ores And grasp the fact that College Humor 
° offers you, as an advertiser, the oppor- 
tunity to meet collegiate youth on that 
De- same ground. 
and 
ion, 
ow- 
stail 
ered 
tion. 
ited 
ales- B. F. PROVANDIE, Advertising Director, 1050 No. LaSalle St., Chicago 
pare C. W. FuLier, Associate Advertising Director, Graybar Building, New York 
ite 


THE JOHN M. SWEENEY COMPANY, 127 Federal Street, Boston, Mass. 
ae GorDon Simpson, 1008 West Sixth, Los Angeles, Calif. 
EDWARD S. TOWNSEND, 822 Kohl Building, San Francisco, Calif. 
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Advertising 


Various authorities report that the use of coupons 
in advertising has not increased in proportion to 
space used during the past year but has probably 
kept pace with the increase in money appropriated 
for advertising. Many advertisers report that they 
use coupons largely as a barometer on the interest 
value of the different types of advertisements used. 
They are not considered reliable as a specific check 
on the effectiveness of advertisements, except in 
those cases where direct inquiries are a definite part 
of the selling plan. However, when considered along 
with other factors, they are sometimes helpful in 
determining what course to pursue in planning the 
advertising. 

Some condensed information regarding coupon 
technique, based on the experiences of a large 
number of advertisers, is presented herewith through 
the courtesy of the H. E. Lesan Advertising Agency. 


Coupon Technique 


USE—It is generally conceded that the proper 
use of coupons will increase inquiries 25 per cent 
to 50 per cent. This may or may not be desirable. 
Coupons should not be used blindly, but only when 
the advertising plan clearly calls for them. They 
should not be permitted to distract attention from a 
main objective in some other direction. 

PURPOSES—Coupons may be classified as to 
purpose: 

1. To get direct orders or inquiries convertible 

into orders. 

2. To get inquiries (with or without sample order) 

for creating sales by local dealers or agents. 

3. To get “leads,” or invitations to call, for local 

dealers or salesmen. 

4. To test varieties of appeal, power of media, 

extent of distribution, etc. 

There is also the “memo” or reminder coupon, not 
intended to be answered by the reader but urging 
him to phone or give an order to a local dealer. 

REQUISITES—tThese points are generally con- 
ceded to be essential in coupon practice: 

Should repeat the offer clearly and distinctly. 
Should make offer easy of acceptance. 

Should give name and address of advertiser. 
Should make the offer sound attractive. 
Should be typographically isolated. 


WRN 


DESIRABLE—tThese points, while debatable, 
are recommended by experienced users. Coupons: 

1. Should not try to be “smart” or original—the 
old, standard simple forms are best. 

2. Should not ask questions or make the inquirer 
feel he is signing a pledge. 

3. Should make clear whether the offer is of some- 
thing really “free,” of a sample for a price, or 
a “send no money” purchase. 

4. Should show picture of booklet or goods 
offered, in or near the coupon. 


POSTAL REGULATIONS —In publications 
mailed as Second Class matter, the coupon must not 
occupy more than half the space of the advertise- 
ment. It is forbidden to say “Tear out this page” or 
“Tear out this ad.” The coupon must not be a mer- 
chandise order blank, which is ruled to be not an 
“advertisement.” Evasions of these regulations 
sometimes “get by” but are liable to cause serious 
trouble. 


PHYSICAL CHARACTERISTICS—In spite of 
logic, reason and common sense, long continued and 
extensive tests by experienced users of coupons 
indicate that the size, shape and position of the 
coupon makes very little difference in results. It is 
a commonplace criticism that the average coupon 
does not afford sufficient space for the inquirer to 
write his name and address, but practical tests show 
little if any increase in results when more space is 
provided. It is frequently urged to make coupons 
“easy to clip out”—hence the common triangular 
coupon at the outer corner of the page—but it ap- 
pears that few persons read with scissors in hand 
and that most coupons are torn out with the fingers 
and possibly trimmed later. But it is important that 
the coupon should be clearly identifiable as such— 
hence the use of dotted lines to delimit it. In the 
use of “keys,” it appears to make no difference 
whether one uses “Box No. —,” “Dept. —,” or any 
similar system, 


SUMMARY-—It is, of course, only possible to 
touch upon the high spots of coupon practice here, 
but it should be obvious that the coupon is worthy 
of careful consideration and planning. It should 
never be used casually or without full understand- 
ing of its functions and effects. 


References to Magazine Advertising 


From INCHES to PAGES in ten years. (How LePage’s Glue, 
Minute Tapioca, Dr. Denton garments and other well known 
advertisers have improved their advertising since 1916.) SALES 
MANAGEMENT, October 18, 1926, page 617. 

Romance of the magazine. ADVERTISING & SELLING, May 4, 
1927, page 25. 

There’s a “‘sixth sense” yardstick, too. PRINTERS’ INK, June 
9, 1927, page 69. 

What ten years have done for the class group of magazines. 
SALES MANAGEMENT, Nov. 13, 1926, page 801. 

Magazine executives meet with national advertisers, PRINT- 
ERS’ INK, March 24, 1927, page 160. 


One hundred and fifty leading magazine advertisers of 1927, 
one hundred leading periodical advertisers, PRINTERS’ INK, 
March 25, 1926, page 44. Printers’ INK, Jan. 12, 1928, page 25. 

Magazines hold first department meeting. Printers’ INK, July 
1, 1926, page 52. 

We crashed national markets on a limited advertising budget. 
SALES MANAGEMENT, Oct. 15, 1927, page 676. 

What I have learned about coupons. SALES MANAGEMENT 
for December, 1922, page 153. 

Shape, size and wording of coupons and replies, ADVERTISING 
& SELLING for December 19, 1923. (Order No. 194—Tran- 
scripts 50c.) 
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Agricultural Advertising 
Section 


Growth of Agricultural Advertising During 1927 
Circulation and Rates of Principal Farm Papers 
State Circulation of Principal ABC Farm Papers 
Useful Data on the Farm Market 

Farm Market Surveys Available 
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Southern Agriculturist 


Announces 


DR. GUS W. DYER 
Editor in Chief 


Farmer, Economist, Sociologist, Dr. Gus W. Dyer for twenty-five years 


professor of Economic Sociology of Vanderbilt University, of Nashville, 
Tennessee, long recognized as one of the leaders of American thought, has 
now assumed the position of Editor in Chief of Southern Agriculturist. 


To multitudes of readers of Sales Management, he is personally known. He 
enjoys a national reputation as a brilliant speaker and writer, hence it is not 
surprising that Dr. Dyer is in constant demand from manufacturing, banking 
and other business organizations, to address their national and group meetings. 
Wherever he has spoken, he ever made the farm, its welfare, its problems and 
plans for relief the background for his thoughts, and argued as an economic 
principle that all interests are vitally interwoven with the farmer’s interests. 


In assuming his new duties, Dr. Dyer comes to Southern Agriculturist at a 
time when it has the largest circulation in its history, 540,000, A. B. C. This 
is by many thousands the largest circulation ever attained in the South by 
any paper, North or South. Southern Agriculturist circulates in the twelve 
States from Virginia to Louisiana. In this section it has 


—More circulation in the cotton territory; 

—More circulation in the tobacco territory ; 

—More even coverage of circulation—seven 
States above 20 per cent, based on the 
number of farmers in the State. 


It has the greatest circulation in the leading crop, livestock, and poultry 
sections of the various States—thus giving advertisers a circulation that 
parallels agricultural wealth. 


We will willingly prepare charts showing the accessibility of this circulation 
to the sales-distribution of advertisers looking to better Southern sales. 


SOUTHERN AGRICULTURIST 
“The Giant of the South”’ 


B. Kirk Rankin, Publisher 
NASHVILLE, TENNESSEE 


JAMES M. RIDDLE COMPANY, Special Representative 
CHICAGO NEW YORK KANSAS CITY SAN FRANCISCO ATLANTA 
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Trend of Agricultural Advertising 
During 1927 


N CONSIDERING the farm market from the 

sales manager’s standpoint, one of the first 

things to take into consideration is the fact 

that the farmer is no longer isolated, away 
from market centers, and that distribution in the 
smallest towns and rural sections is no longer im- 
perative to make an advertising campaign in the 
agricultural press profitable. 

With the spread of good roads, the motorization 
of the country and the improved methods of com- 
munication that now prevail, the farmer who does 
not visit a fair sized market center often is the 
exception rather than the rule. Thus we see that a 
farm paper campaign is no longer possible only on 
condition that the merchandise itself is distributed 
in the strictly rural stores. Once it may have been 
necessary to send salesmen “to the forks of the 
road” to place merchandise in the rural stores, but 
the truth is that the rural store, while by no means 
extinct, is no longer a prime factor in the success 
of the agricultural paper campaign. 

In approaching the farm and rural market it is 
well to remember that the advertiser can reach it in 
almost as many ways as he desires. There are, for 
his consideration, the state and sectional papers, 
the national papers, the vocational papers, which 
specialize on certain types of agriculture, and the 
semi-national papers, which cover a wide range of 
territory, but which are not exactly national. 

In a survey of farm paper advertisers it was found 
that it is absolutely necessary to use at least six 
farm papers to begin to cover the field, and that the 
mortality rate in farm paper advertising was un- 
usually high in the one-paper advertisers, who used 
farm paper advertising more as a gesture or as an 
experiment than as a definite sales tool, charged 
with carrying a specific part of the entire sales 
responsibility. 


The Farm Papers 


The state farm papers, as their name indicates, 
are often concerned almost entirely with purely 
local agricultural problems, and in some cases deal 
almost entirely with news of but one or two major 
crops to which that section looks for the major part 
of its income. The sectional farm papers deal with 
a wider and broader range of subjects and it is this 
group of papers which often have the strongest influ- 
ence, and the most loyal following of readers. These 
papers are often built around the personality of one 
man who has strong political affiliations and power 
in the territory served by his paper. 

The national papers are divided into two classes 
—the strictly vocational type of paper, such as the 
Paper devoted to fruit raising, and the paper of 
broadest general interest, which not only interests 
its readers by its excellent farm articles but by the 
general articles on international problems and by 
its fiction stories, as well. These national papers 
take on the appearance of a general magazine more 
than any of the other farm papers and deal less 
with the technical side of farming. 


Nearly all of the farm papers make a strong 
appeal to the women in the farm families and, al- 
most without exception, have women departmental 
editors who are in charge of departments devoted 
to feminine interests. The farm paper is perhaps 
more nearly a paper for the entire family than any 
other type of magazine or periodical, because farm- 
ing is still largely a family enterprise. 

Farm papers have a strong dealer influence, first, 
because many small town dealers are either land- 
owners or are interested in farming enterprises, and 
second, because dealers’ trade is so largely made up 
of farm business that they must read the farm 
papers to keep in touch with developments. 

In considering the purchasing power of farmers 
it must be remembered that there are no statistics 
covering many of the sources of income which en- 
able the farmers to do a vast amount of buying on 
what appears to be a small income. The farmer who 
raises a small garden, who butchers a couple of 
hogs, who raises fruit and poultry, not for profit, 
but for personal consumption, adds that much to 
his income although there may be no official record 
of his having done so. Thus a farmer who may 
apparently have a small income is twice as good a 
prospect for a certain article than a city or small 
town dweller whose income is no larger than the 
farmer’s. 


Crop Conditions and Space 


Most successful farm paper advertisers have 
learned that crop conditions, while important in 
yearly sales, should not be considered in buying 
space. Conditions in one territory may be excellent 
one year and poor the next, but in poor years the 
farmer falls back on his investment in land and 
buildings for borrowing, and on this borrowed 
money he makes his usual purchases. Weather and 
insects cause fluctuations in farm income which are 
not always reflected in buying power because of the 
reserve capital farmers have in their land and build- 
ing investments. 

Another factor that is bringing greater respon- 
siveness for a wider range of products is the intro- 
duction of electric power into large rural areas, 
opening up new markets for electrical and house- 
hold products which were once considered out of 
the question for rural districts. The next great 
movement in farm life will be the improvement of 
the farm homestead. The average farm is well sup- 
plied with farming implements and labor-saving 
machinery—over-supplied, many authorities claim. 
This being true, the farmers will, in the future, 
devote a larger percentage of their income to the 
betterment of home conditions. This does not mean 
that the farm homestead is so very far behind the 
city home in conveniences and modern facilities, but 
that the movement in the direction of better home 
equipment has taken a very definite step forward 
in the past few years, so much so that many lines 
once found only in the city stores are being ex- 
tended to the rural districts very rapidly. 
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The sweeping progress of the American 
farmer toward standards of living com- 
parable in every way with those of his 
city cousin is one of the most striking and 
important developments in industry. The 
radio, the telephone, the automobile, and 
good roads have destroyed the farmer’s 
isolation, awakening new demands and 
bringing the ideas and markets of the 
world to his door. 


The Size of this Market 


Farm people comprise 30 per cent of 
the country’s population. And this 30 per 
cent owns 39.25 per cent of the total capi- 
tal investment in the United States. Ac- 
cording to a survey by The Farm Journal, 
on which this report is based, the capital 
invested in the country’s various indus- 
tries is: 


Value of farm property............. $60,000,000,000 
All manufacturing industries......... 44,325,470,000 
I MMNEIIN ois n 56 cd cls Sick ousene 21,450,900,000 
Mines and oil wells.................. 8,380,000,000 
Electric light industry..............- 7,350,000,000 
Iron and steel companies............. 3,500,000,000 
DREGUIOS GIO osc in ese saseeeeens 3,035,000,000 


National banks (capital and surplus) .. 2,970,074,000 
Automobile industry............0-50. 1,888,000,000 


Out of the 24,351,676 tamilies in the 
United States, 12,803,047 live in cities of 
more than 2,500 population. All the rest 
—almosit exactly one-half—live on farms 
and in small villages. Even if these do 
not all actually reside on farms, they are 
farmers in thought and outlook. They 
belong in this group, which, as C. J. Gal- 
pin, the eminent rural social economist 
says, “. . . . not only overtops all others 
in point of number, but in homogeneity of 
characteristics has not equal among the 
large groups.’ Despite our tremendous 
progress in other lines, farming is, and 
will remain, America’s greatest industry. 


Industrial Distribution of Population 


In judging the importance of a business 
from the consuming angle, the number of 
people getting their living from this busi- 
ness is one of the first considerations. 
From the standpoint of the producer, 
masses make the market. In considering 
a group, think of it in terms of people who 
must be clothed, housed, fed, educated, en- 
tertained, transported, married and buried. 
The following chart gives the industrial 
distribution of the country’s population: 


RURAL 

Farm population.......... 31,614,269 

Other country population. . 10,599,094 

Towns under 2,500........ 9,192,654 

| A een See 51,406,017 
URBAN 

Towns 2,500 to 10,000..... 9,834,532 


10,000 to 50,000. .... 12,499,440 
$0,000 to 100,000. ... 6,036,259 
100,000 and up...... 31,424,711 


$9,794,942 

The above figures are taken from the 
1920 census with estimated increases for 
the larger cities as of 1925. 


When Farmers Do Their Buying 


The old farm habit of doing a whole 
season’s buying at one time has changed. 


Data on the Farm Market | 


No longer do farmers buy a dozen of this 


and 500 pounds of that. Now they buy 
oftener and in smaller quantities, although 
in the case of staples they have a tendency 
to buy in larger units than town people. 
The tabulation here shows the distribution 
of the farmers’ income and buying by 
months, 


Monthly _ Distribution 
income from of buying by 


farm produce months 
LO re 8.6% 6.1% 
ee 5 6.8 6.0 
OS eee ee 7.4 & oe: 
I iiss cy Go Recsielonn 6.9 8.0 
D6 oo Sac cs enews 6.0 8.7 
DOORS 6 i neaieseseeans 6.2 8.6 
Roses cc ocictt acres sibs ota 6.4 8.7 
ROS ii6.c.ccinwssSamecs 6.9 8.5 
September............- 10.0 8.8 
ORL ORAL ERAR 12.6 9.4 
November............. 11.7 9.5 
ee 10.5 10.5 


100% 100% 

Working conditions formerly affected 
buying seasons. At seeding or harvesting 
seasons there was too little leisure for a 
visit to town, and horses were tired. Auto- 
mobiles and good roads have changed all 
this. 


Percentage of Farm Trade in Various 
Sized Towns 


Small towus depend upon farmers for 
the bulk of their trade. The figures given 
below, showing the percentage of farm 
trade in towns of various sizes, were se- 
cured from a survey covering 2,922 mer- 
chants in farming sections. 


Percentage Percenta 
Size of town farm trade town trade 
ee Ao: | ee 61.6% 38.4% 
PONG IOO vo vincessceee $3.2 46.8 
5,000-10,000........... 40.0 60.0 
10,000-25,000.......... 3.3 62.7 


Value of Farm Products Increasing 


Since the slump of 1921 there has been 
a steady increase in the value of farm 


products. This is illustrated by the fol- 

lowing figures: 
Year Value of crops and livestock 
BOO «cous es Rane cea oneKeeweeee $5,583,000,000 
ROM sci wh nnwat onavesienaeet se 9,954,000,000 
MORO! Vv ekuspha sled nwieiewweeeeeaee 19,110,000,000 
MORE sisseialesiad absisiecielsnecoaeme 13,369,000,000 
RORE) ccGiectisecessseceeuksnowsoee 15,042,000,000 
REO civics se p's'aip. dvb Aieisivieinen alee 16,634,000,000 
NORE aicwcdade a ccaenunnken cease 17,355,000,000 
OED. swissacdaeecscserseecceseaee 16,956,000,000 


Farmers Cutting Cost of Production 


Farmers now have 600,000 tractors and 
2,500,000 gas engines, giving them a total 
of 24,000,000 h. p. belt power for machin- 
ery. For field work the tractors give 
greater unit tractive power, greater speed 
and endurance than horses, permitting one 
man to accomplish far more in a day. A 
modern farmer, with a tractor, or more 
horses, pulls a spring-tooth harrow behind 
a disc harrow, doing two jobs at once. 
He harvests with a combine that cuts 
labor cost from 50 to 75 per cent. Corn 
is now harvested by machinery. Nearly 
500,000 trucks and 400,000 automobiles 
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speed his jobs. The business value of his 
automobiles is estimated at $984,150,315 
yearly. Scientific methods in use now 
enable fewer acres to produce more food, 
fewer cows more milk, fewer cattle more 
beef, fewer hens more eggs, and fewer 
hogs more pork. Science is becoming the 
handmaid of the farmer as she is in other 
industries, 


Distribution of Retailers 


This information is valuable in a farm 
market analysis because it gives the rela- 
tion of retail outlets to farmers by sections, 
thus enabling our subscribers to consider 
the market from the distribution as well 
as the consuming angle. 


Section 

Merchants A B Cc D 
Garages & Auto repair.. 46% 17% 14% 23% 
Boots and shoes........ 60 ll 15 14 
NB 6 Sia i aibiige wlecaxei So 42 18 18 22 
TF BOON so ciiccccccues 59 8 17 16 
ee 53 9 20 18 
ee eae 35 32 12 12 


The importance of this tabulation will 
be apparent when you compare it with 
those under “Farm Wealth and Income.” 
For example, Section A, comprising the 
area east of the Mississippi and bounded 
on the south by the Ohio river and the 
southern boundary of Pennsylvania, in- 
cludes 42.7 per cent of the value of farm 
buildings, 36.6 per cent of motor cars, 42.6 
per cent of tractors, 28.7 per cent of all 
farm property, and produce 30.5 per cent 
of all farm income. And the area has 49 
per cent of the more important retail out- 
ets. 


Reasons for Greater Farm Prosperity 


1. Decreasing acreage of farm land per 
person. 


2. Increasing per capita consumption of 
foods, especially of meats, dairy products 
and other higher-priced products which 
increase farm incomes. 


3. Cooperation among farmers brings 
more economy in marketing, better prices, 
better products, elimination of waste. 


4. Continuing improvements in farm 
methods—better machinery, better seed, 
better cultivation, better livestock, less 
expense for labor—increase net incomes. 


5. Improvement in transportation—rail- 
road service, motor-cars, good roads—low- 
ers marketing costs. 


6. Increasing education of farm people 
brings greater demand for manufactured 
products and for better products. 


7. More contact with town and city 
people, and with farm people from other 
sections, increases farm desires. 


8. More social life brings a train of de- 
sires. 


9. Moving-pictures, fashion shows, etc. 
educate farmers to more wants. 


10. Greater influence of farm women 
increases purchases. 
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? Two Great National 
: Rural Publications 


Great, not because of large circulations, but because each 
in its own sphere is giving its readers the kind of a paper 
they want. Great because their success is based upon the 
ons, merit of the editorial columns. Great for advertisers 
vell because they cover the most fertile fields of America. 


-| | %HQUSEHQLD 


Here at last is a magazine edited with real understanding 


with for the women of “Small Town America” and for their 
= sisters on farms. 

ge With a circulation of 1,650,000 subscribers it gives real 
ae national coverage of its market, and its popularity with 
ge its readers grows by leaps and bounds. In its columns 
cent will be found the highest type of advertising, and out- 


wil standing authors write its fiction. 


The Household Searchlight has a national reputation as a 
practical testing plant conducted under conditions com- 
1 per parable to the homes of Small Town America. 


“1 )  @ppers farmer 


rices, 


This national farm paper concentrates in the 13 Midwest- 


farm 


seed, ern States which produce and have about two-thirds of 
Pe the farm wealth of America. 

—rail- The year of 1927 was the Seventh Consecutive Year in 
i which Capper’s Farmer gained in Advertising, Circula- 
wiih tion and number of pages printed over the preceding year. 


ctured 


No other national farm paper scored as large an advertis- 
ci ing gain in 1927 as Capper’s Farmer. 
qd city 

other 


Its editors received an average of One Letter from every 
aie four subscribers during the year of 1927. 


s, etc, 


ARTHUR CAPPER, Publisher Topeka, Kansas 


women 
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Circulation and Rates of Principal A. B. C. Farm Papers 


a . 6 Month 
Publication Address Issued | Line | mittine | Average 
Rate 8 
Net Paid 
PiNiiera tenth a eri ha TAB osc 5 os Aisin 9 se KAN ak Sie a ae New York, N. Y.......| Weekly $0.80 | $ 5.76 138,855 
ee ee a ee eee ener eee ern Chtonge, TL... ....... Monthly 2.25 | 10.01 224,815 
Ce ene te Peers ra Chicago, Tl... .... 00% Monthly 1.25 | 10.10 123,781 
PPR SANST A CEANR eS PUA TS OEE oe cis sono: 5 16:3 ee orden 46 was wo eas viadavel IRR es or oters eo) re Monthly .25 | 10.04 24,900 
oe Atlanta, Ga........... Tri-Weekly .60 2.29 87,502 
ELE ORT SOT CLE TO CE See Me ey NS ere Monthly .60 | 12.05 49,770 
RGAIRGR TA AONE ER WAHL so 6: 6 52sec ov Jos a1 6 w ovarw euslaiatierave area od Sead ahem Los Angeles, Cal.......| Weekly 36 8.16 44,113 
ge s.r rr Topeka, Kan.......... Monthly 4.50 537 837,282 
EET CRE OTOP POET ETI eT ee: Memphis, Tenn.:...... Weekly .30 323 92,791 
| ee ee eee eee pe rrr Tri-Weekly .60 2.36 84,825 
EEO CTE OORT OEP T OE EE Philadelphia, Pa....... Weekly 7.90 4.66 | 1,501,216 
tel a cise ue Ldwnlicv beaks vik Sawa ea ae Des Moines, Ia........ Monthly 2.00 7.84 255,320 
Me ama RARER 5 ura cscaRn ips Vou E wa in auoc ie tan Paki a sare OTE Aberdeen, S. D........ Semi-Monthly .60 V2 82,801 
Re MAG 5.8. ptyaiosa caia\ocns « ayraisiabansig ani dak,0n SRLS eee New York, N. Y....... Monthly 6.00 4.85 | 1,236,023 
aren Be EAP TOO .. ..  isie ss ces cakisurarse ivbeneeawen Jacksonville, Fla.......| Monthly 15 8.80 17,045 
NN cs cnckavie de dnae ee Ciaviehab ed aeek eine +apieain ee Weekly 1.00 7.04 141,958 
No ic v6 niin oh REARS Se eRe RoE Philadelphia, Pa....... Monthly 7.50 5.54 | 1,365,395 
ohn cin 1s hina obec uk wae sce RRMETE alone Lol Spencer, tad........ 54: Monthly 6.00 5.61 | 1,069,168 
OU (OO) eo a ew SOM 6 fe ag || rr Monthly 175 8.75 200,000 
Pal, Dee" Came Fe FOS) | ows nes soe tsrince os chase cesnens St.Paul Mann. .. «<<... Weekly .90 5.79 155,470 
ci og 5 8s 0's: 85 55 bad Ne See cw arere eee enw St. Paul, Minn........ Monthly 4.75 5.78 821,629 
I SE ME INO, ind 0 sndee. 0c anne heesisba dave Parente Minneapolis, Minn.....| Semi-Monthly 1.00 6.42 155,858 
i iid kad nies Heeb eee Phe Maw eea teens ele Ft. Atkinson, Wis... ..| Semi-Monthly 125 9.20 135,899 
IE i wih dain ph eK EA ERES EKG eud KAD DEEL OR Ree Spokane, Wash........ Weekly .27 8.64 31,267 
PE  icctieercannncakasn ee hceed ieaueee in sinhnerentwek Chicame, TE... .. 2085, Semi-Monthly 90 5.85 153,947 
Padiana Patmer s4Suides 06555... cesion sateen ganswrseewassaaulees Huntington, Ind....... Weekly 1.00 6.67 150,032 
MIS MIIE RTO iat soa nceiers ROKaiw ib wim Seales Ss wesroereniees 24.00] Des Moines, Ta... 33... Weekly 1.10 6.65 165,498 
ee | Kansas City, Mo...... Weekly 1.25 2.59 482,497 
Kansas Farmer ** (Mail & Breeze) (see Page 299)................. POpeka PRAM icc 5-00 Weekly .80 6.54 122,262 
ee NU II i555. caahnae ds. ovale ce neaies eomeneaien Mt. Clemens, Mich... .| Fortnightly .60 6.82 88,009 
Michigan Farmer ** (see Page 299) .............cc cece ceeeeeeee Detroit, Mich......... Weekly .60 6.37 94,197 
PPE aia WED MN NAT OT os satan resets co itn 0 6 Ss Soden 506 TA tw aes vaio a Bt ARLES ESOT Columbia, Mo......... Semi-Monthly .50| 18.50 27,020 
Missouri Ruralist (see Page 299)... 2.0... 0... ccc cece cc cee eens St Mois. Mo........6 35. Semi-Monthly 1.00 6.55 152,742 
PRINIOR UNE TININD i oic6s aio Sas oi re. selene ein nwa ae ee adena one seaes New Orleans, La....... Semi-Monthly 45 8.62 52,229 
Eat MUATIEL Stivene ait ce acs 04s. on ewia ghd RSH S IAs 4a gee M RTE Great Falls, Mont... ..| Semi-Monthly 23 9.82 23,436 
pg OT COL CELE OTE TE EORTC er TET Lincoln, Neb.......... Weekly 75 6.94 108,058 
Dew EMRIANG TAOMCSECAT « .5. oss on cca sens secesseseaedbesaaahers Springfield, Mass...... Weekly .60 7:33 81,905 
Sen on a.) a a rere Cleveland, Ohio....... Weekly .80 6.56 127,847 
Ohio Stockman AN PArME «6 66 ok cies ce wies wad vvww ssw oarecivibns Pittsburgh, Pa:............ Weekly AO 6.96 100,620 
Oklahoma Farmer-Stockman...............00 ccc cece cease Oklahoma City, Okla. .| Semi-Monthly 1.25 7.03 177,893 
NS ag Sc ih a si en Ve Ceee ere hee ReENeTeeaRne Ree Spokane, Wash........ Weekly .30 8.83 33,985 
Pace Northwest Barim Tro... .ie koe ces covets atawsawihascageses Spokane, Wash........ Weekly .90 7.62 118,093 
“eet LOE i a ere a San Francisco, Cal... ..| Weekly BS) 7:50 46,658 
Pennsylvania Farmer ** (see Page 299)... ............0ce eee eeeee Philadelphia, Pa....... Weekly .70 6.65 105,252 
Pennsylvania Stockman & Farmer............. 0.000: cece eens Pittsburgh, Pa......... Weekly £55 6.19 88,905 
Pierce’s Farm Weeklies............... 0c cce cece ce seccceeeevecees Des Moines, Ia........ Weekly 1.75 6.50 269,268 
BRUHN OM OCOSS 505/56. 5/bla.4.0 ww Sey nde a atelan Sma senile anenrdmabnas Goan Springfield, Ohio...... Monthly J60: | 12702 49,905 
I 6s ns ese eeGhe rece the daw eReeee tees Le Mount Morris, Ill......| Monthly 1.50 | 10.33 145,187 
Piperer Warming... 66835 355. tiie a cK Od ne DEES wade oe seoae Detroit, Mich......... Monthly .30 5.64 53,151t 
RPTL IMERIIO No css 6.e:d:4 lain. 4:8 4 Rca Rwstnrd ear eed tord aniston dle @rseipaubamele Chicago. Til... os... Weekly 1.50 6.63 226,137 
Progressive Farmer & Farm Woman **.......................005 Birmingham, Ala......| Weekly 2.60 5.56 466,924 
ere er ren er fer ee ree ee New York, N. Y....... Weekly 1.25 5.02 248,889 
Ne NI NI IN 5.0 'p 0 5.5. 0. pr ns'n a aiecn’ geen ie meg OS SS | ere Semi-Weekly .70 2.81 124,542 
South Dakota Farmer & Breeder... 0.0.02... cece ees Sioux Falls, S. D....... Semi-Monthly 50 9.84 50,786 
Southern Agriculturist (see Page 296)................. 000 e eee Nashville, Tenn....... Semi-Monthly 2.80 5.45 514,116 
MeRPEN RD EER OD soho dint aes so way Sse lar tian wzentooa fod Dasa Re Richmond, Va.........| Semi-Monthly 1.10 5.64 195,068 
OS RE rere errr ery oe ee rere are Ationta, Ga... .......+. Semi-Monthly|} 2.50 5.74 | 435,295 
in 5s 9605's spd 4 bd Lace, 6 RSE E ES OER ORD Des Moines, Ia........ Monthly 6.00 5.94 | 1,014,593 
Twice-a-week Spokesman-Review................cceecccceeeeeees Spokane, Wash........ Semi-Weekly HZ 8.05 14,915 
Re RUARSEEE os, 535 she dis GGaw wah Riep dma Gd Ria he Rolo od ARTO Salt Lake City, Utah...| Semi-Monthly .20; 10.50 19,019 
Yn nck pe nanccoecinadencapeaaond Vedas Des Moines, Ia........ Weekly .85 7.62 | 111,615 
WV AEHINGTON PANES 6 i505 co one nce cw n wens eedenbewens ceaieviees Spokane, Wash........ Weekly .40 EN 52,841 
IIR RII. oils nk ssn crsavctensewbdossceasteseebareus's Denver, Colo.......... Semi-Monthly .55 9.23 59,563 
IV AIODIDNIID ASR ACHEEANE IGE os. 6.0:S.acpoacsvera wi oreud dein bie dine Crate wararaeeoleke RACINE NWiIBis.«siccac 50% Weekly .60 7.90 75,910 
COTTE 0. ne eee nn ee eT NP ACHBOAEIINIG sts '« 5 Gor. tional oat aura .70 6.75 103,770 
* 6-30-27 Statement. _ eee ; 4 colors $12,000 page ) Circulation 
oe . i . i i i ee colo: > 
Fred H. Ralsten Company, Chicago, IIl., handles color inserts in this group of weeklies 2 colors "10/500 page 2,000,000 
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Forty Million to Feed, Clothe and Shelter 


40,000,000 Americans make their living on 
6,000,000 farms. 


Income 
Last year’s crop, dairy and poultry produc- 


pumps, motors, lighting equipment, washing 
machines, sewing machines, furniture, bedding, 
linens, towels, rugs, carpets, hard surface floor 
coverings, phonographs, pianos, radios, china, 
hardware, cutlery, silverware, cooking utensils 


| tion was valued at over $13,000,000,000.00 of all kinds, etc. 

) Cash income from other , 

} sources over - - - 600,000,000.00 Supplies 

) C apital Soaps, washing powders, flakes, cleansers, 

; : disinfectants, antiseptics, toilet articles, tooth 

; Their farm properties are brushes and paste, creams, powders, shaving 

; valuedat - - -  - $77,000,000,000.00 cream, soaps, razors, combs, brushes, etc. 
Farm building valued at  11,485,000,000.00 


Farm machinery valued at —3,595,000,000.00 Farm Equipment 
1 — _ ily al a d 5,596,922,000.00 Farm implements of every kind, automobiles, 
3 arm a in ee tractors, trucks, wagons, milking machines, 
5 Savings banks reported in separators, harnesses, tools, hammers, axes, 
3 8 states - i ° . 3,063,000,000.00 hatchets, saws, planes, files, wrenches, fencing, 
5 Market — a silos, stock and poultry feeds 
| . and remedies. 
; rere = age They operate 5,000,000 automobiles and 
10,000,000 girls and boys trucks, and 500,000 tractors for which they 
a Besides the old folks, babies and hired help. _ ™ust buy gas and lubricating oils, tires and 
: SE Se These farmers are intelligent American Citi- 
17 Food They Must Buy zens. They know and appreciate values. They 
a ‘ buy quality merchandise and prefer trade- 
32 In addition to the food they use direct from marked goods. They are influenced in their 
> the farm such as milk, eggs, butter, some meats buying by the advertising appearing in their 
‘9 and vegetables, they must buy flour, sugar, favorite state farm paper. 
9 meats, bread, soups, fish, baking powder, yeast, 
: salt, soda, seasonings, shortenings, condiments, 
“ fruits, fresh, dried and preserved, coffee, tea, The Ralsten Color Insert 
4 canned goods, gelatines, breakfast foods, etc. in the 
29 : - 
36 Clothing Standard Farm Field 
cn They buy men’s and boys’ suits, dresses, The insert appears in the leading state farm 
yr dress goods—cotton, woolen and silk; linings, papers covering the 32 most important agri- 
20 pai oe — a — cultural states, ABC circulation in excess of 
93 aautae ae ng Pi hi ‘ igo <o a — 2,000,000, a greater circulation in 2,000 of the 
85 pera ivintes Peagyensictdigggune slag reins. dt enaeelgghtoe 2,500 counties in these states than the largest 
93 it Seca —- a oo rub- circulating magazine. More circulation in 2,200 
vd ped ile, pe RE: | vey. eee: counties than the largest circulated so-called 
einadaian national farm paper. 
Shelter These inserts are printed on A No. 1 (S&SC) 
168 ; : opaque paper. They are limited to four pages 
05 They are constantly in the market for build- and confined to one advertiser in a line in any 
a ing material of every kind from cement to roof- issue. They dominate the publications and 
37 ing. The upkeep and replacement on $11,000,- eliminate competition. 
000,000 buildings is a stupendous item. Lum- It requires but one order and one set of 
924 ber, insulation materials, building hardware, plates. You can buy one page or more up to 
oe wallpaper, wall coatings, paints, interior and twelve pages in any year. 
786 exterior, etc. Four Color Process page, $12,000 per page 
116 H Bow 30% premium over black and white rate. 
068 ae: Spee Two Color Process (your choice of 
295 Heating plants, cook stoves, hotwater heat- colors) - - - $10,500 per page 
i ers, bath tubs, sinks, all kinds of plumbing, 13.8% premium over black and white. 
019 
613 For open dates, and other particulars, address 
563" 
910 


Fred H. Ralsten Company, Publishers 


Tribune Tower, Chicago, Illinois 


250 Park Avenue, New York 
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Circulation of Forty-eight A. B. C. Farm Publications by States 


Ameri- | Ameri- — The 
December, 1927) | Agri-\can Fruit|Breeder’s| Capper’s| Capper’s rset el Dairy | Dakota |Farm and) The |Farmer’s| parm 
A. B. C. Report Used | o trurist — Gazette | Farmer | Weekly a Farmer | Farmer | Fireside | Farmer | Wife Journal 
ag. 

ee PCE 99| 7,929 217 2. eee 27,015 | ores 7 ee 4,493 19,334 
New Hampshire ...... 47 4,516 105 I LE ie 8,339  —_—ae ee 2,540 10,317 
Vermont...........-. | 322} 1,857 141 | re ic a? ae <, or 3,037} 12,705 
Massachusetts........ | 1,677; 10,460 255 |) eee 33,674 EOS Gos. soca i re 2,362 28,885 
Rhode Island......... 60 1,026 43 >, ae 3,053 a Sosa ik eee 414 4,209 
Connecticut.........- 3,960 4,291 283 1S ee 12,504 (2: re | are 2,487 16,036 

New ENGLAND...... 6,165} 30,079 1,044 i |. ee 91,984 6974) oo... cen A. | 15,333 91,486 
Sree 102,789} 22,829 oa.) 91,006} 15,060)........ ee 67,680} 90,844 
New Jersey........... 11,810} 6,003 150 468)........ 28,095 . ae ee 14,766} 24,592 
Pennsylvania......... 19,082) 24,729 Pi - Je i eee 80,645} 109,938 

Mippte At tantic...| 133,681) 53,561 i. i’ | ee yiyh Ze. > ot. ae 63,091) 225,374 
ener 1,081 515 35 cuca cerlas 3,387 eee See 1,032 3,632 
Maryland............ 1,767, 3,143 i)! ee 13,658 eee ok re 9,615 5,446 
District of Columbia...|}........ 132 58 1c) een 1,567 Bole, ies os 286 829 
WATER, cosh eee loaf alely oes alvnig 1,763 1,144 SEOES|). ois 5.85% 27,568 2/30/51) ar 1) rere 12,855 21,343 
| ee Prrmaerer 3,098 776 i See 10,170 & See in a, ee 10,672} = 14,977 
eS eee eer 1,629 400; 5,607]........ 22,274 ) ee ch eee 20,123 7,723 
South Carolina........)........ 652 194 <7) re 9,372 2, 2h re 957 2,310 
IRR AC ai cwsiweoloin 65 a8 1,262 333 OD eee 9,785 on Oe. HGO66) 5." ox 1,910 4,964 
RIPE: Seer eee 2,932 i i ee 6,987 eee 543 3,239 

SoutH ATLANTIC.... 2,788) 15,126 S337] AT SIA cae 104,768 | | 57,993 74,463 
orn ree 574| 14,473} 6,483) 11,783]........ 73,309} 15,040)........ 89,373 58,682) 109,601 
eee eevee {eos Be ae fee 43,457| 12,388)........ ae 39,454) = 72,325 
SE ere Peery © 15,063} 6,125} 47,529) 9,035 69,142) 15,452)........ | ee 64,095; 78,937 
SCT Cee 15,056} 2,251 eee Siget i24i7........ os. ee 56,115} 82,620 
RE Ten reT - 1,282 1,581) 46,547) 2,781 bys i? 37,575} 12,145) 54,742) 83,357 

E. N. CENTRAL..... 574| 57,347; 20,205) 146,199] 11,816) 267,699} 76,918)........ 290,786) 12,145) 273,088] 426,840 
ee EEE E TE OTe Te 4,053 7 ee 15,101 ae re 13,381 22,449 
IN i: wiiseckrc eae barss erandoi 1,468 983 >. ere 18,972 _ ae 8,037 8,621 
De a (ere 2,491 285 CF See 13,173 ee i) |: re 323 5,475 
II 6 6 n.5 tives abes denacns 1,734 368 614 212 10,456 ee ae 378 3,331 

ES ee ener 9,746|- 3,063) 8,551 viv i i S| re ot ee 22,119) 39,876 
CCT EEETE, PTO 495 1,919} 57,419}  6,440| 38,950) 19,722 850} 44,906) 92,172) 61,714) 66,916 
NS Ns ieee bana pena ning 11,548} 4,716} 70,308} 16,883) 57,852} 34,000)........ 85,139) 2,822) 66,086) 110,764 
OT. ee 10,297} 3,459) 84,312) 83,780) 35,597| 13,069)........ | er 27,502} 40,876 
North Dakota........]........ 140 1,135) 24,385} 2,845) 25,643} 6,631} 34,078 19,141} 25,248} 18,931 15,010 
South Dakota.........]........ 205 1,552) 24,929} 5,689) 24,481 6,112} 43,710 16,981} 21,062} 18,219} 20,368 
Sr are © 2,392} 2,661; 69,153} 42,333) 28,514)  9,323)........ PRS 40,221} 48,862 
OS ES ee Meee ery: 5,250} 2,648) 73,226) 109,332} 39,864) 11,456)........ on os « oe 32,471} 46,571 

W. A, COMTRAL. oc bicccsess 30,327} 18,090) 403,732| 267,302} 250,901) 100,313) 78,638) 340,263) 141,304) 265,144) 349,367 
CS: it nvtnayadabewopeoks 3,776 327| 19,896} 2,227 11,542 |, epee | ae 768 5,718 
ee Mere re 1,348 109 451 235 14,506 . Sa J! eee 149 5,701 
Sn EET EE Cee 7,934 567| 65,484) 42,779 14,015} 3,908)........ ol eee 16,707| 22,037 
RR Soi iss icles. Sea Tore SSO 1,367 1,100} 102,324) 17,004 29,980 | (30 | one 7. S| er 1,140 52,296 

W. S. CENTRAL.....]........ 14,425} 2,103} 188,155} 62,245 70,043} 6,772)........ ree 18,764) 85,752 
IOS ne. (eee 60 1,374| 14,977 2,354 16,994 1,945 2,910 19,071 1,855 3,910 6,731 
Se ere emer 324 623} 2,740 983 16,428 LF . ee eS ee 722 7,510 
ae Mere 82 619} = 5,303 1,268 4,122 | ee are 640 2,819 
ER ecities oak nade hak onus 746 1,309} 21,710) 18,472 19,972 rer St are 5,091 14,022 
rn 460 357; 4,129 1,522 2,704 Seer re 217 2,116 
Arizona..............{....000- 843 133) 1,970 406 3,245 Se ee 477 1,778 
renee Seer 1,102 202 1,051 364 3,121 ear \ | eee 1,983 5,364 
Ores err ee 106 96 543 179 1,802 Seer ee i: eee 152 620 

| ee rs 3,723} 4,713] 52,423) 25,548) 68,338 7,672} 2,910) 69,570 1,855} 13,192} 40,960 
RE Cer eee 1,222 624| 3,679 1,375} 36,263 >, ere a ont ES 1,637} 18,264 
Ee Sree 1,045 436} 4,070 1,194 25,067) 2,968]........ 16,109}........ 1,407} 12,389 
ee ees ere 11,333 8441 8,219} 2,707} 45,713)  5,680}........ 58,386]........ 4,157] 21,383 

POPPI CTR: See rere 13,600 1,904) 15,968 5,276} 107,043} 10,430]........ aero 7,201} 52,036 
Unclassified........... 869 33 ee ee 262 |. Sepreree J, EPPeTe: Pee 

UnirTep STATEs..... 144,077} 227,967) 57,621) 844,187| 375,371] 1,231,298] 254,145] 83,138] 1,245,029} 156,976} 835,925] 1,386,154 
Alaska and U. S. Poss. 22 32 147 47 127 es: Se 416 2 24, 2,799 
COIR. cisnscwavens 20 932 556 184 58| 78,453 133 43 2,179 64 290 1,758 
Foreign.............. 77 234 269 17 30 6,653 59 3 270 12 26 736 
Te eee errr RTE ereree: Sere ee een errs Kern er eee Se ene Mere rs.. 
eee eee eee — Se Se 225,337 eee Te. ee 13,630 

Granpo'Torat.......| 144,196} 229,165) 58,895) 844,435) 375,586) 1,544,223] 255,247} 83,184] 1,264,155] 157,054 sca 1,405,077 
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Circulation of Forty-eight A. B. C. Farm Publications by States 


December, 1927 
A. B. C. Report Used 


Farm- 


Hoard’s 
Dairy- 
man 


Iowa 
Home- 
stead 


Missouri 
Ruralist 


NaNO situate xcs is 
New Hampshire....... 
En ee ee 
Massachusetts........ 
Rhode Island......... 
Connecticut.......... 

New ENGLAND...... 


New LOtRic Shs dee: 
New Jersey........... 


Pennsylvania......... 
MrppLe ATLANTIC. . . 


ACC ee 
Maryland 
District of Columbia... 
RR eee 
West Virginia......... 
North Carolina........ 
South Carolina........ 
CE ee ee 
> dictbacees leer, 


Michigan............. 
WISCONSIM:............-. 
E. N. CENTRAL... .. 


Mentachey: occ 5.05 ses: 
Tennessee............ 
(oe 
RNSCISSIDPE So eee ae ss 

E. S. CENTRAL........ 


Minnesota............ 
Bsa boc strere wae ere 
IMISSOUED «ccs os ecco cw 
North Dakota......... 
South Dakota......... 
Nebraska............. 
[1 CE a eer 

W.N. CEnTRAL..... 


SR Ree 
ee 
Colorado 


Arizona 


Canada 


+ 3:0 Oe’ wis. 6:60 
Ceo eee eer esrces 


2,701 


2,118 


486 


Farm Farm* 
Life | Mechan- 
ics 
9,856 532 
7,510 1,461 
8,081 490 
15,369 1,267 
2,035 229 
9,476 595 
52,327 4,574 
60,218 4,643 
11,728 3275 
63,185 7,430 
135,131} 15,348 
1,554 112 
6,978 657 
634 37 
17,447 667 
22,979 697 
19,279 858 
7,738 369 
16,121 381 
6,242 533 
98,972 4,311 
70,767| 10,089 
90,050 3,523 
57,594 7,732 
49,122 4,399 
59,825 5,373 
327,358] 31,116 
41,790 1,221 
15,886 709 
17,324 509 
12,118 405 
87,118 2,844 
49,774 3,770 
79,645) 26,133 
25,658 5,413 
26,411 2,243 
17,687 2,070 
26,169 4,215 
36,819 3,846 
262,163) 47,690 
13,350 1,351 
5,520 412 
10,566 2,758 
16,896 3,776 
46,332 8,297 
14,608 1,423 
4,002 830 
2,856 402 
6,509 828 
1,665 229 
1,074 79 
1,919 397 
554 218 
33,187 4,406 
9,327 3,844 
6,901 2,683 
13,392 2,283 
29,620 8,810 
Beat tans 63 
1,072,208) 127,459 
335 53 
547 231 
166 172 
ee ea Aaa, 1,340 
1,073,256) 129,255 


158,559 


138,827 


Idaho | Farmer | Indiana 
Farmer | (Orange- Farmer's 
Judd) Guide 

Cen FRerer re 31,517 
‘Saas 9,387| 102,141 
40} 142,211 6,317 
ree eens 8,042 
SER Rees 

50} 151,598) 148,017 
ee ie ees 385 
ARS RE ee 385 
Re Pa ary 2 
Re See, 
ee BREE SO 
| CRORE eet ty 
Se, eee ker 
A ee 
cic ci bees. 
|| Saepaneeerpecte| SO Mare ey 
te NOES. Sea 
SRR: eae 
REE ene ree 

Es icaacccsecea tei 
See. Aeetrereney 
RRR acne 
367 2,936 629 
31,075} 154,534) 149,031 
a. ESRI: EOE: 
31,080} 154,534) 149,031 


167,938 


Kansas |Michigan|,,- )- 
Farmer | Business gener 
and Mail| Farmer 
& Breeze 
Pee Arne ane 509 
ae bicha acca pe teres 413 
Pt dca ae Sha eat 274 
eet 94,238) 95,366 
94.238] 96,562 
— Vai iene 
pre | RR RRR 
_ .... RE eee 
ns cx ckbne naw 
arias ah Seneineet 
‘ate: SS enna 
= 0 A RRS 
AR Sear 
1,720 1,298 544 
123,461] 95,536) 97,106 
eee * amen ame 
Serre] Serpe ee 5 
123,466} 95,536) 97,140 


152,863 


* June 30, 1926 statement. 
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Circulation of Forty-eight A. B. C. Farm Publications by States 


December, 1927 
A. B. C. Report Used 


Mont. 
Farmer 


Neb. 


Farmer 


New 

England 

Home- 
stead 


Nor- 
West 
Farmer 


Ohio 


Farmer 


Ohio 
Stockman 
and 
Farmer 


Okla. 
Farmer 
and 
Stock’an 


Oregon 
Farmer 


Penna. 
Farmer 


Penna. 
Stock- 
man and 
Farmer 


Poultry 
Success 


Maine 
New Hampshire....... 
Vermont 
Massachusetts........ 
Rhode Island 
Connecticut 

New ENGLAND...... 


New York 
New Jersey 
Pennsylvania 

MIpDLE ATLANTIC... 


Delaware... css... 
CO, 
District of Columbia... 
WANG os ever. s.0 v0 
West Virginia......... 
North Carolina........ 
South Carolina........ 
Cc ae 
cc! 


Michigan............. 
Wisconsin............ 
E. N. CENTRAL..... 


Kentucky ..6 665... 08. 
Tennessee............ 
Alabama............. 
Mississippi........... 

E. S. CEnTRAL...... 


Arkansas............. 
Louisiana............. 


Oklahoma............ 


Montana............. 
CS 
Wyoming............. 
Colorado............. 


LU 


Washington........... 
Ca) 
California............ 


PACIFIC. ..o.0550555. 


Unclassified.......... 


UNITED STATES .... .| 


Alaska and U. S. Poss.. 
oO 
Foreign.............. | 
Miscellaneous......... 
News Dealers......... 


GRAND TOTAL 


ee eee | 


16,223 
12,209 


| 


26 


1,142 


607 


33,657 
171,502 


14 


35 
23 


314 


773 


Poultry 
Tribune 


cicentaa 


25,521] 112,061! 
| 


102,571 


131,536 


104,315 


178,591 


33,424 


109,595 


161 494 


aaa 
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Farm Market Surveys 
Available 


CAPPER PUBLICATIONS, TOPEKA, KANSAS. 
Studies of the consumption of merchandise, 
farm income, standards of living, buying 
and reading habits are available to adver- 
tisers and advertising agencies. 

CowLEs PuBLISHING Co. (Idaho Farmer, 
Oregon Farmer, Washington Farmer) 
SPOKANE, WASH. “Five Major Markets of 
the Pacific Northwest.” 

CurTIS PUBLISHING COMPANY, PHILA- 
DELPHIA, Pa. “Agricultural Implements” 
and “The Farm Market,” are two of the 
farm market surveys available. 

DaIRYMAN’S LEAGUE NEws, NEW YORK, 
N. Y. “New York City Milk Shed” and 
“New York Dairy Farmer Market” are 
available, as well as surveys on specific 
products. 

THE FARM JOURNAL, PHILADELPHIA, PA. 
Has some interesting things to say about 
getting the “cream” of the rural business 
in “The Primary Farm Market.” Other 
surveys are also available. 


FarM LIFE, SPENCER, INDIANA. A farm 
survey, “Fifty Million Customers.” Color 
charts, circulations and population analy- 
ses make this book helpful. One of the 
features worth mentioning, the value of 
farm buildings in Illinois is $776,000,000. 
Also has available for distribution a 148- 
page book, by Tim LeQuatte, Publisher, 
entitled, “Forty-two Thousand Gateways.” 
This book shows the sales importance of 
each post-office. 


THE FARMER, ST. PAUL, MINN. “Who's 
Who—What’s What—and Why.” 

FARMER’S WIFE, ST. PAUL, MINN. Com- 
modity surveys of the market are avail- 
able to advertisers and agencies. 


MEREDITH PUBLISHING COMPANY, DES 
Moines, IA. Conducts a general investiga- 
tion annually regarding the farm market, 
which information is available to adver- 
tisers and agencies. 


THE OKLAHOMA FARMER-STOCKMAN. 
Why the tall corn grows in Oklahoma; 
also correct automobile lists by makes and 
counties up to January 1, 1927, included 
in the data found in the new “Oklahoma” 
book. 

THE PROGRESSIVE FARMER AND FARM 
WomaN, BIRMINGHAM, ALABAMA. “The 
Next Half Century Belongs to the South,” 
has developed a new index of buying- 
power for the Southern Market. The 
analysis includes 13 states. Some adjust- 
ments have been made in the weighing of 
marketing factors in this survey, which 
makes it more valuable than the usual 
type of market data. For instance, it rates 
the number of farms per square mile, so 
that the charts are useful to the man who 
sells an article affected largely by density 
of population. Their Dixie Data Book is 
also available. 


SOUTHERN AGRICULTURIST, NASHVILLE, 
TENN, Circulation by counties, together 
With farm statistics, is available. Also an 
analysis of farm trade in the booklet en- 
titled, “Accessibility” is also available. 


STANDARD FARM Papers, INnc., NEW 
York, N. Y.—A statistical guide to “The 
‘other half’ of America’s Market”—what it 
's—where it is—how to reach it—is a new 
atlas of agricultural America; a practical 
Buide for sales and advertising executives, 
to the most productive rural markets in 


€very state and section of the United 
States, 


< 


Northwest Farmer's } 
were Roped Off ~_ 


Farm families make up 51.2% of the total population 
in THE FARMER’S territory. Less than 23% live in 
towns of 10,000 or over. 


If these 423,263 farm families were shut out from 
buying in Northwestern towns, dealers would experi- 
ence sharp sales decreases. Hundreds of them could 
not continue business without farm trade. 


You are “‘roped off” from 51.2% of Northwest business 
unless your advertising has created farm demand. 


In this territory you not only have farmers, but farmers 
of a highly desirable type. Dairying has insured farm 
income. The semi-monthly cream check has spread 
farm buying over the entire year. 


Minnesota—first in creamery butter production—gets 
34.4% of its income from dairy herds. More than ten 
cents out of every dollar in the Dakotas comes from 
the same dependable source. 


Northwestern farmers keep informed through the 
Northwest’s Only Weekly Farm Paper. 


Wallace C. Richardson, Inc., 
250 Park Avenue, 
New York 


Standard Farm Papers, Inc., 
307 No. Michigan Ave., 
Chicago, Ill. 


Northwestern Member Standard Farm Paper Unit 
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Circulation of Forty-eight A. B. C. Farm Publications by States 


Progres- 
= sive . 
December, 1927 Power") Prairie | Farmer Rural [Southern Southern |Southern Success- Wallace’s Wash- | Wis. Wis. 
A. B. C. Report Used Farm- Farmer | & Farm New | Agricul- Planter | Ruralist ful Farmer | ington Agricul- Farme 

a ee ing a Yorker | turist Farming Farmer | turist iaaeed 
| ee ee 51) oer: (ene aera e RE See eee 0 Sree Aer ees Pee en 
New Hampshire....... 2 ARR eae, AD te BON so 45i< Perceive tie la ne ee Jy) c 1 EN (eee: | eevee Ce | er 
OT RRR oo AM ae RE creer meee EE Rae, (ee eee) ee 
Massachusetts........ OOM lis oe Ne eae 1 Ur CRA ear | a CS | Us (Perce ieee | (rues Cee cs a 
UCIT i Be oo Be ee ne RS cll Nee Ook callin ac ie elena cae 2 Ser | Cle ante er | rear er 
Connecticut.......... Bee ot os oot ha Seer MUSILO| ec, sce el eaeerean ee ce ae a eh 2 | Oo) en acer 

New ENGLAND...... ROOT cota A sod ncdeae LS | RO era | ey eer RR: Renee oan Sees 
3 ae Rn Serer 122,699  ORRRENE TS: Severs: arte een 
eew Seey........... _. ees ere! RR ere ees Serre eres! eee |e 
Pennsylvania......... OBB es cinckeale-co eters A. eer anne EER ey Sees eee 

Mipp.e ATLANTIC... ee, Meer oo) SR Sewer: Serer | ESE Sera” bare Serene 
ee ee ES ae ee Wee ae 1,719 20 co: a _ See eee Meee aes 
EE ee 2) | eee ae eee 8 4,198 483 20,409 2,482 See ee Se 
Dmtact or Columbia... | 626.646] s06+< eesds eae ea _ Oe RN eer Samar epee 
REIS 5 eee 29,224 2,586) - 28,221 77,196} 26,739 if he Pee eo keen | ae 
West Virginia......... 1s) (meres [er 1,896} 15,849 PSOrol S2BCGSE) POSE a... 60s. oe stews bedeaies nese 
North Carolina.......  . ee 84,593 320} 50,508 47,810} 57,049 ee? ree ee Spee Pee 
South Carolina....... Os sacs ttn 28,706 71| 28,478 11,066} 26,954 1S a ees aneerrer ||P aerut ee 
Cl ee | eee 39,603 1281 £G8;399) oc cea.s 86,510 eI le. sh NS yet IN eeehogs! shins. sho 
oR ee erm 5. 7,852 i? eee 43,958 SN Eee See 

SoutH ATLANTIC. i, ') oo Mr ie BR ee hs ES nr” ree ren eee 
ceases so actah at Ak  ., RIPE Cees = 12,805 Et a) nea CET ne Cee | eee a ene 
Indiana.............. 2,636] 70,254)........ 592 7.5) ane eee | (Re ar Pee pose on eae cee stream Ree ccs 
Le 4,169} 148,283)........ 859 eee: eee 88,551 7,0. er 1,335}. 
ee A, ee Sere s SR CRG Hear meres Ss A) eee |Onarae re Se 
Wisconsin. ........... 2,440) 14,049)........ LE RF 2 | AES tare a rarer (2) eee ae 77,045) 103,008 

E. N. CENTRAL... 22011] 2525S... oc: 18,072 OSS vis <ichis cardio oacaeaene 378,177 7,048]........ 79,831} 103,008 
Kentucky <.... 640... ee 8,570 274| 68,669 es Ie ed ie Es ik eee edens Meee Doce visas 
Tennessee......... ' | er 28,500 271| 74,231 a Peer, Serene: Sennen 
Alabama.............| 4 re 52,504 104) SS729) occa cs es 68,119 I ices ec cs Oe WRG a Aes #8 Oe 
Mississippi........... Ct 40,718 40) S402). 2... cast 40,289 cy | Reo | [RE | Rs a | |e 

E. S. CENTRAL...... 1 er 130,292 689} 252,031 eo eS Ee ee Sere eer: nr 
Minnesota............ 2 eee ere UR Se meee 65,797 I oh ie 519 647 
SM eB hocnwe cee sicend 8,370 M853) 6 is vecaccis  EREERS Sete ire 104,149 9)? 2, | 
Missouri............. | ae: Seperrt 398 ee. Speen t 67,731 RR Se ee 
North Dakota........ CL er | eee omnes 7 GL ROMMEL ae ee | Mea er a 225 G-1 ESR | RIRE ene  eeeceenee | Rn ear 
South Dakota......... EE SE EROLs CCR ES Becca herecs suse erat dcs vce 21)... (041 || BERRIES se | [A RSS| | te a | aa ee 
ee ee eee ERR ONO ee Pe erm 44,385 | RSENS. Speer sane 
OT ae S21 re eae SD ee eel tet enol eee RB roi eal ern 9 escent [teste teins cae 

W. N. CenTRAL..... 17,794 13833). castes 1,515 3), 51. Oe ees (egress Sere: See, 6G Si... ..... 784 647 
Arkansas............. 1S | rr eee 33,022 a), | 9,907 1S) ee aU ce | nce a | ere a 
Louisiana............. BAL ewer 11,741 36| 27,442)......... 11,753 IS Sere Sree ee) Aree 
Oklahoma............ 2 ee 18,575 85 Co. | ore 9 RGR Reyegces: Serres. freee 
AWERE oi BrP AS scare 2 1 ee 107,008 134 Cd ee SE Pee Ree Sewers 

W. S. CENTRAL..... | __—eee 170,346 a el A Meee Serres cere 
Montana..... BBS: cc wacale en kuraend | Ce aes ere Persea (<a Bear pect) ead ate slhie 
Idaho................ | C) a eran aes RS etree See SS 9k he G12 | ae ee |e 
re | ee Res Ree Cnr o atmeeiee ER Cneeeerieny: Sener. Seanaere 
Colorado......... ee, eens 1 Sen See Re 25) Ne cmeeerean re 74 A SR a aoe Ua | lal Aare a | 
New Mexico..... DEN i hie cutie tc wees wane BE foci ancient tescos been ean ee oe 1 A Seer oes | Ue erm Seen eneece 
fe BSc seicn salon Oe |S oeneane ies (Sap eer (AR Menta 5] SO area its |e paieae ace | | erent conan mcrae 
LO eee Seperee BY 4: cute SOM atk ata tee acne PL, | Dee ee Ree ed ene go nara 
Nevada.............. | | EE (eee ts U5) (eg eeie,|ieprerenat ene, | aeearertrars =| RI eee rte et | lara ered (enema mat 

MountTAIN........ _, CRUE See BED sinsieotivesuesicmes oles as ) ee oe RRR, Eros: 
Washington........... _ ee sere ERR Aare Pere: Sees es Oc. ier ER eer 
a's 4. Wana . ee Seer |, RCE Seer: bree” ee See Mereres cr 
CMR, 5 wo es cen ne RS See ERE ER ar. Cen re > eee ee ee 

DIS isikicia Ss wraes NE ee Setter ere Rees Peer ers: rer ee ere 
Unclassified...........]..-. ary? 3,016 5,528 995 895 3,488 OO re 5,587 580 739 1,560 

Unirep STATES..... 52,330] 237,435] 496,144] 256,232) 539,611] 202,370) 458,916)1,017,153) 118,216) 51,965) 81,354 105,215 
ee eS ee See fare are SEE) Ree 14 127 eee : ree ; 
I is 5 eine. Coasshce's | RE Tae Cee Raper: 14 189 27 37 5 / 
Foreign.............. RRS 100 88 32 18 88 66 Mecca 2 2 
ARS Fe nee Cnn PEIRrice, (78 /coe | NINME Ree >) (Meme mn epee weee| etree ee (cet Ree | | eee ene) Wea Crees elecine rar (Rene ea 
NR APE RIEIB sos. 3 alkons ose eel eautenie enemies "| RRR es [ereaea PEIN (MemnnERUT ICN | (UNG ee | (= ures rut rs (nce tee rane [eae erat tur) RNC 

Granp TOTAL....... 52,426] 237,435] 496,244) 256,733} 539,643! 202,388] 459,032/1,017,535| 118,277; 52,002) 81,364 105,224 


** December 31, 1926. 
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The Growth of Business Paper 
Advertising in 1927 


CCORDING to data compiled by Class and 
Industrial Marketing there has been a marked 
trend toward increased use of class publica- 
tions in the business field. A five year check 

of selected class papers shows that 15,500 pages were 
used in these publications during 1927 as compared 
with 12,500 in 1923. On the other hand there has been 
a declining tendency in the use of trade and industrial 
publications by advertisers, the curve for trade pub- 
lications dropping from 43,000 lines in 1923 to slightly 
under 40,000 for 1927. The drop in industrial advertis- 
ing has been from 119,000 in 1923 to about 113,000 for 
1927. It must be borne in mind, however, that these 
comparisons are based on pages of advertising. Since 
there has been a general advance in the cost of adver- 
tising space during this period it is reasonable to assume 
that the actual expenditures by advertisers in the pub- 
lications surveyed has shown an increase. It must also 
be borne in mind that these comparative figures are 
based on a check of leading publications only, and it is 
quite possible that if a check were made on the entire 
list of business publications an entirely different result 
would be obtained. 


Classification of Circulation Necessary 


However, regardless of the statistical position of the 
business papers, so far as advertising volume is con- 
cerned, it is safe to say that there has been a marked 
development in the past five years, and especially in 
1927, toward improving the quality of the circulation 
in those papers which are members of the Audit Bureau 
of Circulations. This improvement has been brought 
about largely because of the ruling of the Bureau that 
business paper members must show in their reports to 
the Audit Bureau of Circulations a classification of their 
circulation. As a result publishers in this field have 
found it both desirable and profitable to more and more 
concentrate circulation among the biggest buyers in 
their field. 

Along this same line the Associated Business Papers, 
Inc., has conducted a vigorous campaign to build up 
small circulations of highest quality, instead of attempt- 
ing to spread circulation activities over a wide range. 
This is on the general theory that in nearly all lines 
about eighty per cent of the volume is done by about 
twenty per cent of the manufacturers or distributors in 
the field. Consequently there has been a marked im- 
provement in the quality of business paper circulations. 
Today business paper space, although the rate per page 
may be higher than it was five years ago, actually costs 
less because of its greater buying power. 

Another tendency that has been growing for a num- 
ber of years is represented by a closer correlation of 
business paper advertising, with all of the other factors 
in the basic plan, together with a closer study and 
analysis of the market influence of the business pub- 
lications, singly and asa class. This is borne out by the 
increasing business being placed in business publica- 
tions by advertising agencies. 

The real functions of the business papers are coming 
to be better understood, and in contrast with ten to 
fteen years ago there is a marked change in the atti- 
tude of both advertisers and their agents toward busi- 


ness paper advertising. This is in part due to the efforts 
of the business papers themselves, and in part to the 
growing influence of the sales manager, who is primarily 
interested in markets, and is much less preoccupied 
with advertising mechanics or advertising tradition. 

There is thus an increasing disposition to judge the 
influence of a publication in this field in relation to its 
ability to lead and develop the industry which it serves, 
on the one hand, and on the other its ability to offer 
constructive suggestions along the lines of the adver- 
tiser’s own problem, rather than exclusively upon its 
statistical position with regard to circulation. There is 
no disposition to minimize the importance of accurate 
and dependable statistics as to market coverage, but 
the statistics are interpreted in relation to the position 
of leadership which the publication occupies, and the 
extent to which it can render constructive service based 
upon its specialized knowledge of its own field. This is 
leading in many instances to a considerable increase in 
the use of business paper space, nat as standing alone, 
but in definite relation to the advertiser’s general aims 
and purposes. 

At the same time there is an increasing degree of co- 
operation between advertising agencies and business 
paper publishers. On the part of the agencies there is 
a growing appreciation of the.service the publisher can 
render in adapting and adjusting the advertising to the 
requirements of his own market, and on the part of the 
publisher and appreciation of the agent’s understanding 
of the general strategy of the whole selling effort. The 
willingness of the publisher to pay the ‘“‘agency commis- 
sion’”’ is of less importance than his ability to give 
practical assistance with respect to his particular field 
in which he is a specialist. From this the advertiser 
benefits materially and substantially, since it definitely 
contributes to that closer correlation of business paper 
advertising already mentioned, and gives the business 
paper a sharp and specific function in relation to the 
general sales campaign. 


Type of Business Papers 


It is the customary and traditional practice to classify 
business papers in three general groups—as Trade, 
Technical and Class publications. Those names persist, 
though they were in the first instance rather loosely 
applied, and the great development of the business 
papers in late years has made them more loosely des- 
criptive than ever. In so varied a field as that of the 
business papers, accurate and logical classifications in 
general terms are extremely difficult, but from the 
standpoint of market influence there are at least four 
major divisions which should be noted. 

First we have the broad group of Industrial publica- 
tions, devoted to the general or particular interests of 
those engaged in the production of commodities or ser- 
vice on an organized or industrial basis. Within this 
group are practically all of the papers usually referred 
to as ‘‘technical,’’ and many of those loosely referred to 
as ‘‘class” publications. The aim and object of all these 
publications is to promote the best interests of the in- 
dustry which they serve, to deveiop improved methods 
of procedure, to raise standards of practice, and so 
following. There are many degrees of specialization 
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among them, some serving a “vertical” market, cover- 
ing the general range of interests of those engaged in a 
single line of business, while others serve “‘horizontal’’ 
markets. These latter are more highly specialized as a 
rule, selecting a single phase of industry (such as the 
application of power, for example, or a special branch 
of engineering) and following it through all lines of 
business. The function of the papers in this group from 
the advertising point of view is to promote the adapta- 
tion of products to the use of organized industry—to 
encourage their use or consumption in connection with 
production. 

In selling and advertising to industrial buyers don’t 
talk generalities. Talk shop in the buyers’ own lan- 
guage. Tell them how your product will increase the 
productiveness of their plants, reduce costs or be of 
some especial benefit to them. Performance facts are 
what interest them most. 


Appeals That Influence 


The second general group of business papers is the 
Merchandising group: publications that are concerned 
with distribution. Here are included the greater dealer 
and jobber mediums, often referred to by the somewhat 
equivocal title of ‘‘trade papers.’’ These publications 
are little if at all concerned with problems of production, 
but are directly and intimately concerned with all sub- 
jects that affect the welfare of the distributing organiza- 
tion, or the salability of merchandise. Some of the 
publications in this group are devoted to the interests 
of dealers in a certain line of merchandise (as for ex- 
ample, shoes), while others cover the broad range of 
retail and wholesale merchandising problems. In all 
cases, however, it is the interest in distribution rather 
than production that is served, and the emphasis is 
upon the salability of the goods rather than upon their 
quality or their utility. In any general merchandising 
campaign to the consumer on a national scale, these 
mediums are practically indispensable as a means for 
keeping in close touch with the trade, and for promoting 
the general knowledge of the progress of the campaign. 


The third group of business papers consists of the 
Functional publications: those which serve and promote 
the interest in some functional activity not strictly 
associated with either production or distribution. The 
Dartnell publication, SaLEs MANAGEMENT, belongs in 
this group, as do the publications devoted to advertis- 
ing, credits, purchasing, etc., etc. These publications 
reach, as a rule, a specific class of individuals who pur- 


chase or who influence the purchase of products or ser- | 


vices which contribute to the success of their own 
efforts. Also in this group are included a number of 
more general publications which serve the interest in 
the broader problems of management and finance. 


Interest Divided in Fourth Group 


The fourth group of business papers comprises those 
which serve markets that are neither strictly industrial 
nor wholly distributive, but which have some of the 
characteristics of both. These are the publications 
which reach the independent contractor classifications 
(such, for example, as painters, plumbers, electricians, 
and so on) where the interest is more or less divided 
between the technical performance of the product and 
its salability to the general public. 

The force of the business paper lies in the fact that 
the interest which it serves is usually the reader’s main 
interest in life. The problem of the advertiser is to meet 
that interest sharply and squarely, by an accurate 
visualization of the market which the publication ac- 
tually reaches, and an adaptation of his message to the 
requirements of the audience. The selection of indi- 
vidual mediums is a question not merely of the length 
and breadth of their influence, but of its depth as well: 
the standing of the medium as a leader in its field, and 
the confidence which its readers place in its leadership. 
This is matter which cannot ordinarily be presented 
statistically, and which requires an examination of 
something more than a series of A. B. C. reports. A 
good test of the value of a business paper is its ability 
to give sound and constructive criticism rather than 
merely to reflect the opinion that seems for the moment 
to be most popular among its readers or its advertisers. 


Digest of Postal Laws Affecting Advertisers 


in Business Papers 


PHYSICAL RESTRICTIONS ON ADVERTISEMENTS 


All advertisements in periodicals must be permanently attached 
thereto, and the sheets containing them must be substantially 
as large, but not larger, than the pages of the publications. 
Larger advertisements, even though folded to the size of the 
regular pages, are inadmissible. 


Pain READING MATTER Must BE So MARKED 


All editorial or other reading matter published in any news- 
paper, magazine, or periodical, for the publication of which 
money or other valuable consideration is paid, accepted or 
promised, must be plainly marked ‘‘advertisement.” Moreover, 
where such reading matter occupies more than one page, the 
word “advertisement” must be prominently shown on each page. 


LIMIT ON CHECKING COPIES 


Only one copy of each issue of a periodical may be mailed 
at second-class pound rates to an advertiser in that issue in 
proof of the insertion of the advertisement. One additional 
copy may be mailed at such rates to the advertising agency. 

No advertisement occupying more than 50 per cent of the page 
on which it appears may include a request, suggestion or implied 
suggestion that the entire advertisement be torn out. 


Coupons 

Coupons, order forms, and other matter intended for detach- 
ment and subsequent use may be included in permanently 
attached advertisements, or elsewhere, in newspapers and pe- 
riodicals, provided they constitute only an incidental feature of 
such publications and are not of such character, or used to such 
extent, as to destroy the statutory characteristics of second-class 
publications, or to bring them within the prohibition of the 
statute denying the second-class rates of postage to publications 
“designed primarily for advertising purposes,” or to give them 
the characteristics of books or third-class matter. Coupons, etc., 
consisting of not more than half of one page will be regarded 
as incidental features. 


ADVERTISEMENTS PRINTED ON PAPER SAMPLES 

A periodical containing an advertisement which states that 
the paper on which the advertisement is printed is a sample © 
merchandise, may not be mailed at second-class pound rates. 

Copies MAILED FOR ADVERTISER OR OTHER PURCHASER 

Copies mailed by the publisher of a second-class periodical 
acting as an agent for an advertiser or purchaser may not be 
mailed at second-class pound rates. 

ADVERTISEMENTS VIOLATING A COPYRIGHT 

No periodical is mailable which contains any matter printed 

in violation of a copyright granted by the United States. 
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Space Used by Agencies in A. B. P. Business Papers 1925-1926 


Rank Pages Used Rank Pages Used 
| —_——— Agency Agency 

1926|1925 1926 | 1925 || 1926)1925 1926 | 1925 

5 L.| “Wolpe Wee Aver Ge Sdn: oo. cer cdcests cucocwns 2134 | 1884 |} 81 | 90) The Richardson-Briggs Co................ 297 | 225 

: 2 | Demat On Cn ING coco cuca she cews 1905 | 1502 |} 82 | 64| Sterling Beeson, Inc...................... 291 | 324 
3 |....| Lord & Thomas and Logan, Inc........... 3 7: | See 83 | 62] Joseph Richards Co., Inc................. 290 | 328 

; 4| 3 Barton, Durstine & Osborn, Inc........... 1579 | 1478 || 84] 69) Elmer H. Doe Adv. Agency............... 283 | 286 
1 S| & | Cemppeeees CS... nc cecceecencnce dt ese Me ee ee 275 | 211 
f PR eo errr rr rer 1251 | 1180 || 86 | 54| Advertisers’ Individual Service............ 272 | 356 
1 7 | Bebnmaset bs Gray Geis ccs snk a ee cae 1221 | 945 || 87 | 84| Chappelow Adv. Co., Inc................. 270 | 241 
§ | IL | Gardner Adv. Co. InGs...... .. 2c cceenes 1149 | 800 || 88 | 74) Lamport- MacDonald Co.. ee ee ae 

9 | 6] George Batten Co., Inc................... 1130 | 1002 || 89 | 235) Young & Rubicam....................... 264 83 

10 | 7 | Henri, Hurst & McDonald................ 1114 | 983 || 90 | 251) Harry Varley Adv. Agency............... 263 75 

11 | 12 | O’Connell-Ingalls Adv. Agency............ 862 | 798 || 91 7ii The Albert P. Hill Co., Inc... ............ 262 | 261 

e 12 | 40 | George J. Kirkgasser & Co................ 852 | 468 || 92 | 273) Lyddon & Hanford Co................... 261 66 
| ee ree oo? Bee Be ee errr 261 | 113 
14 |) TAS Cee uenete Cec iigsc ess ccaceel cinco Saas Sis ah MR) 1 | 2 RR Oe 7) 9] epee 

15 | 36 | J. Walter Thomspon Co., Inc... ....++| 838 | 497 || 95 | 126] United States Adv. Corp... ere ee 

s 16 | 10°) he Power-Pousé Con... 5. .s5 ce lees 820 | 837 || 96 | 142) Commercial Art Engraving be certs 258 | 156 
Ss 17 | 18 | The Griswold-Eshelman Co............... $16} 677 | 97 | 72) Crosby-Citcogm, Inc... .....00.500-0000. 257 | 274 
. 18 | 18 | A. Eugene Michel & Staff................ 814 | 677 || 98 | 173) Cross & La Beaume, Inc.................. 256 | 124 
9 20 | 16 | McLain-Simpers Organization............. 310 | 755 |} 981 97) Fred M: Randall Co.... 2.2.0.2 ..0.0...6. 256} 215 
d 19 | 42 | Fecheimer, Frank & Spedden, Inc..........| 808 | 438 || 100 | 102) Norris L. Bull........................... 255 | 204 
d 7h | 17 | Bia ED, Lament, FRG. cn occ ccc in ces 771 | 692 || 101 | 68} Porter-Eastman-Byrne Co................ 240 | 287 
22 | 13 | Ferry-Hanly Adv. Co., Inc................ 755 | 764 || 102 | 448) Doyle, Kitchen & McCormick............ 239 27 

t 23 | 15 | Frank Presbrey Co., Inc.................. Fae | Fae eC UE See Bes WIG onc ciccnccccccaceenacess 237 44 
: ee ea he a eer 679 | 494 ||103 | 94! R. E. Lovekin Corp...................... 237 | 220 
in Oe t Oe 6 MG FUR ok civnvccisecciecaccaces GP SOP OMSt TH WF, Pe G ig Finan n. 5 ccc ccicccces 237 | 280 
ot 26 | 32 | Pram Senmam, lee.. ... 2.006000: .cccccces dl LE OB BO ES ere 234 | 198 
te 27 | 33 | Brooke, Smith & French, Inc.............. ae Me A ee OE, ° y | 
C- 2B | 27 | Tine Benetnem Coi, BG... ogc ccc ineeene 647 | 538 || 108 | 154) McJunkin Adv. Co............ ie hah oeretaeh 232 | 143 
29 | 46 | Williams & Cunnynghan, Inc............. OS ae Oe So eee 227 99 

1€ BEE OR 626 | 247 1110 | 88) Tracy-Parry Co., Inc..................... 226 | 231 
i- SE |) Ze Re ae OMG BNC fue 60's Sie, ois o sister or he cies eres 623 | 586 || 111 | 203) P. F. O’Keefe Adv. Agency, Inc........... 225 | 101 
th OD, | SE Pinsent AAG COUN. 6 .cik cdecen eva reneur ut Me ee 223 | 180 
Te ae PO eer eer 599 | 262 || 113 | 106} Burnham & Fishler, Inc.................. 219 | 201 
d 34 | 50 | Paul A. Florian Adv. Agency............. 598 | 394 || 113 | 500} Loomis-Potts Co............ ener 219 21 
1 35 | 25 | The Aitken-Kynett Co................... 597 | 542 ||115 | 91] Charles W. Hoyt Co., Inc................. 218 | 224 
p. 36 | 48 | Newell-Emmett Co., Inc.................. 590 | 401 || 115 | 117) Wilson H. Lee Adv. Service............... 218 | 184 
od Oe | ee ine os dx xe nc ccese dd bencsces 581 | 498 || 115 | 115) The H. & J. Stevens Co.................. 218 | 189 
of me | Oe bar I, OO, BI oe ec coos he ex aviens 578 | 353 || 115 | 537| McConnell & Fergusson.................. 218 18 
BE Bh 0 8 Soren 561 | 639 |} 115 | 125} Western Adv. Agency, Inc................ 218 | 177 

A 40 | 30 | Walker & Downing...................... 555 | 525 || 120 | 332| Foote & Morgan........................ 216 46 
ty 41 | 24 | Wightman-Hicks, Inc.................... 537 | 554 || 121 | 131) Groesbeck-Hearn, Inc.................... 214 | 169 
on 42 38 | The H. K. McCann Co................... 516 | 480 || 122 | 123] Cramer-Krasselt Co...................... 212 | 178 
43 | 46 | The George L. Dyer Co., Inc.............. ee RR eg © ee 211 | 139 

nt 44'| 29° | Potts Turnball Con. Ue. c ccc iccececc cusses Sil | S26 0138 | 107) Tee. C. Senco Geo... ................ 210 | 184 
rs. 45 | 44 | Walter B. Snow & Staff, Inc.............. 488 | 427 ||125 | 83) George H. Gibson Co.. eee ee 
46 | 82 | Klau-Van Pietersom-Dunlap-Younggreen, 125 | 161) The Green, Fulton Cunningham RS 250 | 134 

Wiss stare Pi ee OOO aire ieee ae 454 | 244 ||}125 | 96) Rogers & Smith Adv. Agency............. 205 | 219 

47 | 39 | Myers & Golden, Inc..................0-. 428 | 470 || 128 | 100) Burns-Hall Adv. Agency................. 202 | 207 

48 | 23 | Procter & Collier Co., Inc................. 426 | 578 || 129 | 110) H. E. Lesan Adv. Agency, Inc............. 200 | 194 

49 | 65 | Eugene McGuckin Co.................... 423 | 322 || 130 | 133] Sheridan, Shawhan & Sheridan, Inc........ 199 | 168 

50 | 58 | William H. Rankin Co., Inc............... 421 | 339 || 131 | 267) Charles M. Sloam........................ 198 59 

51 | 45 | Calkins & Holden, Inc.................... 420 | 413 || 132 | 110) Charles H. Touzalin Agency, Inc.......... 197 | 194 

oe oe Pee Ss ae 417 | 540 || 132 | 221] Williams & Saylor, Inc................... 197 92 

SE Se Be ee eee 416 | 339 || 134 | 146} Behel & Harvey Adv. Agency, Inc......... 195} 149 

54 | 60 | Marschalk & Pratt, Inc................... 413 | 336 || 134 | 102} Mitchell-Faust Adv. Co., Inc.............. 195 | 204 

55 | 42 | The Blackiston Organizations............. ee OA ee Se rere 194 | 165 

ch- 56 | 56 | Anfenger Adv. Agency, Inc............... 404 | 350 || 137 | 199} Honig-Cooper Co., Inc............2....-. 193 | 106 
atly 37 | G3 | Reimeke-Ellis Co... ... 2. cnseccescnceee: 401 | 325 || 138 | 137) Frank G. Morris Co...................... 191 | 162 
pe- 58 | 89 | Rogers-Gano Adv. Agency, Inc............ 398 | 230 || 139 | 236] Sherman & Lebair, Inc................... 190 81 
a 58 | 51 | Carroll Dean Murphy, Inc................| 398 | 385 || 140 | 263] Eastman, Scott & Co., Inc................ 188 71 
wile 60 | 34 | The Sweeney & James Co., Inc............ 393 | 499 11141 | 85) White Adv. Agency...................... 186 | 233 
non 61 | 48 | Federal Adv. Agency, Inc................. 389 | 401 || 142 | 152) Hanff-Metzger, Inc...................... 185 | 145 
eo A eee 389 | 263 || 142 | 78) Patterson-Andress Co., Inc................}| 185 | 260 
is 63 | 52 | Irvin F. Paschall, Inc.................... 388 | 376 || 142 | 150} Robinson-Eschner Adv. Co............... 185 | 146 
a 64 | 81 | Hannah-Crawford, Inc................... 381 | 245 || 142 | 197} The Merrell A. Wood Co., Inc. ........... 185 | 107 
e 65 |128 | Olson & Enzinger, Inc.................... 380 | 173 || 146 | 149} The Green & Van Sant Co......:......... 182 | 148 
He 66 | 86 | Charles Daniel Frey, Inc.................. 378 | 232 || 146 | 810) Norris-Patterson, Ltd.................... 182 4 
de 67 | 53 | Mitchell Adv. Agency, Inc................ 377 | 366 || 148 | 110} Dreschler-Peard Co., Inc.................. 180 | 194 
68 150 | Aubrey & Moore, Inc..................-. 362 | 146 || 148 | 126) Sidener, Van Riper & Keeling, Inc......... 180 | 176 
69 | 92 | Rose-Martin, Inc.................000000- 358 | 223 || 150 |....| Smith, Schreiner & Smith................ 4 

that 70 |171 | Advertising Service Co., Ltd.............. 357 | 126 |} 151 | 323) John D. Boyle, Inc....................... 176 48 
ae 71 |131 | Witt K. Cochrane Adv. ” Agency, ee 355 | 169 || 152 | 135| The John S. King Co., Inc................ 175 | 163 
" 72 | 57 | George Harrison Phelps, Inc.............. 350 | 343 || 153 | 537| Lawrence C. Gumbinner Adv. Agency... .. 174 18 
73 73 | Industries’ Publicity Corp................ 349 | 270 || 154 | 162) Krichbaum-Liggett Co................... 173 | 131 

74 | 79 | Barrows, Richardson & Alley............. See ef ee MI Na i bho iv cccecscvescccessnsds 173 73 

lical 75 | 61 | Advertising Producers Associated.......... . AR 2 LSE 8 ee Cs Se ee 172 68 
t be 75 |101 | Evans Associates, Inc................---- 309 | 206 || 157 | 554| Thomas & Cook, Inc..................... 171 17 
75 |568 | Ronalds Adv. ONO WS 55s oe ilet bs 5d cre WR 309 BS PESS | RIGE G. Wa Marotta, Een 8 a5 oo kc ce enc 170 | 185 

78 |140 | E. P. Remington Adv. Agency, Inc........ 307 | 158 || 158 | 228] Cowan, Dempsey & Dengler, Inc.......... 170 87 

_ 79 | 67 | The Moss-Chase Co., Inc..............06. 305 | 297 || 160 | 119] The Robbins & Pearson Co............... 169 | 182 
80 | 66 | Waynesboro Adv. Agency eee 300 | 313 || 161 | 120} Ben Dean Adv. Agency.................. 168 | 181 
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Space Used by Agencies in A. B. P. Business Papers 1925-1926—Conzinued 

Rank Pages Used Rank Pages Used 
——|— Agency Agency 
1926/1925 1926 | 1925 || 1926)1925 1926 | 1925 
161 | 215) Livermore & Knight Co.................. 168 95 || 241 | 185) B. Wallis Armstrong Co... ...........0.0655% eS.) 212 
161 1 158) Smith Hadieott Go... es oc. iv ce eres 168 | 137 || 241 |....] J. D. Bates Adv. Agency............. scree MPUBSE sce cer, 
164 | 141] The Lee E. Donnelly Co.................. 167 | 157 || 241 | 323) Griffin, Johnson & Mann, Inc............. 113 48 
Tee 35 [ae be Sc Ce meee 167 | ‘112 || 284 | 311) Brecht-Pollatd, Une... 5c... 5c. cc ce cwe sees 111 51 
166 |; 162) Bellamy-Neff Co.............. eee: 166 | 131 || 244 | 279) The John H. Dunham Co................. 111 64 
166 | 146) Dorrance, Sullivan & Co., Inc............. 166 | 149 || 246 | 166) Carr & Columbia, Inc.................... 110 | 129 
166 | 69) Tuthill Adv. Agency, Inc................. 166 | 286: 1)246 1 173) (Gotham Advi Cosco... cic 05 oc cee arses ees 110 | 124 
Se 0 re Be sg oon kk eck ces ne chan cus 165 9 || 246 | 203) John L. Wierengo & Staff, Inc............. 110 | 101 
169°) 208) G: Sy Blallowell. Fine: 6. soc coed caww ses « 165 99 || 249 | 311| The Manternach Co., Inc................. 109 51 
171 | 263] Blaine-Thompson Co., Inc................ 164 TE 1250) | PTA ON EIADPANAT «5. cicce0s coven cee wa vans 108 5 
171 | 86) Manufacturers’ Publicity Co.............. 164 | “232 ||'250) | GS8) Biddy er Clatk I6...c 6. s.5 cd ns seek eve nes 108 44 
eA ee La OS OTTO © er rr 164°) 273 || 250° | 465) Mace Adv. Agency... . ce. ccccesceveces 108 | 130 
Ek I kno cike'nc shadows svawexaews 164 26 || 253 | 323} Dunlap-Ward Adv. Co., Inc............... 107 48 
175 | 219) Walter J. Peterson Co......... covets 158 93 || 254 | 441) Birch-Field & Co., Inc................. sal B06 28 
176 | 100) John W. Odin Co., Inc..........0. 6c ec cies 156 | 203 || 254 | 500) Bisberne Adv. Co., Inc................... 106 21 
177 | 143] Fonda-Haupt Co., Inc.................... RRB a ee Be. ere 106 67 
178 | 191) McKinney, Marsh & Cushing, Inc......... 153 | 110 || 254 | 234) Grace & Holliday..................00000 106 84 
179 | 203} Dorland Agency, Inc....................-. 151 FOL 1) 258" | 467) Churehilebau ines. cic cisco cee cece e ces 105 | 128 
180 | 98] Zimmer-Keller, Inc....................... 148°] 211°) 258 | 213) Donovan-Armstrone......<..106.5..66 60.060 ne 105 96 
AGL 1. ...5 Smee BW, AOMCT . 5. on oc cc ananinss 7 258 | 194] Calvin Stanford Adv. Agency............. 105 | 108 
181 | 245) KoinpGiboon Co... oo. ec eee eee 147 77 || 261 | 249) Ketchum, MacLeod & Grove, Inc.......... 104 76 
S6i 1 O25) B.C Gets @ Soe, Lad... ..... ccc eaes 147 29 || 262 | 113) Albert Frank & Co., Inc.................. 103 | 193 
1B6. |...... 1) We Nae Breicket 2. Gok... ea accesses 146 |... 262: |) 251|) PACATG-GONN GANG... «5.6 ccs i ses sewed ¢ 103 75 
188 1 285) Maote Vs TUGING ook. ok os sce coe ceee weiss 146 | 150 || 262 | 655| Edmund S. Whitten, Inc.................. 103 10 
186 |....| Freystadt-Juraschek, Inc................. Ca eee 265 | 182} Farnsworth & Brown, Inc................. 102 | 113 
186 | 351) Franklin P. Shumway Co................. 144 ASN 269-1)... 5 | eoiGe WRRDIRG NAME 5.5 5. sess acs staan tare e 102. | .....,.. 
186 | 212) Vanderhoot & Co... . cocci cs cc cewecee es 144 98 || 267 | 255| Barrett-Knetbler, Inc..............05.00065 101 73 
189 | 448) The James Fisher Co., Ltd................ 143 27 || 268 | 191) Harrison-Guthrie Agency................. 100 | 110 
Pe © Be EG 5 boss hdc ackeus sins 143 oR Ae BOO ee ee 99 24 
189 | 108) The Byron G. Moon Co., Inc.............. oe ce Ca en eo eee 99 53 
189 | 189) Shankweiler Adv. Agency.....°.......... 143 | 111 || 271 | 122) Hommann, Tarcher & Cornell, Inc......... 97 | 179 
193 | 143) The Nichols-Evans Co.................... 142') 153 1) 271 1280) MeynchSe WusOnINGss 6 6.65 5 ces cee sce wes 97 63 
194 | 201) Church-Green Co....................045. 141 102: |)273' | 726), Jonni. Diftany Agency.............6..6+. 96 7 
195 | 176) Maurice H. Needham Co................. 140 | 121 || 274 | 705) Brockland & Moore, Inc.................. 95 8 
196 | 290} The Walter A. Allen Agency, Inc.......... 139 58 || 275 | 889] Desbarats Adv. Agency, Ltd.............. 94 2 
196 | 92) Fisher-Wilson Adv. Agency............... 139 | 223° ||'275 | 332) Micheals:& Heath, Inc... ............0600- 94 46 
198 | 226) Charles Schweim Co..................... 137 88 || 277 | 390! The Joseph C. Bowman Co............... 93 36 
199 | 158] Peck Adv. Agency, Inc................... 136:| 137 278° | 153] donning. tr, Adv. Cou... 6. cc ee ke 92 | 144 
200 | 130) H. C. Winchell Adv. Agency.............. SS) | T2278 CSW NMA leS PAU MOO ss Sc scesiescenices cea bod ees 92 | 124 
201 | 206) Whe Bake 'Co., Tne. . s oo oss ccc caw ow neees 133 100: ||'280: | 1938) Westen: Barnett... 066 6. cnc cece cnee 91 109 
202 | 242| Frank M. Comrie Co..................... 132 78 || 281 | 677| Consolidated Adv. Service................ 89 9 
202 | 402} Federal Adv. Agency.................... 132 SO [L268 1 204) BOW Hen WIG) CO... oo. ioc ccc cee banc ee ees 89 91 
202 | 168] Meek & Wearstler....................... 132 | 127 || 281 | 135) Southwestern Adv. Co.................... 89 | 163 
205 | 225| The Chambers Agency, Inc............... 131 90 || 284 | 146) Barker, Duff & Morris, Inc... ............ 88 | 149 
205 |....| Hommann & Tarcher, Inc................ PSH assoc 284 | 230) Oliver MGB YVERY:. <i sic ns. cen cp esa ce sce 88 86 
207 | 427] Duncan S. Blaikie.....................-. 130 SO 284 | 215) GC AMEE Ken COs «oss coe ca oe eee 88 95 
DOF 1 BaF) MPa BC as oasis sesso nic beaters areieite 130 93 || 287 | 336] Botsford-Constantine Co., Inc............. 86 45 
207 | 168) Cecil, Warwick & Cecil................... 130) |) 127 287-1282 Robert He BrOOKS 6.6 6 occas sew a do soe 86 61 
207 | 268) Redfield Adv. Agency, Inc................ 130 69° || 287 | 355| The Keelority Stites Co............0600005 86 42 
211 | 304) Hawes-Campbell Adv. Agency............ 128 53 || 290 | 621) Breeding, Murray & Salzer............... 85 12 
212 | 230) Hawley Adv. Co., Inc.................... 127 86 || 291 | 390! The Edwin A. Machen Co................ 84 36 
212 | 200) Johnson, Read & Co., Inc................. 127 | 104 || 291 | 281) Morse International Agency.............. 84 62 
212 | 303) Jewell F. Stevens Co..................... 127 54: (( 291 1273) Seemann Ge Peters, ING. 6. os csc ee ve 84 66 
215 | 185| The Callaway Associates, Inc.............. 126 | 112 || 291 | 239] Sparrow Adv. Agency, Inc................ 84 79 
RG Ree ees ois oc, rr 106 | ss aohe 291 | 255| Wortman, Brown & Co... .............055% 84 73 
215 | 355| Madison Adv. Service.................... 126 42 || 296 | 276| Bennett-Williams Co....................-. 83 65 
218 | 189) Thomas M. Bowers Adv. Agency.......... 125} 11 1296.1 266) Bhibert Adv. Service, Inc.......... 6.6.6.0. 83 7 
219 | 156| Julian J. Behr Co., Inc................... 124 | 140 || 296 | 201) Larchar-Horton Co...................... 83 | 102 
219 | 255) Henry P. Boynton Adv. Agency .......... 124 73 || 296 | 490) Allen G. Miller Co.....................05. 83 22 
B10 FFI Ws Ss Ba CO ING y oi 6s oinsacn os sia dia ae omenree 124 | 126 |) 300 | 213) Broughton Adv. Service.................. 82 96 
222 | 260) Ajax Adv. Agency... . 0... 62. .060050. 123 72 || 300 | 379} Smith, Sturgis & Moore; Inc.............. 82 38 
222 | 94) Edwards, Ewing & Jones, Inc............. T23 | Za Ae | SG tic tes PI ov eee cbse eewees 81 15 
222 | 221} John L. Jones Adv. Agency............... 123 92 || 302 | 306) J. H. Newmark, Inc..................008 81 52 
222 | 282) The Homer McKee Co., Inc............... 123 61 || 304 | 726] Baker Adv. Agency, Ltd.................. 80 7 
226 | 168! Nelson Chesman & Co., Inc............... 122 | 127 || 304 | 306] Baxter-Davis Adv. Co.................... 80 52 
227 | 336] The Conover-Mooney Co................. 120 45 || 304 (410) Prank Bifinger Inc... v5. .ce ceca ee oe 80 32 
227 |....| E. Sterling Dean Agency................. er 304 | 554) Praigg, Kiser & Co., Inc... .............-. 80 17 
227 | 137] The Jay H. Maish Co.................... 120 | 162 || 308 | 355| McAdam-Knapp Adv. Corp............... 79 42 
230 | 251), Goolidwe Adv. Go. o.oo ioc occ eine ais os 119 75. 11 308 |.....<.21 WWOMCOCEIGE FHOICOMD.. 6 os. 5 ccc aces geee 7 |. - sae 
231 | 260) Matos Adv. Co., Inc... ....... 00. csecces 117 Fm ee | ee) CO IE Biogen ccc ec scensenssees 78 55 
231 | 104) Russell M. Seeds Co., Inc................. 117 | 203 || 310 | 287) The William Cohen Co................... 78 59 
231 | 513) The Wildman Adv. Agency............... 117 20 |} 310 | 194) Fox & Mackenzie....................005- 78 | 108 
208 1 TOF AL Bem Olt: oo... cea cence awnes 116 | 2086 1310 |....1 Jc Pheiepeied Coys... ce haces (hd Roars 
234 | 323} Sterling Adv. Service..............00005. y ee ee bo 7 errr 78 | 116 
236 | 285| Bonsib, Inc.:............20..ccecccvenss eee Pe Be a ed oS ree 78 | 81 
236 408) PGBS MEIUIB 5s, 6 iso siaieisieidiorn sooo ¥igateareew oduele 115 33 || 310 | 580} Olmstead, Perrin & Leffingwell, Inc........ 78 14 
236 | 178] The J. Horace Lytle Co.................. 115 | 119 || 310 | 332) Picard, Bradner & Brown, Inc............. 78 46 
236 | 208} Mumm-Romer-Jaycox Co., Inc............ 115 99 || 318 | 255, John Thomas Miller... ... 0... ccc sncees 77 73 
240 | 160] Mortis W. Lee... ceeeecssccceee 114} 136 || 318 268) Pratt-Moore Adv. Co........>...-... 0. 77| 68 
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Sales Management magazine was established by The Dartnell Corpo- 
ration in September 1918. Its steady, consistent growth evidences 
the growing importance of the clientele it serves. 

700% increase in Net Paid Circulation 
200% increase in Subscription Price 
2000% increase in Number of Advertisers 
600% increase in Advertising Rate 
Subscription Net Paid Advertising 
PUBLISHED MONTHLY Price Circulation Page Rate 
DeceMBER 1918 $2.00 a year 2,200 $ 30 
DeEceMBER 1919 2.00 a year 5,245 50 
DeEcEMBER 1920 2.50 a year 6,007 75 
DeceMBER 1921 3.00 a year 5,398 75 
DECEMBER 1922 3.00 a year 8,239 75 
DrEcEMBER 1923 3.00 a year 11,359 125 
DrEcEMBER 1924 3.00 a year 12,493 150 
PUBLISHED FORTNIGHTLY | 
DECEMBER 26, 1925 4.00 a year 12,995 160 
DeEceMBER 25, 1926 4.00 a year 13,753 160 
DEcEMBER 24, 1927 4.00 a year 15,008 175 
During the period beginning January 1924 and end- 
ing December 1927 the news-stand circulation was 
cut down from 2,017 copies per issue to less than 
300 and replaced with regular paid-in-advance sub- 
seribers of known buying power, making a net gain 
in regular paid-in-advance subscribers of 5,301 for 
the period. 
The present advertising rates of $175 a page for a single insertion; 
$160 for thirteen insertions and $150 for twenty-six insertions went 
into effect January 1927 and are based on a net paid circulation of 
14,000 copies. Since then the circulation has increased more than 
1,000 copies an issue without adjustment of the advertising rates. 
A DARTNELL PUBLICATION 
Members Audit Bureau of Circulations and 
The Associated Business Papers, Ine. 
New York CHICAGO Toronto Lonpon 
420 Lexincton AvE. 4660 RaveNswoop AVE. 44 Vicroria Sr. 9 Quatiry Court, WC 2 
San Francisco Los ANGELES SEATTLE 
5 Turrp Sr. 412 West Srxtu Sr. 1004 Seconp Ave. 
Catts-PatrEerson Co., Lrp., SypNEy, AUSTRALIA 
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List of Principal Trade and 
Industrial Associations 


AUTOMOTIVE AND ACCESSORIES 

Automotive Equipment Association, 

139 North Clark Street, Chicago, Illinois 
Automotive Manufacturers’ Association, 

343 South Dearborn Street, Chicago, Illinois 
Motor and Accessory Manufacturers Association, 

250 West 57th Street, New York, New York 
Motor Cycle & Allied Trades Association, 

326 West Madison Street, Chicago, Illinois 
National Automobile Dealers’ Association, 

320 North Grand Avenue, St. Louis, Mo. 
National Tire Dealers’ Association, 

242 West 56th Street, New York, N. Y. 


CHEMICALS, DRUGS, ETC. 

American Drug Manufacturers’ Association, 

507 Albee Building, Washington, D. C. 
American Pharmaceutical Manufacturers Association, 

32 Liberty Street, New York, N. Y. 
Association of Chemical Equipment Manufacturers, 

1328 Broadway, New York, New York 
Compressed Gas Manufacturers Association, Incorporated, 

120 West 42nd Street, New York, New York 
Insecticide & Disinfectant Manufacturers Association, 

Holbrook, Massachusetts 
National Drug Label & Box Manufacturers Association, 

1034 Hulbert Avenue, Cincinnati, Ohio 
National Wholesale Druggists’ Association, 

51 Maiden Lane, New York, New York 


CONSTRUCTION 
American Institute of Steel Construction, 
350 Madison Avenue, New York, N. Y. 
National Wholesale Floor Covering Association, 
505 Arch Street, Philadelphia, Pennsylvania 
Oak Flooring Manufacturers Association of the U. S., 
326 West Madison Street, Chicago, Illinois 


ELECTRICAL 

Associated Manufacturers of Electrical Supplies, 

30 East 42nd Street, New York, New York 
Electrical Manufacturers Club, 

114 Liberty Street, New York, New York 
Railway Electric Supply Manufacturers Association, 

9 South Clinton Street, Chicago, Illinois 
Society for Electrical Development, Incorporated, 

522 Fifth Avenue, New York, New York 


FOODSTUFFS 
Baking Industry 
Biscuit and Cracker Manufacturers Association of America, 
90 West Broadway, New York, New York 


National Association of Bakers’ Supply Houses, 
304 Michigan Avenue, Buffalo, New York 


Coffee, Tea and Cocoa 
Association of Cocoa & Chocolate Manufacturers of U. S., 
131 Hudson Street, New York, New York 


National Coffee Roasters Association, 


64 Water Street, New York, New York 


Confectionery 
Association of Manufacturers of Confectionery & Chocolate, 
: 621 Broadway, New York, New York 
National Confectioners Association of the United States, 
111 West Washington Street, Chicago, Illinois 


Dairy 

American Association of Creamery Butter Manufacturers, 

208 South La Salle Street, Chicago, Illinois 
Dairymen’s League Cooperative Association, Incorporated, 

120 West 42nd Street, New York, New York 
International Association of Milk Dealers, 

228 North La Salle Street, Chicago, Illinois 
National Cheese Association, 
Madison, Wisconsin 


Fisheries 


United States Fisheries Association, Incorporated, 
196 Water Street, New York, New York 


Grocers 

American Wholesale Grocers’ Association, 

900 Investment Building, Washington, D. C. 
American Grocery Specialty Manufacturers Assoziation, 

53 Park Place, New York, New York 
National Association of Retail Grocers, 

601 Gimbel Building, Kansas City, Missouri 
National Wholesale Grocers Association of United States, 

6 Harrison Street, New York, New York 


Meats 


Institute of American Meat Packers, 
509 South Wabash Avenue, Chicago, Illinois 


Miscellaneous 


American Spice Trade Association, 

82 Wall Street, New York, New York 
American Corn Products Manufacturers, 

208 South La Salle Street, Chicago, Illinois 
Flavoring Extract Manufacturers Association of the U. S., 

38 South Dearborn Street, Chicago, Illinois 
Institute of Margarine Manufacturers, 

1049 Munsey Building, Washington, D. C. 
National Association of Ice Cream Manufacturers, 

416 Telegraph Building, Harrisburg, Pennsylvania 
National Macaroni Manufacturers Association, 

Drawer 1, Braidwood, Illinois 


Sugar 


United States Sugar Manufacturers Association, 
901 Union Trust Building, Washington, D. C. 


FUEL, HEAT, LIGHT AND POWER 
Coal 


American Wholesale Coal Association, 
729 Woodward Building, Washington, D. C. 


Gas 
American Gas Association, 
342 Madison Avenue, New York, New York 


Oil 
American Association of Oil Burner Manufacturers, 
350 Madison Avenue, New York, New York 


Miscellaneous 


National Council of Lighting Fixture Manufacturers, 
424 Guarantee Title Building, Cleveland, Ohio 


FURNITURE, FIXTURES AND APPLIANCES 
National Alliance of Furniture Manufacturers, 


Grand Rapids Savings Bank, Grand Rapids, Michigan 


National Association of Office Appliance Manufacturers, 
30 Vesey Street, New York, New York 
National Association of Steel Furniture Manufacturers, 
1227 Engineers Building, Cleveland, Ohio 
National Association of Upholstered Furniture Manufacturers, 
910 South Michigan Avenue, Chicago, IIlinois 


GLASS, CLAY AND STONE MANUFACTURERS 


Common Brick Manufacturers Association of America, 

Guarantee Title Building, Cleveland, Ohio 
Face Brick Dealers’ Association of America, 

312 Hubbell Building, Des Moines, Iowa 
National Assn. of Mfgrs. of Pressed & Blown Glassware, 

316 House Building, Pittsburgh, Pennsylvania 
National Brick Manufacturers Association, 

211 Hudson Street, Indianapolis, Indiana 
National Paving Brick Manufacturers Association, 
830 Engineers Building, Cleveland, Ohio 
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172,951 COPIES FEBRUARY 1928 


IN THIS ISSUE: 


New Life for the Cotton Mills 
By Bernard G. Priestley 


Whar About Florida? 
By Dirk PR De Young— 


bathe rot 


A New Salesman Named Color 
By James H. Collins 


BUSINESS (established Oc- 
tober, 1919) is mailed monthly 
to Business Executives in the 
United States and Canada. 
Waste circulation is eliminated 
by personally addressed wrap- 
pers and by checking at the 
points of distribution by 1200 
affiliated field men. This is one 
of the most powerful functions 
in the magazine’s pulling power, 
assuring the advertiser of a 
quality circulation. Editorials 
are original, interesting and in- 
structive business building ex- 
periences discussing every phase 
of business activity. The adver- 
tising rate is the lowest in the 
business field. 


J. R. HAYES LEW TALMAGE 
One Park Ave. Bldg. 434 S. Wabash Ave. 
NEW YORK CITY CHICAGO, ILL. 


BUSINESS 


February, 1928 Bred 
EN NS 


y, Hope of Europe 
asibility if tan policies can be adjusted 
—By Frank Plachy, Jr 


Super-Currenc 


Waste Paper in the Note Files»: 
Defining s-trad tnerships an rrant of endorsers 


ng partnerships and warran 
—By Arthur F McCarty 


The Bank in the Bond Market 


market she 


Regrets of a Well-Frog Gianinni— 
—By Ellis Parker Butler, a Character Study 
—By John D Bisine 
Short Cuts to ' 
Endless Figuring Meéaning of the Money 
—By Ralph B Blodgett Rates—2y Ivan Wright 


: — 1 


||’ A GENERAL BANK MAGAZINE _ 
‘ POR OFFICERS AND DIRECTORS 


| 


THE BURROUGHS PUBLICATIONS 


Burroughs Ave. and Second Blvd., Detroit, Michigan 


DISTRICT REPRESENTATIVES : 


F. E. QUISH A. E. CHRISTOFFERS 
Burroughs and Second Bivd. Walton Bldg. 
DETROIT, MICH ATLANTA, GA. 


The Burroughs Clearing 
House (established October, 
1916) is mailed monthly to one 
or more senior officers of every 
bank in the United States and 
Canada. It is published for the 
executives—the Buying Power 
of the bank—and is devoted to 
the discussion of financial policies 
and practices with which bank 
executives are chiefly concerned. 
In ten years it has established 
itself as the most popular publi- 
cation in the financial world. 
The Burroughs Clearing 
House assures the advertiser of 
100 per cent coverage at the 
lowest advertising rate of any 
publication in the banking field. 
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List of Principal Trade and Industrial Associations—Continued 


HARDWARE 


American Hardware Manufacturers Association, 
1819 Broadway, New York, New York 
Hardware Merchants Manufacturers Association, 
505 Arch Street, Philadelphia, Pennsylvania 
National Retail Hardware Association, 
915 Meyer-Kiser Bank Building, Indianapolis, Indiana 


ICE AND REFRIGERATION 


American Association of Ice & Refrigeration, 

5707 West Lake Street, Chicago, Illinois 
Refrigerating Machinery Association, 

910 East 138th Street, New York, New York 


IRON AND STEEL 


National Association of Ornamental Iron & Bronze Mfgrs., 
614 Race Street, Chicago, Illinois 

National Association of Stove Manufacturers, 
52 West Gay Street, Columbus, Ohio 

National Metal Trades Association, 
122 South Michigan Avenue, Chicago, Illinois 


JEWELRY 


National Watch Case Manufacturers Association, 

20 West 47th Street, New York, New York 
National Wholesale Jewelers’ Association, 

505 Arch Street, Philadelphia, Pennsylvania 
New England Manufacturing Jewelers & Silversmiths Assn., 

42 Weybosset Street, Providence, Rhode Island 
Sterling Silverware Manufacturers Association, 

20 West 47th Street, New York, New York 


LEATHER 


Associated Leather Goods Manufacturers of the U. S., 
303 Fifth Avenue, New York, New York 
American Manufacturers of Saddlery Accessories, 
131 Main Street, East, Rochester, New York 
National Association of Leather Glove & Mitten Manufacturers, 
329 Main Street, Utica, New York 
National Saddlery Manufacturers Association, 
30 North La Salle Street, Chicago, Illinois 
National Boot & Shoe Manufacturers Association, 
342 Madison Avenue, New York, New York 


LUMBER AND LUMBER PRODUCTS 


American Walnut Manufacturers Association, 

616 South Michigan Avenue, Chicago, IlIlinois 
Associated Woodenware Manufacturers, 

280 Main Street, Fitchburg, Massachusetts 
Casket Manufacturers Assn. of America, 

308 Odd Fellows Temple, Cincinnati, Ohio 
Maple Flooring Manufacturers Association, 

Stock Exchange Building, Chicago, Illinois 
National Association of Box Manufacturers, 

844 Rush Street, Chicago, I]linois 
National Basket & Fruit Package Manufacturers Association, 

236 Chestnut Street, Philadelphia, Pennsylvania 
National Lumber Manufacturers Association, 

Transportation Building, Washington, D. C. 
Oak Flooring Manufacturers Association of the U. S., 

326 West Madison Street, Chicago, IIlinois 


MACHINERY AND EQUIPMENT 


American Boiler Manufacturers Association, 

191 Dikeman Street, Brooklyn, New York 
American Gear Manufacturers Association, 

2443 Prospect Avenue, Cleveland, Ohio 
American Supply & Machinery Manufacturers Association, 

1819 Broadway, New York, New York 
American Washing Machine Manufacturers Association, 

10 South La Salle Street, Chicago, Illinois 
Association of Manufacturers of Woodworking Machinery, 

53 West Jackson Boulevard, Chicago, IIlinois 
Foundry Equipment Manufacturers Association, 

1213 West Third Street, Cleveland, Ohio 
National Association of Farm Equipment Manufacturers, 

608 South Dearborn Street, Chicago, Illinois 
National Boiler & Radiator Manufacturers Association, 

29 Seneca Street, Geneva, New York 


METALS AND MINERALS 
(Other Than Iron and Steel) 


Associated Metal Lath Manufacturers, Incorporated, 
123 West Madison Street, Chicago, Illinois 
National Association of Brass Manufacturers, 
139 North Clark Street, Chicago, Illinois 
National Association of Sheet & Tin Plate Manufacturers, 
614 Race Street, Cincinnati, Ohio 
Wire Cloth Manufacturers Association, 
304 Tacoma Building, Chicago, Illinois 


MISCELLANEOUS 


American Association of Wholesale Opticians, 
Times Building, New York, New York 
National Incubator Manufacturers Association, 
Box 1636, Lincoln, Nebraska 
Optical Manufacturers Association, 
511 Westminster Street, Providence, Rhode Island 
Vacuum Cleaner Manufacturers Association, 
1067 East 152nd Street, Cleveland, Ohio 


MUSIC 
Band Instrument Manufacturers Association, 
45 West 45th Street, New York, New York 
National Musical Merchandise Association of U. S., 
45 West 45th Street, New York, New York 
National Piano Manufacturers Association of America, 
45 West 45th Street, New York, New York 


PAINT, OIL AND VARNISH 


Federation of Paint and Varnish Production Clubs, 

509 The Bourse, Philadelphia, Pennsylvania 
International Association of Master Painters & Decorators, 

156 West 99th Street, New York, New York 
National Association of Paint and Varnish Distributors, 

927 Blackhawk Street, Chicago, Illinois 
National Paint, Oil & Varnish Association, 

18 East 41st Street, New York, New York 
National Varnish Manufacturers Association, 

509 The Bourse, Philadelphia, Pennsylvania 
Paint Manufacturers Association of the United States, 

509 The Bourse, Philadelphia, Pennsylvania 


PAPER AND PULP 


American Envelope Manufacturers Association, 

19 West 44th Street, New York, New York 
Label Manufacturers National Association, 

19 West 44th Street, New York, New York 
National Paper Box Manufacturers Association, 

112 North Broad Street, Philadelphia, Pennsylvania 
Tissue Paper Manufacturers Association, 

44 Vernon Street, Springfield, Massachusetts 
Wallpaper Manufacturers Association, 

461 8th Avenue, New York, New York 
Wholesale Stationers Association of the United States, 

1741 West 111th Street, Brooklyn, New York 
Writing Paper Manufacturers Association, 

44 Vernon Street, Springfield, Massachusetts 


PRINTING AND ALLIED TRADES 

American Photo Engravers Association, 

863 Monadnock Building, Chicago, Illinois 
Continental Typefounders Association, Incorporated, 

248 West 40th Street, New York, New York 
Label Manufacturers National Association, 

19 West 44th Street, New York, New York 
National Association of Printing Ink Makers, 

1440 Broadway, New York, New York 
United Typothetae of America, 

600 West Jackson Boulevard, Chicago, Illinois 


RADIO 
Northwest Radio Trade Association, 
515 Tribune Annex, Minneapolis, Minnesota 
Radio Manufacturers Association, 
123 West Madison Street, Chicago, Illinois 


RAILWAY EQUIPMENT 
Railway Electric Supply Manufacturers Association, 
9 South Clinton Street, Chicago, Illinois 
Railway Equipment Manufacturers Association, ; 
836 South Michigan Avenue, Chicago, Illinois 
Railway Supply Manufacturers Association, ‘ 
1841 Oliver Building, Pittsburgh, Pennsylvania 
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List of Principal Trade and Industrial Associations—Continued 


TEXTILES 
Clothing and Dry Goods 

American Association of Wholesale Hatters, 

Fulton, Missouri 
American Cloak & Suit Manufacturers Association, 

1138 Broadway, New York, New York 
Associated Knit Underwear Manufacturers of America, 

329 Main Street, Utica, New York 
Fabric Glove Manufacturers Association of the United States, 

215 Suydam Avenue, Jersey City, New Jersey 
International Association of Garment Manufacturers, 

395 Broadway, New York, New York 
National Association of Hosiery & Underwear Manufacturers, 

334 4th Avenue, New York, New York 
National Retail Dry Goods Association, 

225 West 34th Street, New York, New York 
National Wholesale Dry Goods Association, 

505 Arch Street, Philadelphia, Pennsylvania 
National Wholesale Men’s Furnishings Association, 

200 Fifth Avenue, New York, New York 


COTTON 
American Cotton Manufacturers Association, 
Commercial Bank Building, Charlotte, N. Carolina 
Cotton Thread Manufacturers Exchange, 
120 Broadway, New York, New York 
Cotton Yarn Merchants’ Association, 
226 Chestnut Street, Philadelphia, Pennsylvania 


National Association of Cotton Manufacturers, 
80 Federal Street, Boston, Massachusetts 


MISCELLANEOUS 


National Tent & Awning Manufacturers Association, 

445 Endicott Building, St. Paul, Minnesota 
American Lace Manufacturers Association, 

111 Fifth Avenue, New York, New York 
Umbrella Manufacturers Association of America, 

10 West 23rd Street, New York, New York 


WOOL 


American Association of Woolen & Worsted Manufacturers, 
45 East 71st Street, New York, New York 
National Association of Wool Manufacturers, 
80 Federal Street, Boston, Massachusetts 


TOBACCO 


Independent Tobacco Manufacturers Association of U. S., 
Box 182, Covington, Kentucky 

Tobacco Merchants’ Association of the United States, 
5 Beekman Street, New York, New York 


References to Business Paper Advertising 


Associated Business Papers vote to double advertising. SALES 
MANAGEMENT for October 17, 1925, page 541. 

How Northwest Engineering defied tradition to reach the top. 
(Northwest Engineering Company.) SALES MANAGEMENT for 
March 5, 1927, page 411. 

Character of business papers from an advertiser’s viewpoint. 
ADVERTISING & SELLING for October 21, 1925. Page 27. 

Novelty backgrounds in business-paper campaigns. PRINTERS’ 
Ink for February 17, 1927. Page 89. 

What business-paper advertising accomplished for Centemeri. 
PRINTERS’ INK for November 18, 1926. Page 197. 

What do advertisers want to know about business papers? 
AbvERTISING & SELLING for January 12, 1927. Page 34. 

Analysis of the business press. PRINTERS’ INK for December 
24, 1925. Page 49. 

What can be done in small space in industrial magazines? 
PRINTERS’ INK MONTHLY for May, 1926. Page 36. 

$20,000 mystery campaign pulled $6,000,000 worth of business. 
(How Stutz Motor Car advertising was planned and placed in 
trade papers.) SALES MANAGEMENT, July 10, 1926, page 21. 

How Bridgeport Brass made industrial advertising interesting. 
(Digging into archives of the business uncovered interesting 
facts for extensive business paper campaign.) SALES MANAGE- 
MENT, June 12, 1926, page 899. 

What advertising did for an ugly duckling. (Business paper 
advertising, a counter display and a package unit doubled sales 
on sandpaper for Wausau Abrasives Co.) SALES MANAGEMENT 
for May 15, 1926, page 755. 

What happened when Columbia Mills kicked old man prece- 
dent in the seat of the pants. (How Columbia Mills made use of 


business papers in merchandising window shades.) SALES MAN- 
AGEMENT, July 24, 1926, page 111. 

Re-designing salesmen. SALES MANAGEMENT, Jan. 9, 1926, 
page 37. 

Demonstrates unwieldy product through use of toy model. 
SALES MANAGEMENT, Jan. 23, 1926, page 88. 

How we taught our men to sell the better grades. SALES 
MANAGEMENT, Feb. 6, 1926, page 163. 

Methods that reduce selling costs and increase volume. SALES 
MANAGEMENT, Feb. 6, 1926, page 183. 

How the King Company paves the way for sales to munici- 
palities. SALES MANAGEMENT, April 17, 1926, page 563. 

Fitting the appeal to the market. SALES MANAGEMENT, May 15, 
1926, page 778. 

The biggest thing in selling. SALES MANAGEMENT, May 239, 
1926, page 825. 

Warming up cold prospects with a new demonstration plan. 
SALES MANAGEMENT, May 29, 1926, page 843. 

After many years we found there was no limit to our market. 
SALES MANAGEMENT, July 10, 1926, page 15. 

Why salesmen who sell to railroads must “speak the lan- 
guage.” SALES MANAGEMENT, Aug. 21, 1926, page 279. 

Advertising that makes the staple article picturesque. SALES 
MANAGEMENT, Sept. 18, 1926, page 435. 

My experience in selling to big industries. SALES MANAGEMENT, 
Oct. 2, 1926, page 521. 

Why a price salesman cannot sell cyclone fence. SALES MAN- 
AGEMENT, Oct. 16, 1926, page 627. 

The sales condition confronting the truck field. SALES MAN- 
AGEMENT, Oct. 30, 1926, page 716. 
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“We advertise in over 100 trade 
and technical papers” 


—says McQuiston of Westinghouse! 


Because—“they enable us to put specialized 
products before specific markets.” 


trade and pro- 
fessions aré 
placed first——a 
code demand- 
ing unbiased 
editorial pages, 
classified and 
verified paid 
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The ASSOCIATED BUSINESS PAPERS, Inc. 


su bse ribers, 
and honest ad- 
vertising of de- 
pendable prod- 


NEW YORK, N. Y. L™® 


Avenue, 


—_ 
——— 


OB ae 


The Class and Trade Paper 
in Advertising 


NE of the interesting developments in adver- 

tising this past year has been the new im- 

portance which has been given to specialized 
advertising concentrated upon a definite 

group of buyers. It used to be that advertisers found a 
general campaign sufficient to market their product. 
Automobile manufacturers, for example, felt no need of 
using specialized selling methods to reach doctors or 
sales managers or any other group who bought auto- 


mobiles for a specific purpose. But today competition- 


is so keen, and the importance of plugging every pos- 
sible sales avenue is so great, that you will find nearly 
all the leading automobile manufacturers using special- 
ized media in addition to broad general advertising. 
The same tendency will be observed in a wide variety 
of other fields. 


In the same way a food product manufacturer ten 
years ago felt no particular need to use special copy to 
reach the dealers and distributors. He felt that these 
distributors would see his advertising in the general 
media and that would suffice. But the mere fact that a 
manufacturer is advertising to the consumer no longer 
impresses a merchant to a point where he will order the 
goods on the mere strength of the advertising. He has 
to be sold on the profit-making possibilities of the prod- 
uct as well. So we find that the more progressive adver- 
tisers these days are making excellent use of the trade 
papers to ‘‘sell”’ their general advertising and to pairt 
for the dealer the kind of a profit picture which will 
arouse his buying desires. 


Serve Specialized Market 


With the tendency to make advertising more and 
more scientific, and less and less dependent on its mass 
weight, the appreciation for the services of well edited 
publications serving a specialized market has grown 
rapidly. Advertising agencies, who a few years back, 
counseled against using specialized media now operate 
departments for preparing such copy and studying and 
analyzing the nature of the service these papers render. 
It is true that such departments are usually operated 
at a loss. Obviously an agency which serves an adver- 
tiser on a percentage over net billing cannot prepare 
individualized copy for a list of trade papers as eco- 
nomically as it can prepare one advertisement for a 
general magazine of large circulation. Yet it must be 
said to the credit of those agencies who advocate the 
use of specialized media as a supplement to a general 
campaign that they are quite prepared to lose money 
in handling one part of an advertising campaign, if 
through making that campaign more successful, they 
can render the advertiser better service. 

There are few activities of the agency which require 
a more thorough-going knowledge of media than in 
making up a list of business papers. In the old days the 
Customary procedure was to run down a list of trade 
Papers, or class papers, and use those which claimed the 
argest circulation. There are still agencies who select 
business papers that way. But with the coming of the 
Audit Bureau of Circulations no thinking advertiser, 
much less his agency, bases his decision on mere quan- 


tity of circulation. He discards entirely any publication 
which is not prepared to render a verified circulation 
statement. It is as unfair, as it is unscientific, to com- 
pare the circulation of any magazine except on the same 
basis. The requirements of the Audit Bureau of Cir- 
culations are so exacting as regards ‘“‘net paid”’ circula- 
tion, the percentage of subscribers in arrears, the 
method of figuring the percentage of renewals, etc., that 
any other kind of a statement put out by a publisher, 
even though it may be sworn to seven times over, means 
little or nothing from a comparative standpoint. That 
is why nearly all the leading advertisers, and certainly 
all the thoughtful advertising agencies, restrict their use 
of business papers to those who are willing to have their 
circulation verified on a fair and uniform basis. 


Reputation of the Paper 


Still another important factor in the buying of space 
in either class or trade papers, and this also applies to 
industrial publications, is the editorial standards of the 
paper and its service to the reader. Unfortunately there 
are hundreds of business papers in this country who 
regard themselves as a house organ for their advertisers. 
The publishers of these papers lean over backwards to 
give their advertisers free publicity, editorial puffs and 
other editorial favors. A thoughtless advertiser may 
assume that because he can secure such cooperation his 
advertising in such a paper will be more valuable to 
him. That, however, does not follow. On the contrary 
any business paper which gives free puffs to advertisers 
has little if any standing among its readers. Lacking 
vital reader interest and reader enthusiasm advertising 
in such a paper is sure to be heavily discounted if not 
totally overlooked. There is no weight back of it, as 
there is when the advertising appears in a paper that 
enjoys reader confidence. And after all the biggest 
thing an advertiser buys when he buys space in a busi- 
ness paper is the reputation of the paper. A simple and 
safe rule to follow in buying space in business papers is 
to determine if the publication is a member of the 
Associated Business Papers, Inc., or if not apply the 
same tests to the editorial standards of the paper that 
this association requires from its membership. 


Business publications generally are divided into four 
classifications, known by more or less common consent 
as Industrial papers, Merchandising papers, Functional 
papers and papers which serve both industrial and 
distributive markets without concentrating exclusively . 
on either. These four classifications take the places of 
the three arbitrary terms—Trade papers, Technical 
papers and Class papers—which were formerly regarded 
as differentiation enough to cover the whole business 
press. 


Any of these groups may include papers covering 
both ‘‘vertical’’ and ‘“‘horizontal’’ markets. A publica- 
tion which treats a single industry, such as an automo- 
bile paper, for example, is known as a “vertical” 
publication, while one treating the application of a 
single principle over a number of industries has been 
termed a “horizontal” publication. 
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Count of Retail Outlets for Automotive Products by States 
CLASSIFICATION ag eigen ig 

aey $38 :% 35 use 
STATE . Paes g [soe] a5 | es AEE 
q 2s 7 bo o S = 2 3 a > = 2 8 © o & oe 
6s jis | § | go | & | 282 | Ba | Faz] 5 5 | 3208 
Bow Kees A AG 8 re 3: a> | *e¢ Z Og yo 
vs we ee) 4 Kj 22a Panes ae SEE aM S--3. 

23 Sow 3 2 : Gee | SBS | 385 é 2 BM 89 

A Am S&.s oa Be tC) ZAS aE EZ Z, fa) O8s8 

1 2 3 4 5 6 7 8 9 10 11 

CC rr 409 258 131 13 294 782 714 929 168 115 206 
eC , — re ree 194 107 35 11 175 329 333 402 71 TI 155 
Arkansas............. 504 292 153 6 484 795 668 892 73 54 122 
"Se Sr. 2,354 972 397 150 2,389 | 5,242 | 4,444 6,141 | 1,265 815 | 2,249 
Colorado............. 655 299 106 23 858 | 1,124 | 1,078 1,263 318 321 521 
Connecticut.......... 613 181 41 29 556 1,066 739 1,314 164 130 453 
Delaware............-- 83 35 ei | 4 yp 174 itt 198 26 27 60 
Dist. of Columbia..... 73 19 10 17 72 167 143 239 7 21 28 
ET ae earner er 568 252 120 32 303 929 734 1,033 81 282 209 
SOURED 5.505000 585 342 200 16 452 958 dal 1,097 84 91 246 
LS ears 337 192 62 5 388 461 441 514 128 75 163 
Illinois..............- 3,256 | 1,318 471 73 3,839 | 5,604 | 4,486 6,560 | 1,125 | 1,029 | 2,600 
a re 1,625 597 266 61 1,572 3,163 3,057 3,558 520 703 1123 
a eet Se 2,003 71 355 42 1,992 3,359 1,795 3,728 535 549 1,686 
| RES 1,531 799 307 32 2068 | 2,041 | 2,139 2,738 457 444 971 
Kentucky .:..5 5.00655 794 418 172 21 848 1,162 847 1,314 218 180 500 
Louisiana............. 393 241 120 16 357 635 526 715 40 71 106 
Se ee See 457 197 84 6 409 825 543 947 127 187 427 
MaEVIANG . .6.650:0.6.00015 529 fh yd 89 25 511 897 743 1,057 +4 75 176 
Massachusetts. ....... 1,299 450 180 60 1,270 | 2,609 | 1,644 3,429 621 228 848 
Michigan............. 2,187 | 1,058 386 40 2,681 | 3,575 | 3,468 4,178 709 593 | 1,381 
Minnesota............ 1,938 975 349 26 2266 | 2,778 | 2,657 3,196 627 512 | 1,165 
Mississippi ........... 438 286 152 3 245 662 633 749 105 121 209 
Missouri. ............ 1,541 689 301 49 2,185 | 2,980 | 2,470 3,479 865 537 | 1,263 
MONTANA. .6.60s0es08 418 242 81 11 388 557 483 649 86 65 197 
Nebraska............. 1,231 Viz 275 18 1,420 1,745 1,465 1,970 398 320 797 
Cf | 106 54 18 1 108 142 119 172 19 13 49 
New Hampshire....... 297 115 43 9 253 548 351 618 101 61 237 
New Jersey..........- 1,507 561 165 88 2,224 | 2,843 | 2,411 3,609 733 407 | 1,521 
New Mexico.......... 192 113 46 3 241 329 300 368 80 52 134 
New York. .<.0.00sss5 3,814 1,609 477 186 4,258 7,305 5,144 9,431 1723 1,154 3,518 
North Carolina........ 800 463 192 Ze 1,104 1,380 L275 1,559 290 190 612 
North Dakota........ 707 425 167 15 683 880 877 1,055 173 156 391 
No i caexnttl 3,289 | 1,353 461 105 2,555 | 5,730 | 4,077 6,879 | 1,155 | 1,020 | 2,626 
Oklahoma............ 968 545 244 18 821 1,669 1,539 1,814 391 371 649 
Cee ee 554 230 93 10 759 1,118 991 1,292 396 327 411 
Pennsylvania. ........ 3,852 | 1,469 491 183 4,507 | 6,526 | 5,552 7,788 | 1,095 871 | 2,167 
Rhode Island......... 215 61 11 13 235 466 350 606 | oP Te 226 
South Carolina........ 332 202 109 3 326 580 389 640 68 90 158 
South Dakota........ 740 413 146 14 644 922 803 1,082 156 146 317 
Tennessee............ 565 329 133 23 533 1,040 962 1,167 295 237 264 
GWG snassaseseders 1,923 | 1,037 476 52 2,514 | 4,325 | 3,141 4.851 991 985 | 1,521 
LS ee en 254 146 52 6 314 445 425 515 Ba 83 176 
WEPMONE. «6.6360 s008's 251 104 39 2 194 510 380 576 83 68 182 
cc 788 441 190 28 612 1,228 1,041 1,479 296 131 399 
Washington........... 922 397 149 33 1,563 1,886 1,655 2,195 610 283 796 
West Virginia......... 765 356 106 29 778 1,043 940 1,241 276 135 308 
Wisconsin............ 2,352 1,029 337 49 2,399 3,201 2,778 3,728 719 449 1,483 
WG OMIDE «66.5650 000.0018 242 113 36 4 235 320 310 382 86 58 102 
A ale 1,805 | 1,097 548 50 2,035 | 2,727 | 2,313 3,011 289 29 241 
(Co) ere 53,245 24,966 9,599 L735 57,989 91,782. 75,211 108,347 19,156 15,010 | 36,349 


_ For total number of separate business establishments see Col 
service station and supply department would be counted under eac 


Courtesy of Chilton Class Journal Co. 


umn 8. There is considerable duplication in the various columns. Example: car dealer operating garage 
h such heading. Column 8 shows net figures with all duplications eliminated. 
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Retail and Wholesale Drug Outlets by States 


RETAIL DRUGGISTS Department 
STATE Wholesale Chain Owned] Stores with 
Druggists All Ratings | Rated Over | Rated Over| Rated Over| Rated Over Drug Stores | Toilet or 
$1,000 $3,000 $5,000 $10,000 Drug Dept. 
NN a ssn vn gine G8 16 1,037 609 474 272 151 33 20 
SERIE ae ter eet 3 117 79 77 54 36 3 10 
NR 505 Bae harkens 11 987 618 464 332 192 4 15 
IE Tee 21 2,314 1,569 1,448 969 582 200 81 
Dee, ot. ccuvvsae a x 473 387 340 257 155 39 23 
Connecticut. ...... 12 655 447 358 231 120 30 39 
Delawate.... 0... 0. «:- 2 122 80 66 37 24 3 6 
District of Columbia... .. 5 221 101 95 58 41 43 10 
ESRD: Airey cee 10 866 427 357 238 129 27 20 
NE. uae Ses cAN eRe Hees 25 1,254 606 513 358 211 54 31 
N.S eau gaewk aks 1 244 183 157. 112 69 49 5 
Rs nc tgp ae ears 38 3,363 2,395 2,137 1,446 801 239 106 
| ONE err rere 21 1,632 1,198 653 353 354 102 78 
| RRS ee een 20 1,406 1,046 926 697 399 44 43 
aHEASS (coor a sien er 8 1,223 945 826 594 321 18 47 
Se NRE oc. ca Lat otonens 13 898 726 605 429 230 44 29 
: EE or 11 661 465 386 263 133 43 26 
| ROR rnrere q 304 258 206 136 51 5 16 
: NS Se errr 13 632 441 348 215 106 31 22 
) Massachusetts............. 18 1,856 1,029 801 420 218 86 77 
| ee or, 17 2,006 1,358 1,160 630 280 302 66 
Minnesota..............--- 6 1,068 745 648 415 239 60 31 
) Mississippi. ............--. 13 770 509 413 289 166 5 20 
OS eee eee 25 2,013 2,299 1,977 872 51 113 34 
eT ae | 9 306 198 174 125 64 2 11 
7 | 
D Nebraska............00000- 6 947 679 571 421 237 8 19 
: Se ers 2 111 101 99 86 74 3 1 
4 SS COT COR ECS 10 1,253 832 738 413 239 50 31 
New Hampshire............ 4 245 176 135 81 35 1 9 
: New Mexico............-5. wer 102 82 68 56 37 2 4 
: New York.......0.. 0.0000. 125 5,807 1,941 2,639 1,517 665 195 147 
‘9 North Carolina............. 21 1,013 694 609 435 272 12 30 
North Dakota. ............. 1 341 217 203 140 84 2 10 
> ae 46 2,471 1,915 1,631 1,069 593 208 145 
6 Oklahoma................. 7 1,537 1,024 814 547 278 17 24 
58 
17 Re 6 466 352 304 211 125 13 8 
“ Pennsylvania.............. 84 3,130 2,568 2,240 1,426 881 140 136 
a1 Rhode Island. ............. 6 387 186 136 95 54 39 17 
16 South Carolina............. 18 601 350 293 198 128 13 15 
bo South Dakota.............- 4 411 256 225 184 104 2 8 
) 
96 Tennessee. ..............0- 25 692 507 424 277 160 36 31 
08 ee Buebeean 26 3,337 2,356 1,854 1,360 779 89 72 
183 Se ee 7 175 — 111 71 29 61 9 
a gg ET 2 160 13 | 97 61 25 2 9 
ne a ee ee 14 840 624 | 544 418 264 27 32 
349 | | 
a Washington bicauel ae Acwsanes 6 739 739 461 302 177 58 | 28 
Won Vitginia. ... 05 ovexs. 11 533 396 345 259 183 19 19 
PMR 5 6s cs canst aoniens 20 1,170 886 751 501 281 33 48 
ss ao, | 1 124 82 70 64 38 1 3 
see ee 785 53,020 36,043 | 30,314 19,894 11,236 2,610 1,721 
| 
ae | 
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Retail Furniture Outlets 


Retail Stores 


Department Stores 


STATE 
$30,000 $15,000 Less $30,000 $15,000 Less 
and to than Total and to than Total 
Over $30,000 $15,000 Over $30,000 $15,000 
reer Trey er rs 85 66 371 522 6 1 bal 5 
PN 2 oon ly cvneed warp aces" e SESW HA SoU eae 4 2 8 14 1 ne na 1 
PIR os 85886 Said dedi os Ghee TRS Fees 12 9 60 81 1 1 1 3 
PRED cng isc. os sso 6 So ain He RAO Rated ees wee 66 63 321 450 5 2 ij 
SSRIS. bic ccsc 5 Goin ann wi Sora te le Hae RewnSIO gS Reel 218 121 805 1,144 30 6 20 56 
RING. sina be gare DAREN ESS OSS 46 47 206 299 ‘| 2 12 21 
ROMETIOUE So.6c 6 cua coe sae bows als ome + SSR SS 7 64 251 391 12 3 15 
Ee Eo atenoeee 12 12 48 de 1 1 2] 
District of Columbia. ...........----+0255088 30 6 68 104 2 6 2 
RNA Ss cidedals ade Raeed.cxee UNM ONESS OER 63 68 348 479 5 5 1 9 
I ici asnin co awtn tS Fane ben eeotese 124 119 411 654 8 2 + 14 
Hawaiian Islands.............--sceecse eens 5 1 9 15 pA 1 3 
IND a. coco Roe sels gadaree dad aPactees e es Re 19 20 99 138 2 1 men 3 
TUNE oc. & 65. wre gawd ac SRE ASE SESS SSE 367 281 1,243 1,891 36 11 11 58 
BPE IR io. csie ce ovs-ignn oxevars SAGs A Sue Walaa! Mee ae 207 150 631 988 29 6 13 48 
DID pn escing, 6: ache, GSS NECA a + 8 TS GH 135 167 639 941 18 15 je 50 
ee err eee er crs 115 135 635 885 5 2 5 2 
ee ETTORE TET Ce ens 96 79 426 601 11 2 8 21 
WPCONRD oc 5 0.5.05 a.sos 6 SARS CS TOS ORE 74 49 214 337 3 1 4 
MAIS isn oso dos wc pepe Mle oe CA SSS WL OREA 26 19 198 243 5 1 3 9 
Maryland. ..........-.:000eee cece ees 89 43 212 344 9 p 2 13 
Massachusetts.........---0:0e eee eter etete 175 117 630 922 27 5 22 54 
RS as nse hie aee xe ane 172 109 741 1,022 25 5 9 39 
WiNOSOtA:.< ccs «ogg cc saw eee hee eee ee aes 144 107 624 875 9 we. 5 14 
Mississippi..........------++> 53 32. 257 342 5 ee 4 9 
RR IPIIER  fooe.ce. care cb ore aE AHA DERE SS Pods SANE R 184 149 664 997 8 2 5 15 
IAG WEAIIA 5 once acca ce ce acces be ebPonens Hees 39 a 108 168 3 1 2 6 
Nistet ekg oonocnccgucccdesceadeeeveooe weeds 92 99 399 590 7 3 2 12 
RNA p65 oi gino Granie ae ad SSR ee eee a eeS 3 1 14 18 4 eRe i! 5 
New Hampshire............--.00: 500220 te es 12 15 76 103 , 2 1 5 8 
New Jersey...........02 cece ener eceeees 164 103 675 942 1p 5 15 32 
go Coe a a ra 13 10 50 73 2 1 2 5 
IY BAB ek oncng gpa bw RS wee SESE SY SERS 520 306 2,535 3,361 38 10 33 81 
North Carolina.............0.0 eters cet eteee 114 115 442 671 19 11 24 54 
North Dakota....... 44 38 254 336 6 Pes 3 3 
NI ce cy a. grea. G. 5 bv Sue Se. loch Sante Madani Se SA 384 195 1,095 1,674 39 8 24 71 
Oklahoma. ....... ccc ccc ce eat enews en ceenes 82 121 589 792 1 5 3 9 
Re tcisicsis ve Gedo EO aR AP EENAS A RE RE 36 31 151 218 13 2 2 17 
Pennsylvania..............--+-> 499 351 1,925 2,775 62 11 28 101 
Rhode Island..............-.-.2 0s eee eee 39 14 113 166 6 2 2 10 
ee Orc re a 60 48 284 392 13 4 1 18 
South Dakota............. 0.00000 eee eee 39 35 214 288 3 1 1 5 
Tennessee...............--- 5 assay bigra sah rake 100 93 363 556 5 5 a: 10 
Texas............... Si @ou afew yt dta ete tees 222 214 922 1,358 9 2 5 16 
WR oie os pa ws had ods 52a HO SI ARSED 34 14 58 106 ily) 1 18 
a Eee, 12 17 76 105 1 1 ke : 
Rs vidinscns ohssteseesewgnaceancvredy 109 108 433 627 14 4 15 | 33 
WAAR. occ ovi ccs essnnee cease ennal 55 55 232 342 8 2 5 | 15 
West Virginia... 0.0... 6. cece cece e eee es 105 68 285 458 24 8 10 42 
WUMUNOIA, . «. . .cncscarctedsvssevseaensvae 91 115 637 843 15 9 3 | 3 
Weed... ..cccdeststisavae ser scenes 8 13 54 75 1 1 - | 2 
MAGIA en.d orcs cia uence ea cbtensn casa eyes 5,473 4,235 22,103 31,811 596 164 347 | 1,107 


Courtesy Periodical Publishing Co. 
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FURNITURE RECORD 
selling- power 


It has no waste or general circulation; 70.4% being con- 
centrated in the 13 states in which are located 65.4% of 
all furniture dealers rated at $35,000 and over. 


# It is the oldest A. B.C. publication of its kind with 
the greatest number of dealer readers. Its circula- 
tion is specific. A member of A.B.P. for many years. 


Furniture Record is like a great central 
market place where the very best rated 
dealers in the country with an average 
Tuenty-seven years of expei- | buying power of over $105,000 apiece, 


ence serving exclusively the 
Retail Furniture and Home 


congregate to buy home furnishings. 


Its practical and authoritative 


articles explain and_ inspire Observe that FURNITURE RECORD 


better ways of retail merchan- 


dising and management, carries more national advertisers, using 


It reports price changes and 


fucteation, new designs, new | ONLY One paper in the field, than any 


developments in the industry; 


data and information covering sim ilar m edium ° 
all market centers and terri- 
tories. 


Funsume Records Faitorry | <2? Advertisement in the RECORD places 


and Servic artmen r 
dad scalar ets | your product at the cross-roads of trade on 


with any available store data 


ind information that you may | ¢He matin thorough fare—ain the very heart 
desire. : . 
0 things, time has proven. 


We invite any open-minded 
business man to visit us and 
look over the many activities 


‘arried on here or sponsored PERIODICAL PUBLISHING CO. 

by this company. To see is to 

believe. For ours is the largest Grand Rapips, Micn. 

organization serving the furn- , ; 

iture and home-furnishings in- Branch Offices: New York, Chicago, Washington, D. C., 


dustry and trade exclusively. Cincinnati, Los Angeles, San Francisco 
+ 


324 


SALES MANAGEMENT 


, Marcu 31, 1928 


FURNITURE 
MANUFACTURER 


Covers the 
Furniture M anufacturer 


—Exclusively 


Reaches practically 90% 
of the buying power in 
the furniture manufac- 
turing field. Puts you in 
touch with a market 
that buys $384,507,648 
worth of materials alone 
according to the latest 
U. S. Bureau of Census 
report for 1925. This 
figure does not include 
new equipment, replace- 
ments, new buildings or 


the like. 


It is the only A.B.C. and 
A.B.P. paper devoted 
exclusively to this field. 
It publishes all the busi- 
ness and technical in- 
formation of keen inter- 
est to executive and 
layman. 


PERIODICAL PUBLISHING 


Co. 


GRAND RAPIDS, MICH. 


New York, 304 Tilden Bldg. 

CuicaGo, 28 FE, Jackson Blvd. 

Crncinnatl, 924 Union Trust Building 

Los ANGELES, 509 Western Mutual Life Bldg. 
San Francisco, 274 Chronicle Bldg. 
Wasutnaion, D. C., 1630 Irving St., N. W. 


TRADE GROUP 


Circulation, Rates of Principal A. B. C. Business Papers 


For Industrial Group See Page 338 


6 mo. Av. ra: 
; . : Net Paid | Page Rate | Page Rate 

NAME Published 12-31-27 ingle Every 

ABC Stmt. | Insertion Issue 
gotecte ac ree: (, di a a Weekly 7,441 | $128.00 396.00 
American Hairdresser..................00000- Monthly 18,764 | 160.00 | 125.00 
American Garage & Auto Dealer.............. Monthly 14,788**| 160.00 | 125.00 
American Lumberman......................-. Weekly 10,445 175.00 | 115.00 
American Paint & Oil Dealer................. Monthly 11,651 150.00 | 125.00 
Automobile Trade Journal................... Monthly 49,553 | 320.00 | 255.00 
BOOUOE SHOE HECOPET oo osc ec 6c ie oe cs de Weekly 14,657 | 200.00 | 100,00 
Building Supply News (see page 338).......... Weekly 8,496 | 200.00 | 100.00 
Commercial Car Jourmal..................05. Monthly 10,958 | 225.00 | 180.00 
ee Weekly 18,518 | 225.00 | 135.00 
Evy SOS TOOUNIEE oo nok ccc ce ac vnen Weekly 13,080 | 550.00 | 300.00 
Dry Goods Merchants Trade Journal.......... Monthly 12,295 |} 300.00 | 225.00 
Electrical Merchandising (see pages 328-329) ...| Monthly 14,071 | 250.00 | 225.00 
errr ree Monthly 16,192 | 264.00 | 185.00 
re Monthly 4,188 95.00 | 70.00 
Farm Implement News... ............0000008 Weekly 7,330 | 100.00 | 75.00 
Drees 2 a a ern Monthly 5,232* | 125.00 | 90.00 
UGENITUTO POUNINAL 6 65.65. 6c oc eyessin Sua y Lene Monthly 3,253 105.00 | 80.00 
Furniture Record (see page 323) ............. Monthly 6,455 | 150.00 | 100.00 
rr Monthly 6,132 | 115.00 | 80.00 
Good Furniture Magazine.................... Monthly 4,235 | 180.00 | 120.00 
Haberdasher, Clothier & Furnisher............ Monthly 4,999 | 150.00 | 100.00 
rT Peer reer ee Weekly 18,112 | 210.00 | 140.00 
RE I ig isis ocd kn kwik nn ban eurarecd Weekly 4,058* | 110.00 | 75.00 
House Furnishing Review.................... Monthly 2,742 165.00 | 135.00 
ice Cream Trade Journal... ...............%55 Monthly 2,304 86.00 | 75.00 
Implement & Hardware Trade Journal........ Fortnightly 7,241 112.00 | 77.00 
BNANAT NES Soi cso! s Wes ects Sep Reh OW ee Monthly 4,242 125.00 | 95.00 
MIGUETAUSCANLY SROD. 2.2... . . oc cies sc scans ees Monthly 16,797 | 125.00 | 110.00 
ind s camisN in oh ca newer ates eed Monthly 46,781 | 400.00 | 360.00 
ih sis ink 507.5 cis bd wkd RE Weekly 24,122 | 195.00 | 150.00 
Motor World Wholesale... .... 00... 0000000. Monthly 10,563 | 200.00 | 160.00 
RP erry te rt Monthly 17,607 | 350.00 | 300.00 
Retail Ledger (see page 316)................. Semi-M’thly| 17,088 | 1782.00 | 1544.40 
Shoe & Leather Reporter.................... Weekly 3,792 | 120.00 | 78.00 
SOE ERI re Ete eee Weekly 8,329 | 140.00 | 80.00 
Sporting Goods Journal... ............6 0.6.66 eee Monthly 8,287 150.00 | 115.00 
Tea & Coffee Trade Journal.................: Monthly 1,717 | 110.00! 73.00 

CLASS GROUP 

Advertising Oc SEMING.... 6. occ cacicce seo twee vee Fortnightly 9,187 | 160.00 | 120.00 
ee ee Semi-Monthly | 6,515 | 160.00 | 115.00 
PIN on ok ein ycaps ces dy aesrnees Monthly 87,552°| 460.00 | 400.00 
American Funeral Director................... Monthly 5,960 | 112.00 | 70.00 
American Motorcyclist & Bicyclist............ Monthly 4,475 | 114.00 | 95.00 
American Painter & Decorator................ Monthly 20,428 | 175.00 | 150.00 
IN i a soci a usc beeen esse ewe Monthly 5,883 | 130.00 | 100.00 
American Mestearant...............0ccccsvcns Monthly 8,270 | 160.00 | 125.00 
American School Board Journal............... Monthly 11,116 | 156.00 | 120.00 
NE Ry ay ween ere one Monthly 3,129 | 165.00 | 150.00 
8c ios k py ax Kanne ds Ree Monthly 7,140 | 165.00 | 135.00 
PCOCONNNE POM. 5 oon ccc cvecesenns Monthly 7,187 | 210.00 | 150.00 
pe ET ee ene Monthly 10,993 | 220.00 | 200.00 
Building Age & National Builder.............. Monthly 73,196 | 425.00 | 360.00 
Buildings and Building Management.......... Fortnightly 2,613 | 135.00 | 75.00 
Class and Industrial Marketing............... Monthly 3,050 | 115.00 | 85.00 
Editor & Publisher and the Fourth Estate... .. Weekly 8,028 | 250.00 | 168.00 
| renee st Weekly 3,405 | 112.00 | 70.00 
en Monthly 3,303*| 95.00 | 75.00 
ee OTC TT Tee Te Monthly 6,614 | 200.00 | 180.00 
rr eee ee Monthly -| 6,024 | 90.00} 70.00 
Te FLOR Pee Orr eee Monthly 7,795 | 100.00 | 72.00 
TE Re SO he Monthly 12,411 | 170.00 | 140.00 
Manufacturers’ Record..................0005 Weekly 10,590 | 126.00 | 96.00 
Ser reer Tt Monthly 6,542 | 190.00 | 125.00 
OS Sr rrr ar re ern Semi-Monthly | 11,514 | 150.00 | 100.00 
CM dans ania > aie dew aeeaabent Monthly 22,238 | 225.00 | 180.00 
National Hotel Review...................... Weekly 5,224 | 150.00 115.00 
National Laundry Journal................... Monthly 3,830 | 88.00 | 72.00 
NN iis pak cwces ss cenasiak Monthly 5,516 | 135.00 | 110.00 
National Real Estate Journal................. Fortnightly 10,155 | 170.00 100.00 
National Underwriter..................0.006: Weekly 8,747 | 150.00 | 69.23 
"Se ORE a aera Monthly 15,539 | 165.00 | 150.00 
Postage and The Mailbag.................... Monthly 9,3224| 125.00 | 125.00 
en arr Monthly 4,763 | 125.00 | 100.00 
I oe sc Me causa Cares Cad pean Weekly 21,574 | 135.00 | Fe 
Promters Tak Blomtily... .. 5. cccceeccnsvn Monthly 17,272 | 200.00 | 200. ) 
Ss. | ae a a ae ae oe Monthly 4,628 | 125.00 | = 
Sales Management (see page 313)............. Fortnightly 13,438 | 175.00 | re 

“he eee es Weekly 7,645 | 80.00 | 56 


* 6-30-27 Statement. 6-30-27 for the Mailbag. 


**12.31-26 Statement. 


°6-30-26 Statement. 


es | 


The Industrial Markets for 
Advertised Products 


ASED on the United States Census of manu- 
facturers (1923) there are approximately 
196,309 manufacturing establishments 
among the process, metal working, textile, 

lumber and miscellaneous industries. These employ 
a total of 8,778,156 wage earners. Their total value 
of products amounts to $60,555,998,200. Cost of 
materials entering into finished products, fuel, rent 
of power and heat, mill supplies and containers sold 
with goods, are represented by the sum of $34,705,- 
697,749. These industries alone develop 33,094,228 
primary horse-power, and consume 241,156,938 
short tons of coal. Add to these figures those that 
might be added from utilities and mines, and you 
have a bird’s-eye view of the scope of the industrial 
market into which you are asked to follow the writer 
along the trail of mapping out sales and advertise- 
ing campaigns to reach it. 

Judged by the number of possible buying units 
embraced in the general field, the total of 196,309 
manufacturing establishments may appear small in 
comparison. It should be recognized, however, that 
28,000 of these establishments buy over 85 per cent 
of the industrial products sold. Independent think- 
ing is concentrated within this selected group; the 
remainder being for the most part willing to accept 
the say-so of dealers. 

In passing, let us consider the single industry of 
coal mining, not touched in the above; the world’s 
third largest basic industry that spends more than 
$400,000,000 annually for materials, supplies and 
equipment, 

According to Floyd Parsons, noted coal mining 
authority: “We have 3,500 billion tons of coal in 
the United States; an enormous supply that would 
make a cube nearly nine miles long, nine miles wide 
and nine miles high. Of this huge mass we have 
mined and consumed an amount no greater than 
would be contained in a 350-foot slice from the top 
of the cube. In other words, we have used up only 
2 per cent of our coal, but unfortunately this 2 per 
cent has comprised one-third of all our so-called 
good coal.” 


A Typical Campaign to Industry 


_ This condition means just this. Coal mining 
is no longer a simple task, and the beds that were 
easy to get at and work are rapidly being depleted. 
Thus we are in that age of business where the exer- 
cise of engineering skill and managerial efficiency 
Is essential to success, not only in coal mining, but 
in other industrial fields as well. 

Blank and Company is an imaginary concern 
manufacturing a complete line of brushes used for 
cleaning and painting. 

Textile mills had brush problems. In mines, 
power plants, manufacturing establishments, mills 
and foundries, the need for brushes designed espe- 
cially to suit industrial requirements was real and 
vital. Brooms and brushes of some sort were used, 
of course, but throughout industry in general no real 


effort had yet been made to secure proper recogni- 
tion for a brush on a basis that would lift it out 
of its class and place it on the same par for consid- 
eration as a tool of production. Industry considered 
a brush just “a brush’; a necessary evil that must 
be purchased in large quantities and which was 
expected to wear out rapidly—for industrial brush 
service is severe; far more so than in household 
use. 

This was the situation when our imaginary board 
of directors decided to look into industrial markets 
as an outlet for business expansion. Assuming that 
they agreed to go into the matter very thoroughly, 
we may conclude that the following steps were 
taken. 


Four Principles of Marketing 


As a preliminary, four principles of industrial 
marketing were laid out and studied. These prin- 
ciples were: 

1. Market Determination. A clean-cut job of selecting and 
rating the worth-while markets according to potential volume. 

2. Buying Habits. With the most profitable markets selected, 
their buying habits were carefully studied to ascertain which men 
controlled the buying and how they bought. 

3. Channels of Approach. The approach to buyers in each 
market was determined from the standpoint of the channels 
where they naturally looked for information on equipment, mate- 
rials and supplies. 

4. Sales Appeal. Sales appeals were developed that tied the 
product directly to the self-interest of the buyer in each market. 


A Building Plan 


In application, these four principles were broken 
down into ten simple steps as a workable and order- 
ly method of building. The steps are as follows: 

1. Markets. 

Operation: Select and rate the worthwhile markets according 
to their practical potential yield. 

2. Types of Buyers. 

Operation: Select the men who control the buying in each 
market, isolating them by actual responsibilities, rather than 
titles. 

3. Prospect List. 

Operation: Build and maintain a prospect list of companies 
and of the men who have been found to control buying in each 
of the markets selected. 

4. Nature of Sales Organization. 

Operation: Determine the nature of the sales and distribution 
system according to the purchasing requirements of the buyers 
in each market—the services which they seek of sales representa- 
tives when buying. 

5. Territorial Plan. 

Operation: Place the sales force and distribution facilities 
strategically, according to the geographic location and concentra- 
tion of the markets selected. 

6. Personnel. 

Operation: Select, train and compensate the sales and distribu- 
tion personnel according to the nature and scheme of sales 
organization already determined. 

7. Publication Advertising. 

8. Manufacturer's Literature. 

9. Special Promotion. 

Operation: In each market, employ these means of sales pro- 
motion in a balanced program, according to the buyers as sources 
of information. 

10. Buyer-Interest Keynote. 

Operation: Develop as fundamental appeals for sales and 
advertising, those that tie the product directly to the self-interest 
of the buyers in each market. 
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For the sake of net profit 
Practical Industrial |; 


le This method of selling and advertising direct 


to every manufacturing plant regardless of 


A buying capacity, produced $250,000 a year 
from the territory at a net profit of 2%. 


This selective method of selling and adver- 
tising direct to the same territory produced 
for a competitor $265,000 worth of business 
at a net profit of 10%. 
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Advertising Coverage 


is a timely business aid 


Practical Industrial Advertising Coverage, like 


practical sales coverage, is a problem of selecting 


the plants with buying capacity and directing 


advertising effort thereon. Do you know that 


84% of the buying of every 100 manufacturing 


plants is done by only 15 plants? 


You are invited to make at any time a personal inspection 
of McGraw-Hill circulation methods which produce the 
Practical Industrial Advertising Coverage illustrated in “B.” 


McGraw-Hit Pustisuinc Company, Inc. 


New York, Philadelphia, Cleveland, Chicago, St. Lou's, San Francisco, London 


McGRAW-HILL PUBLICATIONS 


Electrical 
ELECTRICAL MERCHANDISING 
ELECTRICAL WORLD 
ELECTRICAL WEST 


Transportation 
ELECTRIC RAILWAY JOURNAL 
BUS TRANSPORTATION 


Construction & Civil Engineering 
ENGINEERING NEWS-RECORD 
CONSTRUCTION METHODS 


Mining 
ENGINEERING & MINING JOURNAL 
COAL AGE 


Radio 
RADIO RETAILING 


Industrial 
CHEMICAL & METALLURGICAL 
ENGINEERING 
AMERICAN MACHINIST 
(American and European Editions) 
POWER 


Affiliated Publications 
(Published by McGraw-Shaw Company) 
FACTORY AND 
INDUSTRIAL MANAGEMENT 


INDUSTRIAL ENGINEERING 
with which is consolidated 
INDUSTRY ILLUSTRATED 


(Published by 
Business Publishers International Corporation) 


INGENIERIA INTERNACIONAL 
EL AUTOMOVIL AMERICANO 
AMERICAN AUTOMOBILE 


. 


e 


Catalogs and Directories 


McGRAW-HILL ELECTRICAL ENGINEERING CATALOG 
McGRAW-HILL ELBCTRICAL TRADE CATALOG 
KEYSTONE COAL MINING CATALOG 
KEYSTONE METAL QUARRY CATALOG 
KEYSTONE COAL BUYERS CATALOG 
McGRAW CENTRAL STATION DIRECTORY 
McGRAW ELECTRIC RAILWAY DIRECTORY 
METAL QUARRY DIRECTORY 
COAL FIELD DIRECTORY 


BONBRIGHT SURVEY OF ELECTRIC POWER & 
LIGHT COMPANIES IN THE U. S. 


WHERE THE ADVANCE OF ENGINEERING, PRODUCTION AND INDUSTRIAL ADVERTISING HAS BEEN RECORDED FOR HALF A CENTURY 
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Gasoline Consumption Total Gasoline Demand and Average per Car 
A total of 467,016,000 gallons of Year 1 2 3 4 5 6 
gasoline was consumed during 
December, 1927 by motor vehicles RE eRe ET SRE: Lm: eS eT 
. . . cee pce case eee 4970671 56,313,000 |” “50,681,700 |" "4,277,619 |" “1i.84°| 497.28" 
eT classes | Zspeamn | grossa | Sasktel | 1240 | Sg 
© Ss or in aw Cocco rerereceeresesecesece , » ’ ’ ’ ’ ’ ’ ° . 
aws or §asO Pp 2 Oe ee 91206141 | 1017208'000 | 91,087'200 | __ 8,4017322 | 10.84 | 455 28 
according to reports made by oil 7) cS 10,505,630 | 107,325,000 | 96,772,500 | 9,855,886 | 9-81 | 412.02 
. waging st nebmaasenbierte 299, 906, 115, ,402, ‘09 | 423.78 
te Viasat | {stone | lecanam | lesan | Hit | fe 
1. | ME ouicsanescorsonsatowen ,605, c 502, 459, ‘1 | 424/62 
\merican Petroleum Institute Sr ocsans ee eae 19,857.915 | 223,865,000 | 201,478,500 | 18,731,705 | 10.75 | 451.50 
This is an increase of 46,662,000 Sas cs codecs et cetcuaee 22,046,957 | 262,165,000 | 235,948,500 | 20,952,436 | 11.26 | 472.92 
, 
gallons ‘ot 11.1 per cent, over De- | __aiapASe aleeranten 9 23,302,668 | 298,000,000 | 268,200,000 | 22,674,813 | 11.82 | 496.44 
s ,’ 
cember, 1926. 1,675,022,000 | 1,508,519,000 | 138,950,939 | *10.85 |*455.70 
C lj : f h tDecember estimated; specific data not yet available. *ll-year average : 
rasolne consumption or the 1. Motor Vehicle Registration 2. Total Domestic Gasoline Demand—Barrels 3. Approximate Motor Car 
year ended December, 1927 in the sn ay per cent Total 4. Average Number of Autos Registered 5. Average Barrels per Car 6. Average 
35 states totaled 6,092,132,000 gal- : : 
lons, which is an increase of 623 - Gasoline Consumption 
’ ’ 
920,000 gallons, or. 11.41 per cent ss Sait Mated otek 
over 1926. This percentage change State ange a 
figure is not comparable for pre- Slices a 
vious years due to the difference ” 
in the number of states reporting. PP RIRIDN shins Raine Sue rh teas cere ae cl nervibe SiG Airc amie 149,572,000 127,932,000 +16.92 
: SS Reo aoe 41,237,000 ,609, +26 .46 
Only two states during 1927 Arkansas 394, 100,108,000 | — 0.71 
r ‘ California 1,017,681,000 905,888,000 +12. 34 
showed decreases in consumption, Delaware 273, 993, +2140 
these being Arkansas, with a de- —Flaudg% Cumbia saostoon |  2e6arro00 | “tse 
crease of 714,000 gallons, or 0.71 —- Geargia........------ wy chyo ime | tat 
per cent; and Florida, with a de- _ Indiana... - 0.22 0.22. 347,757,000 305,984,000 +13.65 
He ER ee ene eT Tee eee ee eer Cree i. y A J 13. 
crease of 39,020,000 gallons, or Ea A ap DEE SNe EHDA IIT Mi 270,615,000 240,817,000 TR i} 
13.60 per cent. ee 11606000 | 135499000 | T1134 
Four states showed more than — Minnecoia 21.0000. 29973so00 | 2ertartono | Pai 
20 per cent increase in consump- ~ som of Re Se a ey eee PUR nd Sey Aah earn here yt Tits 
tion during the past year. Those NS 169,669,000 152,787,000 +11.05 
os a : IN ach bec wise hind Sip Winsor GRID pee IS «AOE Wl wie eee EA ,/20, 840, +17.34 
states were: Arizona, DPMP GOT Titel... ......-ccccccccccccccccececcescccceeces 45,722,000 38,922,000 | +17.47 
cent; New Mexico, 23.46 per cent; Og: oa Eee ee PRN Sees tr eR PD ne Reto pecans Tee 
Delaware, 21.40 per cent; and NRE REST SPREE RED EOS 788:657.000 gie27.000 +16.70 
Maine 20 24 er cent + a a TE A SP ee eee ee TE OIA ar eC roy Shy +12.1 
i yo it re ie inant gaaterer i adel 1,462,000 214,363,000 17-31 
ies P ; RE ER RE CESEIS ERNE NAR SORES REET IS? 130,885,000 1ig7se000 | 414.08 
The smallest percentage of in- Pennaylvanias. 0.0.0 684,097, 588,379,000 | +16.27 
ews I loa ne gues ec an ae 61,436,000 55,223,000 11.25 
crease was 8.05 per cent recorded I a2 45 old Calc apr antvuue Dmmaeeree 102,476,000 90,113,000 Th 
by Idaho. RE ARR AS AG RS RIE ITS BIE 87,975,000 75,477,000 | +16.56 
Average increase during 1927 a 2 ee 391,447,000 ig'eato00 | 414.92 
MN Sis sch oe ca fos ove eons ei ook 5 eo DNA e PORES FIN center dU Ie APSE ,447, 641, ; 
for 39 states, including California, Waban ccc] 18900 | aes8000 | E1874 
; “ NN Me soit eaniey, Saad oaseaeaw. gue 203,167,000 185,037, 9.80 
Montana, Pennsylvania and Ten | AY RIEL N LTR INTE 101,396,000 85746000 | 418.25 
nessee which report their figures Ns 395) onde sp ewaictie Savckanerranive vate ee eve 313,586,000 268,682,000 +16.71 
puntbndly, ene 1EAL2 gee cont: A PE a OE SR NR Ea aid GNSS: 26,202,000 23,179,000 | +13.04 
, = “4 
: gi oad Dy ina 6,092,132,000 | 5,468,212,000 | +11.41 
Among the 39 states reporting, EE AAT EE DEIR, 16,691,000 14981,000 | +11-41 
these states held the five highest 
‘ . Increase over previous year: 
places in amount of gasoline con- Na csc ic¥oe eaten tte ce oa ae 623,920,000 
sumed by motor vehicles during PURE 5:6 pci sasaveug ove ereih ghia pin ie sues sinie ese tun seo eIs Ia 11.4% 
1927: : : : 
Daily World Oil Production in 1927 
Total average 1927 1926 
California ..1,017,681,000 2,788,000 Country ows = r 
Ohio enn 763,094,000 2,091,000 a en: A be 
a) ’ 
Pennsylv’a 684,097,000 1,874,000 United States..........eececceeccstesteeseees 905,800,000 | 72.23 | 770,874,000 | 70.18 
Texas ............ 501 ,447,000 1,621,000 oe... Ror eit pataecadsca wis WE Are ete mre cases ae 7 Ba ee :3 
Indiana ......... 347,757,000 953,000 Mexico. 60.00. ee eee eeteeeeieene 64,200,000 5.12 90,421,000 8.23 
Arizona’s gasoline consumption Rema) x88 | 288 | BREE ait 
. at Netherlands East Indies.................-..200-. 21,400,000 242, 1.94 
in December, 1927, gained 49.65 Colombia... ee ee 14,600,000 it 2044000 59 
per cent over December, 1926. EIS chinvenwereceoueassrs<sve seuthenee 9,800,000 .78 10,762,000 8 
Other states showing the largest  Brvsmindia Lc} S2ontee 6 poaeey | a 
gains in December over Decem-  Pinuad 200000] poo |] 857880 fs 
ber, 1926, were: New Hampshire, MN oy her cieehab pas aie ERS So 5,000,000 .40 4,942,000 45 
38 84 - Mai 33.22 = Ra INOER aos. os aevnaiae a isresanreqin ts 1,700,000 .14 1,900,000 ae 
J6. per cent; aine, , per Egypt 1,270,000 .10 1,888,000 7s 
cent; Delaware, 32.83 per cent; oa” by ray 
Kentucky, 28.03 per cent; New = anag2- ae - rye 19 
Mexico, 27.81 per cent; Wyoming, Sakalin.. 000 181,000 
+e e . zechosiovakia. 
22.31 per cent; and West Virginia, 1 50/000 138000 jj 
21.18 per cent. as 200,000 33,000} ] F. 
“2 a ee hata 1,254,145,000 | 100.00 1,098,389,000 | 100.00 


(This material through courtesy of the National Petroleum News.) 
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a HERE does inspiration come from 
to produce the elusive idea? Is it so 
easy to generate that all you need isa 
mahogany desk, a swivel chair and a block 
of paper? After all, isn’t it the digging 
and the research—some real hard pick- 
and-shovel work—that, nine times out of 
ten, is responsible for the inspiration?” 


Leo C. Smith, OLSON & ENZINGER, Inc. 
in Printers’ Ink Weekly, Nov. 24, 1927 


Mr. Smith is talking about Copy-BUT 


LL that Mr. Smith says about copy we have 

found emphatically true of editorial contents. 
When we have advertised the empty swivel 
chairs in our various editorial offices, it was to 
make graphic the fact that our own editors are 
primarily field men. Only incidentally do they 
occupy chairs in editorial sanctums. 


‘Human Interest,” we say, “insures Reader- 

Interest.”” The place where National Petroleum 

News finds human interest is out in the oil fields, 

seaenungneayng at refineries, in sales-offices, in the yards of bulk 
LOS ANGELES, CALIF. ° ° 

Petroleum Securities depots and by the pumps of filling stations. 


Edited from 
TULSA, OKLA. 
World Building 


CHICAGO 
35 East Wacker Drive 
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342 Madison Ave. 
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Member: 
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National Petroleum News maintains six edi- 
torial offices strategically distributed across the 
continent but it is edited “by pick-and-shovel 
work” from the scene of action. That’s why it is 
READ REGULARLY. 
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The Number and Kinds of Textile Mills 


As Reported in the Official American Textile Directory 


{ { bie 
Woolen | Bievchtty, | | Plax, ' | petits | None! 
State Cotton and | Printing, Knitting Silk | Linen and Miscel- Z with Dye Mills 
Worsted | Finishing, | Jute laneous Houses Reportedin 
Mercerizing | Directory 
| ee es 
IN Sh ee es wea > eee | Pee ee 16 1 i dy vive al Ae 9 | 13 109 
NRG £isio bio eihsannarnnamuxipmarees a Spree Ba ce Sc dae eee Ney aoe See Pore fea Ep sae 1 
ee ee er Per eee SS Eee as. i rere: er Basti saints tis 8 | 1 13 
Nee eT 4) ou} 4 “iwi *)} 37 2' #2 121 
See a een ee gt Soe ees Bee ee lee ee aes ere. Je iets aS wee | eee 5 
| j j } | | 
INES i iuhienicns ci pakcacateeoevs 84 =| «| «@] wl a} ae 19 82 | 279 
Si bi innip phi Kehoe see eeeead 2 1 | 1 | 3 = 1 | 1 BY Macaw: ll 
es en a) |e | cen Perot Cornea, ere, eee Bho a2 J : a See 3 
rei Sie hans av soca Ween uid xian Ree : Coser? a 1 7 1 1 
| SSE Rey Ree SER ene 157 5 | 10 | 42 | 2 4 | 3} 19 51 225 
Ee ee Te ee |} a} 232] 4 | 7% is | 3 14} 33 19 | 134 
Eis kter maituceonbetuswgnasncs i. 2, 3 | 13 1} 2 13 15 48 
a tect serra uitdintn neg dan mba Remaie 1 Pe temaceniegs 4 | a, eer: eran 8 3 17 
Se eee ae eee eer rete RR See Seeeeeae te: | S Bricueee mated 6 eg y 
ee ROLE oes Ree } 13 . 2 | @i ti s 2 5 13 4 
| | 
NN cg td cap eud iid nance wanna 5 1 a _ a Rta | eee 6 6 20 
Re, A ee: Tee eS 21 75 3 7 2 | ick 1 2 57 104 
ER aes ae Eee ee eT a 22 6 ea 14 11 | i ererory 5 9 59 
IN 6 ste sg ahewertrmnan nines 171 269 87 | 124 64 26 48 58 186 883 
PRS totes chasse ad antl cae eee os 13 zs 4 33 2 | 2 > 22 22 80 
Minnesota.............0.0.0-0.0c0e0e0e- — 13 | I re 7 11 10 53 
IN. ae vce ntieUgkeakkhaneseensn Sgt eres 2 | 3 D Eencecoes ESyrrat 3 6 23 
NNR 8 ice AS SU EE cal arte Gb oats 8 2 Eon 9 | 5 3 23 3 50 
LA Se See ee ee ern S epee Sree rage ere SPT eer, ee Meee eer Here i 
es res (ener A Siesta de Seed a na se : A): ane Rey Ape Ueapier 5 6 
New Hampshire... 25 41 | $i 2 9 3 3 3 52 101 
5 ee 95 | 58 | 178 120 | 1023 18 34 4 40 «1481 
De ER ee ae ee ee ees | 833. 1 12 137 855 312 25 199 58 170 1649 
North Carolina....................... | 428 | 10 23 160 18 3 5 15 153 643 
PN ia los Ciihuwcetieas ees Pore SEPOrn PRET eee Mere « eee Vee ee 
iid Site ae beeen emmamseuh a. ae 14 54 3 7 1 32 29 156 
CS Se te a wee Ap Sa ee SS RP ETER str | Tae ere. 15 1 18 
PN thi od on eR anemitied baa eee th RE Beers O° obs coca 4 1 5 8 26 
eT ee a 262 291 172 694 610 24 39 75 206 1964 
Oe | a aoe 153 13 73 29 65 1 63 6 58 448 
etm AGANONMS. oo 65 sso ook bee ee ee 186 3 9 13 5 “pal Velie 9 23 214 
eeen PAROES 8. ce sies cw cdedecuwew sds RET aN. GTA oats seca B. inset} 1 2 
PNR hv ci evekecderatns bivetwns net <a ie «| 8 79 ee Deere 12 58 132 
DN 6k456 ssn taescavatdensenwanh 37 | 2 2 7 ee rere oem 34 8 78 
NR okie Cocina dice Raid phase pied ee paginas : 2h ee | Se Seer: eget Sere 7 I 20 
DRE oie sisrcnate erste uaredrdmec mam etnies 4 oi. (earners Ma Seeder Se (eee ard | eee i 2 23 36 
eh igynsnexedsvedccnteardoess 19 12 2 27 21 7 en 8 25 87 
RINNE 5 cc So cars. rays. 0.9 ava, td eee A = UD Fs eines aan ree 2 10 3 29 
WE WR nc oi ence eee tcs neal 10 l 5 a Eee oe Se 5 8 23 
WOR hin i ee cate Oo 15 33 5 76 1 9 2 21 35 133 
eR cee ends awa ws Vacnw gs eoceges ee ee brn. a Osha se exon inn oak ena eer cae hoes 5 2 
IRS Stoic os cece Rnaes 2046 1268 788 2641 2246 178 454 635 1411 9621 
nN eos oe ie ce 62 120 18 179 34 36 12 38 162 444 
— In this column mills listed as manufacturing more than one kind of goods (for example, both cotton and silk fabrics), as well as “Mills with Dye Houses,” are ¢ yunted 


only once. Miscellaneous mills, such as Beaming and Asbestos plants, not otherwise listed, are included in the “Total.” 


Ninety-five per cent of the total production of the industry is made by about 6,000 mills, whose average annual production ranges from $20.000 to over $1,000,000 in 
These mills form the backbone of the industry. They spend annually over $500,000,000 for new construction, machinery, equipment and supplies (not including raw 
t Mills with dye houses. Does not include Mills Dyeing for the Trade. (See column 3.) 


value. 
materials). 


Z is for Mattresses, Felts, Wadding, Batting, Waste, Absorbent Cotten. 
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Completely Covering 
A Giant Industry 


HE Textile manufacturing industry is 

second in the value of products, $6,960,- 
928,000: First in the value added by man- 
ufacture, $2,005,376,000: Second in the use 
of motive power, 2,983,002 H.P.: First in 
the number of wage earners, 1,031,226: 
First in the number of large plants having 


Every Saturday — 

Established 1868. 

Charter member of 

Audit Bureau of Cir- 

culations and Associ- 

ated Business Papers 
Inc. 


OFFICIAL AMERICAN 
TEXTILE ‘DIRECTORY 


The “Green Book’’ 


an annual output valued at over $1,000,000, 
1,329: First in the number of plants em- 
ploying over 250 workers, 1,003: Second in 
capital invested, $6,096,161,000. 

A complete plan for advertising to this 
industry should include the following pub- 
lications. 


Textile World 
Textile World is the outstanding and dominating textile publication cov- 
ering all branches of the textile industry. 


It is issued weekly and through its paid circulation reaches individuals 
and firms controlling 90% of the machinery of the industry. This is 
equivalent to 90% of the purchasing power. 


Textile World carries such a preponderance of all advertising to the 
industry that the only obvious deduction is that it produces returns to 
warrant it. Over 800 advertisers use it on regular schedule of which 
nearly one-half use no other textile papers. 


‘THE CONSOLIDATED 
TEXTILE CATALOG 


This general Catalog and en- 


g cyclopedia of Textile machin- 
' is another important link in the ery, supplies, and equipment is 
4 chain for selling to the textile sg ' ee 
8 . . : . even years). It 1s distribut 
meen premer ne free to over 8,000 carefully 
4 nually and has a net paid circu- Compiled in standard selected and investigated mill 
? lation of more than 5,000 copies. ee officials who do the actual buy- 
: Among Textile mills, a condi- ing in the United States, Canada, Mexico, South 


tion exists that perhaps exists 
in no other industry. Mills are 
constantly doing business with 


Published annually on 


May 1. Forms close Other mills and concerns within 


March 1. e 
the industry. To find concerns 


or mills in position to fill their needs, mill men 
have found that a directory is absolutely neces- 
sary. The OFFICIAL AMERICAN TEXTILE 
DIRECTORY has been the standard reference 
authority of the Textile industry since 1870. More 
mill men purchase this directory than any other 
Textile directory in the world. 


SEER © anaes i seen oS ERT SSR IRN 


America and the Far East; it is the established 
reference authority of the Textile industry on all 
items, except raw materials, purchased by mills; 
it is standardized in every detail. 
SERVICE: We are ready at all times to analyze the sales 
possibilities in the Textile industry for any industrial product. 
A competent Service Department is available for the preparation 
of advertisements and campaigns of the resu!t-producing type. 

Write for a copy of 

““How to Sell to Textile Mills’ 


BRAGDON, LORD & NAGLECOMPANY 
334 Fourth Ave., New York, N. Y. 


BOSTON CHICAGO PHILADELPHIA 
GREENVILLE, S. C. CLEVELAND WASHINGTON 
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Industrial Summary of the U. S. 
(CENSUS OF MANUFACTURERS) 


Expressed in thousands of dollars 


Wage Earners Value Added Primar 
INDUSTRY (Average Cost of Ma- {Value of Prod-| by Manu- Hoveepowes 
Number) Wages terials ucts facture 
eI UIIIND Gooch sci ee ea Gah iw eR Aee wees weet ea see 8,384,261 10,729,969 35,935,648 62,713,714 26,778,066 35,772,628 
8,778,156 11,009,298 34,705,698 60,555,998 25,850,300 33, 1094, 228 
570 8,202,324 25,321,056 43,653,283 18, 332, 227 
9; 041, 311 10,461,787 37,288,731 62,193,427 24, 904) 696 29,327,669 
7; 023, ,685 4, "067, 718 14,358,935 24,216,515 9,857,580 22,401,401 
Chemicals and Related Industries............... 24,7173 288,842 1,533,848 2,852,414 1,318,566 1,477,676 
254,779 282,350 1,465,385 648,987 1,183,602 1,397,009 
199,363 210,013 ,122,646 1,960,351 837,705 . 
269,335 288,477 1,623,018 2,751,316 1,128,298 1,047,846 
187,722 98,597 37,421 1,074,035 436,614 733,924 
Food and Kindred Products.................. 664,759 793,681 7,748,678 10,418,536 2,669,858 3,881,942 
682,137 795,571 990,846 9,524,051 2,533,205 3,723,025 
626,618 746,267 6,122,933 267,132 »144,1 * 
733,664 774,722 10,252,633 12,748,348 2,495,715 3,203,106 
536,436 303,345 3,907,186 4,977,760 1 070, 574 2,503,932 
Iron and Steel and Their Products, not including Machinery. 851,270 1,284,339 3,734,350 6,538,914 2,804,564 7,518,999 
892,660 1,324,588 4,152,918 6,828,841 2,675,923 7,202,426 
571,798 731,186 2,140,344 3,456,390 1,316,046 * 
858,571 1,244,405 3,423,678 5,889,523 2,465,845 6,430,002 
618,3 421,988 1,315,810 2,137,628 821,818 4,587,816 
Leather and Its Manufacture.................000cc cee eeee 315,288 356,246 1,015,123 1,767,581 752,458 311,194 
344,545 388,630 1,083,345 1,880,085 796,740 382,537 
280,071 314,412 934,398 1,544,186 609,788 * 
349,362 363,453 L713; 2,610,231 896,425 412,998 
307,060 169,358 "753, 135 1,104,5 351,460 413,759 
Lumber and Allied Products. ........... 00... c8eeeceeeees 921,145 978,375 1,724,984 3,688,553 L, 963,569 3,472,770 
931,748 962,542 ,666, 18: 3,633,034 46 3,336,133 
703,309 670,421 1,197,465 2,456,608 r 259, 143 * 
863,937 859,832 1,368,172 3,113,203 1,745,031 3,409,654 
865,009 446,777 765,573 1,615,780 50,207 3,176,145 
Machinery (not including Transportation Equipment)....... 858,843 1,225,359 1,985,367 5,020,281 3,034,914 2,714,377 
907,707 1, 253,743 1,891,524 4,727,818 2,836,294 2,300,443 
662,277 832,781 1,361,163 3,235,075 1,873,912 * 
998,484 1,240,487 1,973,455 4,768,671 2,795,216 2,060,325 
618,737 a 67 1,582, 919,442 1,256,908 
Metals and Metal Products, other than Iron and Steel. ..... 275,292 380,781 2,012,047 2,714,864 702,817 1,158,486 
296,911 394,024 1,767,072 2,634,031 866,959 1,168,656 
212,354 256,251 85,840 1,406,873 521,033 * 
304,195 358,638 1,737,024 2,517,417 780,393 951,770 
238,246 153,956 163,794 1,327,930 364, 136 549,326 
Motor Vehicles and Motor Vehicle Bodies and Parts........ 426,110 713,931 2,970,913 4,721,403 1,750,489 1,172,013 
404,886 659,877 2:71 1.571 4,176,440 1,464,871 860,633 
212,777 318,753 1,321,027 2,079, 758,377 . 
343,115 491,121 1,940,679 3,080,074 1,139,395 539,093 
127, 101,927 356, 208 632,831 276,624 172,875 
Musical Instruments and Phonographs.................... 46,980 64,502 98,760 231,687 132,926 97,318 
58,329 75,396 123,600 282,531 158,931 90,229 
45,113 54,494 94,988 212,989 118,001 $6 
68,741 75,868 137,460 320,905 183,445 91,040 
48,768 30, 855 49, 324 119,689 70,365 57,526 
PE AI PN oa iors eed os arise se sdesce eases sense 453,006 296,566 1,614,235 4,143,685 2,529,450 3,060,794 
510,049 564,722 1,544,418 3,772,288 2,227,870 2,743,529 
467,256 637,432 1,332,371 3,150,564 1,818,193 * 
527,019 743,050 1,308,201 3,014,832 1,706,631 2,346,682 
536,766 805,516 81,266 1,456,815 875,548 2,039,073 
SATO: COSMOS MID iis a6 5.0 se ewise wdiawioin o seen oben 457,755 668,192 563,646 1,332,679 769,033 942,248 
523,430 772,968 631,359 1,520,093 888,734 806,435 
418,285 671,956 506,571 1,267,342 760,771 5 
515,709 726,691 547,829 1,354,446 806,617 644,875 
365,902 253,150 261, 438 552,618 291,180 478,893 
ee ee ae ee ee ene 141,121 190,563 718,841 1,255,414 536,574 656,857 
137,868 182,084 501,163 58,518 457,355 605,634 
103,273 123,613 377,879 903 327,024 ¥ 
158, 549 193,763 594,344 1,138,216 543,872 429,273 
74, 022 44,167 163, 035 300, 137, 959 199,242 
Stone, Clay and Gices Products... ....cccccesscccsscvees 353,036 467,012 603,427 1,640,652 1, pot red 2,348,157 
351,612 453,567 573,472 1,563,121 989 1,936,054 
z 307,065 428,257 1,033,089 604, oO ree 
e 302,810 332,725 422,612 1,111,747 689, 135 1,584,917 
335,824 206,084 240,817 618,700 377,883 1,493,976 
Textiles and their Products..........ceccessccesccesseecs 1,627,141 1,654,013 5,348,050 9,122,858 3,774,808 3,986,136 
1,715,361 1,743,851 394,648 9,462,634 4,067,986 3, 783, 504 
1,509,789 ,472, 3,801,252 6,956,714 3,155,462 
1,610,067 1,481,183 5,379,557 9,211,1 3,831,633 3 us, 456 
1,506,197 675, 014,099 3,445,481 1,431,382 : 4,717,369 
IEE DAR DRNBER 6.5.65 Keke be cesscusunesesunseanenae 132,132 111,558 425,769 1,091,001 665,232 42,075 
146,337 120,462 515,865 1,044,192 528,327 43, 515 
149,985 120,903 608,689 1,048,4 439,801 
157,097 123,988 483,567 1,012,933 539,366 43, 390 
178,872 77,856 207,134 90,165 283,031 38,556 
Transportation Equipment, Air, Land and Water........... 559,578 908,488 3,389,101 5,451,753 2,062,652 1,888,961 
: 7 ie: 606,328 963,939 3,394,505 5,333,480 1,938,975 ) ,624, 468 
(Includes Motor Vehicles, Vehicle bodies”and’,parts) 405,773 591,333 1,803,011 3,018,155 1,215,144 
858,582 1,259,015 3,200,603 : et 265 2,426,662 1; 453, ms 
312,562 230,615 639,793 137, 423 497,630 "602,45 
Miscellaneous Industries.......cceccceccccccccrcceccseccs 53,632 347,521 448,511 721,439 272,928 142,825 
271,815 334,070 795,726 1,686,718 890,992 578,492 
223,632 267,822 615,516 1,301,812 686,296 33 
291,027 312,244 843,402 665,799 822,397 625,60. 
215, 647 119,576 349) 041 663,874 314,833 363, 


(*) Not called for in 1921 schedule. 
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Ciphers... 
and Buying, Power 


The number of ciphers in circutation figures is not the only yardstick 
used by successful advertisers in buying advertising 
space in industrial publications 


UCCESSFUL advertisers know their 

market. They know the type of men 
they want to reach. They know that only 
a publication that is respected and read 
by the men who can specify and influence 
the purchases of their products can aid 
them in increasing sales and holding old 
customers. They are willing to pay for 
this service—not at so much per thousand 
circulation—but at a fair price for the 
service rendered. 


What is a fair price? The advertising rate 
of a publication that is neither respected 
nor read by the men you want to reach 
is much too high for you, regardless of 
the dollars and cents involved. On the 
other hand, if the publication is respected 
and read by the men who can and do 
specify and influence the purchases of 
your products and the publisher does not 
net a profit, the rate is too low. 


Now then—what determines the adver- 
tising rate? In the case of an industrial 
publication it is the editorial cost neces- 
sary to earn the respect and confidence of 
the key men in the industry. 


The cost of securing paid circulation is 
often given as the reason for the high 
cost per thousand circulation. It is; but 
that high cost is an editorial department 
cost and not a circulation department 
cost. When the editorial policy is right, 
the circulation costs are low. High pres- 
sure selling, premiums, or any other 
artifice never have and never will build 
and maintain a sound paid circulation. 


Over a period of many years, nearly a 
century in the case of one publication 
and more than 70 years in the case of 
another, the Simmons-Boardman publica- 
tions have earned, at great editorial cost, 
the respect and confidence of designated 
groups of men in industry. At times the 
advertising rates have not kept pace with 
costs; but a service has been and is being 
rendered to several industries that stands 
aS a monument to industrial publishing. 
And a service has been and is being ren- 
dered to manufacturers that cannot be 
measured alone by cost per thousand 
circulation. 


Simmons-Boardman Publishing Company 


“The House of Transportation” 


30 Church Street 


105 West Adams Street, Chicago 
Washington, D. C. 


New York, N. Y. 


6007 Euclid Avenue, Cleveland 
San Francisco 


Simmons-Boardman Publications 


Railway Age, Railway Mechanical Engineer, Railway Engineering and Maintenance, Railway 


; ; poets ie A.B.P. 
Electrical Engineer, Railway Signaling, Boiler Maker, Marine Engineering and Shipping Age 
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Passenger Car Production Figures 


; Orders for Passenger Cars Passenger Cars Built 
Year United States Canadian Lee 
‘ = ta 
Domestic | Canadian | Export Total Domestic | Foreign Total Domestic | Foreign Total i 
1916 i eee 109 2,411 1,732, 70 1,802 BE Bets oc iene 37 1,839 
1917 | oe eee 43 1,167 1,924 31 1,955 7 gaan Sete oes dep te 45 2,000 
1918 9 22 26 57 1,480 92 1,572 es Weep orcpcae 1 1,503 
1919 292 347 143 782 306 85 391 TOO «Bodine rac 160 551 
1920 1,781 275 38 2,094 72 168 RD See APL eee Seta ener arene 
1921 246 91 155 492 1,275 39 1,314 Sor th eas: 361 1,675 
1922 2,382 87 19 2,488 676 144 820 ee ARIE 71 891 
1923 2,214 263 6 2,483 1,507 29 RR Se eoe: Gee Sages [Eero a: Eee ee 
1924 2,554 100 25 2,679 2,150 63 2,213 BBs? | dW ersten 167 2,380 
1925 2191 50 76 23317 2;363 50 Ee eee Semele Sherr. annie 
1926 1,868 236 58 2,162 2,184 102 2,286 Bho: © bececdsackes 285 2,571 
1927 1,612 143 48 1,803 1,785 50 1,835 LC ee Sere 126 1,961 
Locomotive Production Figures 
Orders for Locomotives *Locomotives Built 
Year nt 
Domestic | Canadian Export Total Domestic Foreign Total 
ee eeeeee = a 
| 
1915 7 a. 850 2,462 1,250 835 2,035 
1916 2,910 DY  gacnb biases 2,983 5,893 2,708 1,367 4,075 
1917 1 “ Sanaa 3,438 6,142 2,585 2/861 5,446 
1918 2,593 209 2,086 4,888 3,668 2,807 6,475 
1919 214 58 989 1,170 2,162 1,110 3.272 
1920 1,998 189 718 2,905 2,022 1,650 3,672 
1921 239 35 546 820 1,185 638 1,823 
1922 2,600 68 131 2,799 1,303 231 1,534 
1923 1,944 82 116 2,142 3,505 280 3,795 
1924 1,413 71 142 1,626 1,810 226 2,036 
1925 1,055 10 209 1,274 994 291 1,285 
1926 1,301 61 180 1,542 1,585 185 1,770 
__1927 734 58 54 846 1,009 167 1,176 
* Includes Canadian output and equipment built in railroad shops. 
sii a . -_ 
Freight Car Production Figures 
’ Orders for Freight Cars Freight Cars Built : 
Year ; United States Canadian a 
Domestic | Canadian | Export Total Domestic | Foreign Total Domestic | Foreign Total ” 
1915 NOD 792” boos cae de 18,222 128,014 58,226 11,916 70,142 1,758 2,212 3,970 74,112 
1916 LU. ee 35,314 205,368 111,516 17,905 POOP Niclas cals eho cee 5,580 135,001 
1917 LO a. ne 53,191 132,558 115,705 23,938 139,643 3,658 8,100 11,758 151,401 
1918 114,113 9,657 53,547 77307 67,063 40,981 108,044 14,704 1,960 16,664 124,708 
1919 22,062 3,837 3,994 29,893 94,981 61,783 156,764 6,391 30 6,421 163,185 
1920 84,207 12,406 9,056 105,669 60,955 14,480 TNO Ee aerate sense oocecys Senrenkele a yamacumna seals cco oe 
1921 23,346 30 4,982 28,358 40,292 6,412 46,704 8,404 745 9,149 55,853 
1922 | 180,154 746 1072 | 181.972 66,289 1,126 | 67,415 458 100 558 | 67,973 
1923 94,471 8,685 396 105,552 175,748 2,418 GSS eee | ees UIP eae ie et | CR MReEM ET 
1924 143,728 1,867 4,017 149,612 113,761 1,141 114,902 (bY) i rr cr 1,721 116,623 
1925 92,816 642 2,138 95,596 105,935 3,010 8 Ree Peer ey eereeenes emmreren 
1926 67,029 1,495 1,971 70,495 88,862 2,771 91,633 GAB WP eciens. Sei a 1,645 93,278 
__1927 72,006 2,133 646 74,785 63,390 1,087 64,477 rere 25851 67,328 


Power Plant Capacity of Rail Motor Cars 
U. S. and Canada 


Comparison of Rail Motor Car Weights 


U. S. and Canada 


POO MINER 58 Sh OSes. 
Over 100 to and including 125.......... 
Over 125 to and including 150.......... 


Horsepower 


Over 150 to and including 175 
Over 175 to and including 200 
Over 200 to and including 250 
Over 250 to and including 300 
ROP to Ss apace waccnke 
Unclassified........... ee 


1925 1926 1927 
ee 13 14 Z 
5 , CUnoexes 
IG Mite scale ehh ake eae 
20 Ue com ota 
49 3 3 
36 65 43 
2 26 76 
2 10 16 
biti colli RaaeNe I 24 


Weights 1925 1926 1927 
DSOOO Ibs GHA GHEE. 2.0K deen es dance 6 / ne ees 
Over 25,000 Ib. to and including 50,000 Ib.| 19 7 2 
Over 50,000 Ib. to and including 75,000 Ib.| 74 2 4 
Over 75,000 Ib. to and including 100,000 1b.} 27 79 29 
ee a a eee 9 29 103 
26 


Courtesy of Railway Age. 


Unclassified 


N 


S 


V 
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Electric Light and Power Industry 


NUMBER OF CUSTOMERS AS OF DECEMBER 31, 1926 


State and Division Domestic | Commercial Power All Others Total 
GEOGRAPHIC DIVISIONS—Total United States................. 16,390,007 2,977,352 576,298 31,185 | 19,974,842 
EE fa ele ac ac Deh Uwe tke Gk pao Mae 1,414,277 255,815 55,020 1,208 1,726,320 
os, cy rane a ead ah wh wnat ebaeain ak A 5,435,133 810,501 75,755 9,938 5,431,327 
CS PO ES Oe Fer TOR EE EAA eT 5,065,995 685,120 130,269 6,918 4,888,302 
I oo cnn e  etre ch otadiceceant oan eteen 1,654,944 314,636 68,503 5511 | 2,043,594 
RSTO | 7) ISR I ae er) Pent nen (a Sit oT ee eee 1,120,095 222,132 47,687 2,018 1,391,932 
e's 5 a aeogeatea hats asap Wak Ws Bilin Bade ae 576,657 105,110 23,851 1,577 707,195 
8S Ss oy. 5 s-a's 6 90d a bao Kea Me nae ete eae aes 882,667 157,250 37,603 1,447 1,078,967 
I ios og alin ad bald Seah his O5 KS deme eeeeee 459,528 73,774 20,990 890 555,182 
Ae RS eka k Wie.5 A win eee wd bois he aI 1,680,711 353,014 116,620 1,678 2,152,023 
. I MI 8. 5 iid hw Nid ssw A ete Wow Ae on RE Lae ee 1,414,277 255,815 55,020 1,208 1,726,320 
ae ik 5 iy wich c hand Ree Mew ence y ee ae aRa eee 119,960 22,330 8,463 327 151,080 
ING Wer mRRIRPEMMINE Gey ocr < wieicic pedicles etna a hearer Maen eae aun LAGE 67,940 15,613 2,455 132 86,140 
serio asare ke Gnckon's ohal 6 BERRA be REI OORT 54,180 8,887 2,363 100 65,530 
= Oe On Es ee ee ee Ae? eee ee SL OME 730,860 132,208 26,162 308 889,538 
I so 2 sd 2 ced la digo use GMs 46 RHE EM EEE 157,037 28,037 4,049 59 189,182 
" COHNCGMEIE ee Siisie hx. necie as a eA ae doa TOR ale one lock ever lees 284,300 48,740 11,528 282 344,850 
OUI boi os sin din da sai cand ve wwwaweiencadewee ms 4,535,133 810,501 75,755 9,938 5,431,327 
NN OLR d Rcd ap ae neta oa aeKee eyes bee amesiakneet 709,459 - 135,647 25,502 695 871,303 
I rer ener eer ene me ig ret eee eer 1,353,290 243,000 29,500 7,435 1,633,225 
UN Got eh Nir hs hee ON ES oe ed ako kiwaen 2,472,384 431,854 20,753 1,808 2,926,799 
PB Be, | ee er 4,065,995 685,120 130,269 6,918 4,888,302 
Sia aceite eink: ite LE Ug RINNE Hee Se NEE DN, 1,055,400 163,640 25/093 1,227 | 1,245,360 
ODN fierce veins dpsed sa os bnos DRIER KAES 475,910 69,785 29,563 780 576,038 
SRS reer p ee PL Capea ee ah, ene pene 1,383,000 252,040 40,433 4,207 1,679,680 
NG ng 8 aE ie rnlaril sb cas Hig ate Ae os PARA ORES ES 770,850 122,115 11,179 444 904,588 
I ou A ca pune ee I cr aces eek ees Byer a is 380,835 77,540 24,001 260 482,636 
DR DOE MPP OR ook ehncd ea vcederesnndetaaeanees 1,654,944 314,636 68,503 5,511 2,034,594 
RR dena De ok ane eae as bias rn aa pean 363,762 67,780 18,103 782 450,427 
NIE fora as ins ahs. Nolo ye eee es dv nada aie ena ene 309,100 61,850 13,992 1,933 386,875 
Rye tet tei done al ene geeds 6, $l ho ae cena gca pee a 468,120 93,000 14,206 1,824 577,150 
_ pcre aa dO eka Dae els Gy ian ye oak paneer ebeed 44,107 10,230 2,229 51 56,617 
ND 0-5: Gases via. Vind ANS NCS i Wo eek See Ree 51,685 10,687 3,020 183 65,575 
rat yo hans ve te aden Ob ie anionas yuan aed nace ee 159,980 27,400 7,930 240 195,500 
MONEE il oor ope 21s neces aa Aa hua ila ita en 258,190 43,689 9,023 498 311,400 
= Te, es os cue y oh whee Meee U NS SRE EN 1,120,095 222,132 47,687 2,018 1,391,932 
Rea tet aigni he Rural: 3 uhh aueng ede, we Ciaera bats) ASR Ga E an ate 25,050 5,910 870 39 31,869 
os ahh Sak Si wa a be a 8S aa o ELE A 200,950 30,430 4,910 125 236,415 
ES SEE LE LEN 98,577 19,029 5°136 2 122,744 
Re hate too chia i ia laleh We hy cal oa aa eR Me TA 140,950 18,280 8,913 297 168,440 
oon a a ein MM poe etn ae baka RMN AA a 105,756 24,154 4,596 149 134,655 
goa Waa p hincdielhtakee ba ks marae OA acai wine Nibaed 149,270 37,770 8,023 397 195,460 
I 5 atl Ninn cr uiagsd Chik aks oN Usa BuO weedy eAKcO 75,820 17,610 2,973 147 96,550 
Se SRS rene s teenies Mo cae MReren am Tete inePetee oh 123,875 24,250 6,073 67 154,265 
ORR cit iodo is. Sac G8, aise ship ho's Seatac ws emis bea ’s od vA Cabo 199,847 44,699 6,193 795 251,534 
| es Bo yy | ee 576,657 105,110 23,851 1,577 707,195 
7 I sis rt onus 4% gw h Gos awn oe kobe tate eicaaeten 225,007 35,360 13,426 127 273,920 
} satis) sla Sard ora Hu xe PN ELS oR ORE EEA IO 184,660 31,710 3,592 128 220,090 
Rigi 04 antG oo og onSeMU Ces wanes eck aa KeeRA 119,820 27,470 4,413 1,192 152,895 
7 I ac cs cosas acct ha bs au ercentp Saadeh we 47,170 10,570 2'420 130 60,290 
ee We GN iss goods cS vac bcne dence sdedvocsswkes 882,667 157,250 | 37,603 1,447 1,078,967 
| Ss oho dae ha band's a eee ae La eS AW AT eS 98,517 18,725 3,428 172 120,842 
I shoo N es lt ack a abide aaa Ninne Malki cuisine bu arkatnn 61 100,990 24,920 5,000 510 131,420 
= NN tS A fies cn caincin ate ot Wh ws sans ab urs une eR RANT | 165,780 32,650 10,916 469 209,815 
Ey RR, een ee Ee ee ROTO tee Oe | 517,380 80,955 18,259 296 616,890 
MO Se 5 corsinrds bic via aroeiee well Rae ee eile PSO Dey teed 459,528 73,774 20,990 890 555,182 
TN 8 iE iS ti rah eae ah Uae, hit a oe Oe ad ak ree 64,740 13,030 3,459 321 81,550 
= Ns cho nic aly: AN a ecalea agaoea wena eur emeeeT Sune en 53,490 11,860 1,964 111 67,425 
Le BL s:tiay es Cele pRee sn deat ete bal 28,850 3,445 1,276 52 33,623 
| RE AS, DAS CERES GN yo ee 131,457 22,110 7,689 19 161,275 
; PON OM i hie ahs ny gy SiGe hx wie band ad LEE 21,120 3,570 Es os caiveaes 25,690 
NS SAP AE ia he win t al kata 4 aus avg bree kie dome aAtah ales 34,411 5,467 1,976 49 41,903 
EEE TET NER TERME, Me 111,680 11,942 3115 239 126,976 
Nek oe mech pasa bin chien bce eas daaetnceiean coal | 13,780 2;350 511 99 16,740 
sg Se eT a 2 eee ee oe , 1,680,711 353,014 116,620 1,678 2,152,023 
NOIRE TIRING AE neti oR, 6 NEEDS 284,850 50,370 16,276 314 351,810 
a Ee a Pa ee PE ee eee ee eens 165,411 25,970 9,274 243 200,898 
Id Bet Nie I Oak Nee ah ol cera) tomate 1,230,450 276,674 91,070 1,121 1,599,315 


= Courtesy of N. E. L. A. 
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Do You Sell in 
These Markets? 


Here are three prosperous markets, 
each one spending millions of dollars 
annually, and each one served by a 
publication which reaches the spenders 
in the industry. 


CAN YOUR PRODUCTS BE USED 
IN ANY ONE OF THEM? 


BUILDING 
SUPPLY NEWS 


is read by 9,020 merchants of the build- 
ing industry. They sell $700,000,000.00 
of construction materials yearly. For 
their own use they buy— 


CRANES CONVEYORS TRACTORS 
LOADERS MOTOR TRUCKS ELEVATORS 
UNLOADERS TRAILERS SCALES 


ALMOST ANY BULK MATERIAL 
HANDLING EQUIPMENT 


BRICK 


CbAY REGORD 


Here’s what clay plants spend yearly: 
Machinery and Equipment 


oe, eee eee $25,000,000 
SS Peer 40,000,000 
Pe Seas cei eae SORHES ORS 6,500,000 
PRP eee rt 4,500,000 
Electric Power.........+. 5,500,000 
TP ch ikes susie cnn acaiee 5,000,000 
Kiln Materials........... 20,000,000 
Other Materials.......... 30,000,000 
$136,500,000 


WHAT PART OF IT DO YOU GET? 


CERAMIC 
INDUSTRY 


Besides raw materials, such as clays, 
silica, chemicals, feldspar, etc., the 
manufacturers of glass of all kinds, 
vitreous enamel, china and sanitary- 
ware buy equipment for— 
BURNING DRYING 
TEMPERATURE RECORDING AND CONTROL 
CONVEYING SYSTEMS 


POWER AND TRANSMISSION 
GAS PRODUCING, ETC. 


A DIVERSIFIED FIELD WITH ONE COVERAGE 
SEND FOR an analysis of the 
market as it applies to your 
particular products. If there is 
no market for it in our fields, 
we'll say so. If there is we will 


be glad to help you develop 
it along reasonable lines. 


Industrial Publications, Inc. 
407 S. Dearborn Street CHICAGO 
Members: A. B.C. and A. B. P. 


Circulation and Rates Principal A. B. C. 
Industrial Papers 


6 Mo. Av. Ginale Eve 
NAME Published ay Sannrtion ieee 
ABC St. Page Rate | Page Rate 
American Machinist (see Pages 328-329) ...... Weekly 15,446 | $150.00 | $100.00 
American Paint Journal..................006. Weekly 2,339 50.00 35.00 
American Wool & Cotton Reporter. .......... Weekly 6,427*| 120.00 | 75.00 
Automotive Industries... ... 0600 ees cee sees Weekly 7,112 | 125.00 | 100.00 
ey OS a re enone Fortnightly 9,485 | 115.00 75.00 
OO ee ee ere Monthly 6,805 | 100.00 | 85.00 
RSIS ae ree ere ee wean ee Weekly 12,383 | 150.00 | 95.00 
Blast Hurnace or steel Plant. ........ 0666 0.0006 Monthly 3,213 | 100.00 75.00 
Boiler Maker (see Page 335).................. Monthly 4,494 | 175.00 | 100.00 
BBTACI Oe MOIR V ROBOIG 6g. ses sco eoe.s as wares oaveeiws Fortnightly 2,948 | 125.00 75.00 
Bus Transportation (see Pages 328-329) ....... Monthly 8,561 | 225.00 | 180.00 
CIS LS a ne ee eee Monthly 2,064 | 115.00 75.00 
Chemical & Metallurgical Engineering (see 
CE Sy a a a nen Monthly 11,079 | 210.00 | 180.00 
Tractor & Equipment Journal................ Monthly 2,640*| 170.00 | 140.00 
Coal Age (see Pages 328-329)................. Monthly 8,693 | 200.00 | 175.00 
ROR L Ect te ont cio ier stars nea asinine ice Monthly 6,060 | 125.00 | 100.00 
| Monthly 4,425 | 100.00} 75.00 
ROPER OS epee rectintel ocean iorsec a sisiecdne sd ome os SE Monthly 7,341 | 115.00 85.00 
Daily Metal Trade (see Page 339)............. Daily 3,967 | 25000'|........5. t 
Electric Railway Journal (see Pages 328-329)...| Weekly 5,310 | 180.00 | 120.00 
Electrical West (see Pages 328-329). .......... Monthly 5,886 | 150.00 | 120.00 
Electrical World (see Pages 328-329).......... Weekly 17,798 | 200.00 | 150.00 
Engineering & Mining Journal (see Pages 328-329)| Weekly 10,736 | 185.00 | 125.00 
Engineering News-Record (see Pages 328-329). .| Weekly 29,752 | 200.00 | 150.00 
EXXDIOSIVES PMBUNCET «6 oo. 66. ocsisiécecds eos vse ance Monthly 5,404 | 100.00 | 100.00 
Factory & Industrial Management (Combined 
I BN sip ncm hx bes eww aig emer Kee Monthly + 370.00 | 335.00 
13,567 
I i civ cwnwws dave nees eomee ned Bi-Weekly 4,924 | 125.00 | 95.00 
Wate PVOUCMOM TOTWICE. 2. occ sce cccvensessses Monthly 2,423 | 110.00} 95.00 
Powundty (660 Page S89) ooo 60 oss e:assce vesiere none Semi-Monthly| 9,340 | 180.00 | 110.00 
Furniture Manufacturer (see Pages 323-324)....| Monthly 2,985 90.00 60.00 
General Electric Review. ................006. Monthly 7,931 75.00 75.00 
Heat: Treating St POrging..... . <3. cccseee os Monthly 2,563 75.00 | 50.00 
Heating & Ventilating Magazine.............. Monthly 5,312 | 130.00 | 100.00 
kia aiwianidia nia eh hae aeons xis Monthly 4,873 95.00 | 80.00 
Industrial Engineering (see Pages 328-329). .... Monthly . 12,792 | 210.00 | 180.00 
Wron Awe (ee PACES 26) 0:5. 6cvecoisioncc eee cep ears Weekly 14,882 | 124.00 | 100.00 
Iron Trade Review (see Page 339)............ Weekly 9,343 | 136.00 | 100.00 
ia cya obese ca-ealwe ee Monthly 13,819 | 172.00 | 125.00 
Diembereerene OWS... 6.6 cecccciccececens Monthly 3,375 | 125.00 | 100.00 
Manufacturing Industries.................... Monthly 6,588 | 180.00 | 140.00 
Marine Engineering & Shipping Age (see Page 
tee las dee caries wh Cals Van motel Monthly 4,492 | 200.00 | 110.00 
Marine Review (see Page 339)................ Monthly 3,659 | 160.00 | 100.00 
REECE POPE O RC PORTE. Monthly 4,933 75.00 | 60.00 
ea oh cada dunem nk ants eaawe Monthly 2,374 | 81.00 | 67.10 
penton: Gooner Gt Tver... 6 ov cce cscs ons Monthly 6,223 | 125.00 | 80.00 
National Petroleum News (see Page 331)...... Weekly 15,230 | 210.00 | 130.00 
eg re Weekly 6,853 | 120.00 | 60.00 
EAN ia. al Ee nach hgh ig ee ee Monthly 3,218 95.00 | 75.00 
rita Gas FOUINA)).... «6. 6ccc ses sok ne ea seee Weekly 15,105 | 200.00 | 100.00 
NR 65 aio. 2 fs. cE SRT eRe Monthly 3,072 | 120.00 | 90.00 
RON MRI R ee hs ipso AS oie and a OE Weekly 11,554 | 150.00 75.00 
UPON PU RROROI I 6550 5 tes 5 eaten da eee Monthly 3,981 80.00 | 70.00 
I eer re ere Monthly 3,670 | 100.00 | 75.00 
oS ee rr Weekly 4,759 | 100.00 | 65.00 
NS bit a 66k eke eebewmed Semi-Monthly | 10,230 | 135.00 | 100.00 
Power (see Pages 328-329)................... Weekly -25,893 | 200.00 | 150.00 
Power Plant Engineering..................... Semi-Monthly | 21,711 | 150.00 | 115.00 
Railway Age (see Page 335).................. Weekly 11,141 | 275.00 | 175.00 
Railway Electrical Engineer (see Page 335)..... Monthly 3,273 | 175.00 | 100.00 
Railway Engineering& Maintenance (see Page335)| Monthly 7,721 | 250.00 | 160.00 
Railway Mechanical Engineer (see Page 335)...| Monthly 7,993 | 225.00 | 150.00 
Railway Purchases & Stores.................. Monthly 2,191 | 130.00 | 100.00 
Railway Signaling (see Page 335)............. Monthly 5,532 | 200.00 | 135.00 
Refiner & Natural Gasoline Manufacturer ..... Monthly 3,176 | 125.00 | 75.00 
EN is ina hay ce a cin 049! sO Fortnightly 4,249 | 140.00 | 100.00 
Sanitary and Heating Engineering... .. Monthly 7,346 | 195.00 | 150.00 
__ ES a eC Rane are Monthly 1,877 | 65.00} 55.00 
Southern Power Journal..................... Monthly 19,373 | 140.00 | 120.00 
Southern Textile Bulletin. ................... Weekly 4,211 | 70.00} 50.00 
Textile World (see Page 333)................. Weekly 8,688 | 120.00 | 75.00 
EEE TE Fo Monthly 4,472 | 100.00 75.00 
Water Works Engineering.................... Fortnightly 2,547 | 125.00 | 95.00 
Welding Engineer........................08. Monthly 3,038 | 120.00 | 85.00 
Western Machinery World................... Monthly 2,331 95.00 85.00 
CC ee eae ee Monthly 6,920 70.00 | 48.00 


* 6-30-27 statement. 


+ Newspaper make-up. 
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Penton Building 


Member, Audit Bureau of Circulations. 


The House of Penton 


Headquarters for Industrial Information 


N the Penton Building at Cleveland you 
will find great files of data.containing the 
vital facts, kept up to date, about the iron, 
steel, metalworking, machinery, foundry, 
abrasive, heavy engineering, and marine 
transportation industries of the whole 
world. Better yet you will find men who 
are recognized everywhere as real authori- 
ties in these important fields of business 
activity served by the Penton Publications. 
Consequently the House of Penton has 
become a headquarters for industrial 
information. 


It contains great reservoirs of data kept 
constantly in readiness for the 102,000 
industrial buyers who are regular readers of 
the Penton Publications. In addition every 
hour of every day brings in new facts and 
vital news by mail, wire and radio from the 
four corners of the earth. Penton Publica- 
tions therefore are essential to the 
activities of America’s leading industrial 
executives, and their advertising pages 
offer a direct avenue of approach for 
manufacturers of industrial products. 


The Penton Publishing Ca 


The Penton Press—Printers of newspapers, business 
papers, national magazines, books, catalogs, etc. 


Cleveland, Ohio 


Member, Associated Business Papers. 
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VISUAL DEMONS STRATION SYSTEM 


\“yafin7 (Ot Movies) 


> 


=> 


_-makes the newest man tell , 
your sales story the way 
you want it told--” 


‘© pe of America’s foremost Sales Managers, 
quoted above, adds further, ‘‘And it’s the 
best selling aid I’ve ever found.’’ And his deal- 
ers confirm him by saying, ‘‘Helps us sell pros- 
pects we've never been able to sell before.”’ 

We will organize your complete Sales and Service 


stories and put them on films, using any number of your pic- 
tures, proofs, charts, captions, cartoons and displays. 


The Visual Demonstrator is smaller, lighter and easier to 
carry than a brief-case, self-contained, always ready to shoot. 
Plugs into any light socket. Shows super-brilliant pic- 
tures any size, on any wall, fast or slow, forward or back- 
ward, no screen necessary. It is not a movie. 


Our Sales Managers Service, with years of practical ex- 


perience in applying Visual Demonstration to Sales Organ- Oe 
izations large and small, will write, organize or edit your 2 na 
sales story. LOY Ssh 
‘ : Psd \ ae 
Mail the coupon for our Sales Analysis Sheet and see LSE 8S 
how Visual Demonstration can work for you. EVO SF 
» Ps Y Pe > we e 
Po Ke a eee 
VISUAL DEMONSTRATION °° 4s" 
Fe oO FS. _¢ 
SYSTEM, Inc. EE 88s 
re Nid RA &. & - 
259 Delaware Ave. P ar oe a 
/ eee oe ad rm 
Buffalo, N. Y. CBA SF Sie ee 


A TON of DISPLAY 
MATERIALIN YOUR 
Vest Pocket 
when you put it on 
FILM /! 


Industrial Market 
Surveys Available 


Bett & HOowe.t, Cuicaco, ILL., offer 
a booklet on “The Seven Modern Uses of 
Motion Pictures in Industry.” This book- 
let gives new appreciation of the wide 
range of business problems which can be 
solved, or partially solved with the use of 
Industrial Motion Pictures. 

BuILpInG AGE AND NATIONAL BUILDER, 
New York, N. Y., have a forecast of 
Building for 1928. 

CuicaGo ASSOCIATION OF COMMERCE, 
Cuicaco, ILL., offers several surveys on 
Foods, Chemicals and Drugs; and the 
Furniture Trade. 

ConpE NAstT PUBLICATIONS (INC.), ReE- 
SEARCH DEPARTMENT, GREENWICH, Conn. 
Market analyses on “Electric Appliances,” 
“Electric Refrigeration for the Home,” 
“Oil Burners,” and ‘‘Shoes” are available. 

HAMMERMILL PAPER COMPANY, ERIE, PA. 
“Printing Gets Things Done,” a survey 
including tested office forms for various 
purposes and tells how they can be used 
to speed routine and oil machinery of 
every-day business. 

Iron AGE PUBLISHING Co., NEW York, 
N. Y., have a great many surveys avail- 
able on cutlery, sporting goods, electrical 
appliances, belting, leather, blowers, 
brushes, containers, cranes, iron and steel, 
machine tools, sprayers, paint, stampings, 
steel sash and motor trucks. 

McGrAw-HILL COMPANY, NEW YOoOkk, 
N. Y.—“Industrial Marketing—a Survey 
of the Buying Habits of Industry.” How 
to Sell the Industrial Market. 

THE PENTON PUBLISHING COMPANY, 
CLEVELAND, OHIO, offer a number of sur- 
veys: 

“Speaking of Boats,” gives information 
on the growth of the boat industry, what 
America’s pleasure boats cost, the kind of 
power boat owners buy, today’s market 
and how to reach it. 

“The Marine Market” issued by Marine 
Review, includes data on how the mer- 
chant marine has grown, ships completed 
or under construction, where marine ac- 
tivity is greatest, and other data. 

A survey on “The Foundry and The 
Foundry Industry” gives valuable data on 
foundries of the United States, foundries 
of Canada, including many helpful charts 
and maps. 

“Geared to the Needs of Industry’ is- 
sued by the Daily Metal Trade, is a book- 
let in which tips are given to executives 
and officials interested in the production 
of a multitude of products in the manu- 
facture of which nonferrous metals are 
widely used. Interesting charts are shown 
based on questionnaires returned by read- 
ers of the Daily Metal Trade. 

“The World’s Largest Industrial Mar- 
ket,” issued by Iron Trade Review, gives 
some more interesting data on the metal 
industry. 

Rock Propucts, RESEARCH DEPARTMENT, 
CHICAGO, ILL. Market analyses of all types 
of machinery and equipment used in the 
rock products industry have been made 


| and are available upon request. 


THe TANNERS’ COUNCIL OF AMERICA, 
TRADE SURVEY BUREAU, 41 PARK Row, 
New York, N. Y., has some surveys av ail- 
able on leather: “Market for Harness 
Leather,” “Market for Sole Leather in Re- 
pair Trade, 1926,” and “The Business 
Cycle in Relation to Leather Distribution 
and Production, 1927.” 
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Growth of Film Advertising 
During 1927 


OTION pictures as an advertising medium 
lend themselves principally to the reach- 
ing of organized groups of people. With 
the great tendency to organize everything 

under the sun the scope of the motion picture as an 
advertising medium is constantly enlarging. Thus we 
have organized plumbers, both the master plumbers 
and journeyman plumbers, seeing a motion picture 
about the use of copper, parent-teachers associations 
viewing motion pictures on the care of the teeth, and 
members of the Isaac Walton League enjoying a mo- 
tion picture showing thrilling fishing scenes in all parts 
of the country, and incidentally putting over the idea 
that if you really want to nab the big muskiés or tarpon, 
or the sportiest trout, that the tackle made by a,certain 
manufacturer is sure to help you. 

More and more motion pictures are being used in 
sales training work, for dealer and distributor meetings, 
and for instruction. As a short cut in reaching groups 
of men who have to be sold before a product or a life 
of equipment is installed by a large organization, mo- 
tion pictures have proved extremely useful. 

In selling big-scale operators such as a railroad, a 
large public service corporation, or industrial concern 
it is often necessary to put over an idea to dozens of 
interested officials. Telling the sales story to one man 
at a time is a long and costly process. To shorten this 
work many sales managers use motion pictures for show- 
ing a product in action to a group of men who can be 
gathered together to see a motion picture, but who 
could never be assembled for the purpose of listening 
to a sales talk. 

The advertiser who makes a film with the hope of 
getting it shown widely in theatres is almost certainly 
doomed to disappointment. There are one or two com- 
panies which claim to have some success with distribut- 
ing pictures through theatres. Some advertisers have in 
the past, succeeded in getting showings in theatres on a 
fairly large scale. It is extremely difficult to obtain any 
worthwhile showing in that field today—almost im- 
possible with a picture of real advertising value to the 
advertiser. 


Clubs for Showings 


But this is no indictment of films as an advertising 

medium. There are many other means of showing. 
Some of them are—schools, colleges, universities, night 
schools and industrial study groups; luncheon clubs, 
such as Rotary, Kiwanis, Lions, Optimist, Advertising, 
Sales Managers, etc. The Advertising Specialty Asso- 
ciation made a film which was routed to dozens of 
luncheon clubs all over the country. 
_ The widespread organization of rural communities 
into corn clubs, pig clubs, garden clubs, and similar 
activities provides a huge audience for films in which 
they may be interested. The county demonstrators 
welcome helpful films which can be shown at agricul- 
tural meetings. 

In large industries there are often organized groups 
holding meetings regularly in company assembly halls 
or rooms where films on safety work, on fire prevention 
and other topics are often welcome. 

In merchandising campaigns by industries, films play 
an important part in selling the campaign to the indus- 


try itself. In industries which are highly organized, such 
as the automobile and electrical industries, where meet- 
ings of various groups are constantly being held there 
are dozens of opportunities to show films of genuine 
advertising value. 

During the past year the enormous sales of home pro- 
jectors have given a great impetus, and opened many 
additional channels for distribution of the small films, 
known as sixteen millimeter film, used in home pro- 
jectors and in the amateur motion picture cameras. 


Slide Films for Training 


Another big development is the use of slide films for 
sales training purposes. Small portable projectors which 
project a still picture from ordinary rolls of film similar 
to motion picture film have been put to wide uses in 
the past few years. These small films usually contain 
about seventy “frames’’—a frame is either one picture 
or one caption—of educational matter. Chevrolet has 
a complete library of these slide films for use by dealers 
in training salesmen. Other General Motors companies 
have made wide use of slide films in sales training work. 

One of the largest films for industrial purposes ever 
made—if not the largest—was an eighteen reel moving 
picture showing the international ramifications of Gen- 
eral Motors Export Corporation. This film was made 
for the purpose of showing the officials of the company 
the world-wide scope of General Motors, and the need 
for various kinds of work in different parts of the world. 
It was later reduced in length and used for showing to 
the various component organizations of General Motors. 

The making of a motion picture is, as one man said, 
‘“‘a one-man job, but so far no one man has ever made 
one.”’ This man was commenting on the need for a 
single, vital, and uninterrupted idea as the basic theme 
for a picture, declaring that “too many cooks spoil the 
broth” more certainly and more surely in the making 
of motion pictures than in any other form of advertis- 
ing activity. But there is no one man who is a writer, a 
cameraman, a lighting expert, a caption writer, and a 
sales authority to whom the job of making a motion pic- 
turecan be given. Inthe making of the average motion 
picture, writers, artists, cameramen, lighting experts, 
and sales executives must collaborate with no end of 
patience if a real film with a sales kick and a genuine 
message is turned out. For this reason it seems impor- 
tant to warn advertisers against the purchase of film on 
the footage basis from small companies or one-man 
studios whose chief equipment for making films is a 
second hand camera, a few portable lights, and a great 
urge to turn out a lot of footage at so much per foot. 

“Good advertising films are not good entertainment, 
though a touch of comedy here and there probably 
never damaged a film, but if the advertiser wants to 
get over his message he must not try to compete with 
Mack Sennett. A film can be interesting and helpful 
without being good entertainment.’’ The man respon- 
sible for that statement has made films for dozens of 
America’s largest organizations and has an excellent 
repeat business over a period of years. 

Another adaptation of the film business is the use of 
short motion pictures in automatically operated pro- 
jectors in show windows. Distribution of these films 
has gone forward considerably in 1927, a number of 
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large advertisers having put them in circulation via 
dealers’ windows. The slide films projected from auto- 
matic machines have also been widely used for this pur- 
pose. This same equipment is widely used in convention 
and exhibition booths. 

Any sales executive who operates among organized 
industry, whose dealers get together for conventions, 
whose salesmen can reach groups of store sales people 
whose product has an interest for groups, such as sports- 
men, business men, school children, can find many ways 
to use advertising films, and can build his own audience 
to almost any size if he will study the various means at 
hand for reaching groups and gatherings of prospects. 


He can use films to enable his salesmen to bring in- 
stallations right to the prospects office; he can use films 
to get over a message to groups of workmen; he can use 
films to reach the general public; he can use films to 
train salesmen, educate children, and build goodwill 
among trade and professional organizations. 


But his film, if successful must give as much in inter- 
est, helpfulness, and instruction as it takes in time from 
the people who see it. If it accomplishes this he need 
have no reason to condemn film advertising because it 
cannot be measured by the same circulation yardstick 
which we apply to periodical advertising. 


Types of Portable Projectors 
in Use 


URING 1927 there has been a decided trend 
toward the classification of film projecting 
equipment to handle different types of work. 
In general the selection of equipment re- 

solves itself down to a matter of adopting projectors in 
one of the following three classifications: 

1. Moving Picture Projectors Showing Standard 
Film—for long throws, big meetings, large pic- 
tures, minute detail, etc. 

2. Moving Picture Projectors Showing the Narrow- 
Gauge Film—for showings before small groups, 
salesmen’s use, window displays, etc. 

3. Projectors Which Show Pictures That Are Not 
Moving—to illustrate selling talk, for window dis- 
plays, wall advertising, lectures, etc. 

There has been a greatly increased use of so-called 
standard-gauge machines, which take film of 35 mm. di- 
mensions. Projectors showing this size film are invalu- 
able for large group-showings, long distance projection 
in halls or theatres, and for securing a large-size picture 
on the screen. The standard-size projector has been 
used widely for selling and sales-training work. 

However, the recent development of smaller projec- 
tors and a widespread introduction of the use of narrow- 
gauge film has made possible the application of many 
plans for the use of film in advertising that were im- 
practical with larger equipment. The result has been 
a tremendously stimulated interest in the use of film 
advertising during the past year and the introduction of 
sales plans that have been found difficult to work out in 
past years because of limitations of equipment avail- 
able, or high costs. 

In many organizations it is absolutely necessary to 
do everything possible to enable salesmen to travel 
light. In these particular organizations the introduction 
of narrow-gauge film in the different types of lighter 
projecting equipment on the market made new selling 
methods possible. A comparison of costs and weights 
of 35 mm. and 16 mm. equipment, is shown in the com- 
parative figures which follow: 


Film Costs 35mm. 16mm. 
1—1,000’ picture, per print........ $60.00 $35.00 
Additional prints in quantities. .... 50.00 25.00 
ok ide cgicaw wave Same Same 

Investment in Machine 

ie Lui axis haa se oe $275.00 $190.00 

Comparative Weights 

Propector aid Case... «..5.6.050.% 35 Ibs. 1414 lbs. 


Film per 1,000 picture feet......... 7 Ibs. 


15 lbs. 
Film container for 2 reels.......... 10 lbs. *0 
52 Ibs. 15% lbs. 
* Films carried in Projector Case. 
Space Required in Salesman’s Luggage 
i eee 7x16x18 in. = 8x11x11 in. 
Film, per 1,000 pic- Films carried 
ture feet........:. 134x1014x10)% in. in projector 


case 

The 35 mm. equipment has various decided advan- 
tages. In the first place it provides perfect projection for 
meetings and conventions where there is need for a long- 
distance throwing of the picture and a large theatre- 
size screen. Stronger light is made possible and the 
pictures stand enlargement much better considering 
size of negative and positive. The surface of each 
picture on the film is six times the area of 16 mm. 

On the other hand, the narrow-gauge equipment has 
its advantages. First of all the equipment is much 
easier to handle and carry about, because of its lighter 
weight. The most important feature is that the cost is 
greatly reduced. Films are much more compact, and 
many different films can be carried by the operator. 

On the 16 mm. equipment, a 2-inch lens will throw 
the picture approximately 7 feet by 9 feet at a distance 
of 50 feet. However, ordinarily this equipment is used 
in small rooms and offices, before individuals or small 
groups, and the picture shown is considerably smaller. 
For this reason, the exceptional detail secured by the 
35 mm. equipment often is not needed. 

Regardless of what size film isto be used eventually, 
the original negatives or photography should be made . 
on 35 mm. film, according to various authorities in 
manufacturing portable equipment and also the con- 
cerns that have used such equipment. The Ford Motor 
Company, during the development of their new car, 
employed their own moving picture photography de- 
partment to take a considerable amount of film, show- 
ing both the mechanical construction as well as the 
operation of the automobile under actual conditions. 
This film was taken as part of a well defined plan and 
later trimmed down to two reels, which have been used 
to great advantage by the Ford sales organization. 
With it they kept the thousands who had placed orders 
satisfied with their purchase and prevented the refund- 
ing of down payments until actual delivery could be 
made. They made it possible for the dealers to show 
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Why Do These Companies Use 


VISUGRAPHIC 
MOTION PICTURES? 


Radio Corporation of America 
United Press Association 
Goodyear Tire & Rubber Company 
The New York Stock Exchange 
Servel Corporation 


— VS NY ' 


 —_—_ we - 


The Babcock & Wilcox Co. 
Pocahontas Coal Company 
Spencer Heater Company 

L. E. Waterman & Company 


Stone & Webster 


The New York Edison Company 
American Brown Boveri Electric Corporation 


Sales and advertising executives know the truth of the 
famous proverb—One picture is worth 10,000 words.” 


Pictures are remembered long after words are forgotten. 


In the busy, crowded minds of today pictures register where 
words never have a chance. 

Visugraphic Pictures are in use today by every kind of 
commercial and institutional business. 

The Pocahontas Coal Company dramatizes one of its prin- 
cipal sales arguments in graphically showing the infinite care 
exercised to sort, grade, wash and clean all its coal. 

The New York Edison Company uses Visugraphic produc- 
tions to portray the magnitude of the organization which 
makes it possible for every citizen to harness the huge force 
of electricity in his own home and office. 


The Metropolitan Life Insurance Company has long stood 
at the forefront of the movement to prolong life and preserve 
health. Motion pictures are an effective agency which they 
use to awaken public consciousness to health safeguards. 


The Babcock & Wilcox Company have picturized their 
booklet “Steam” which for fifty years has been known and 
used by engineers, technical schools, etc. In half an hour 
they can take any individual or audience through their plants, 
can show boilers working in phantom (by animated photo- 
graphy), can illustrate exactly where their boilers are located 
in industry and how they operate under load. 


The motion picture irresistibly demands attention from 
every class of the public, whether it is shown in theatres, at 
offices, in classrooms, at home—or elsewhere—and whether 
by theatrical projectors, salesman’s portables, or automatic 
repeating projectors. 


Visugraphic Pictures are carrying difficult sales stories to 
interested audiences, educating salesmen, reaching consum- 
ers, stockholders and employees. 


Chain stores, insurance companies, public utilities, manu- 
facturers, financial houses and others use Visugraphic Pictures 
for sales, educational and good-will purposes. 


Find Out How You Can Increase Sales 
With Visugraphic Motion Pictures 


An inquiry will bring you at once, without the slightest cost or obligation, the 
story of Visugraphic Motion Pictures and how they can be fitted into your 


sales program. 


We extend the closest cooperation to our clients to obtain the best results. 


Our experience is at your service. 


VISUGRAPHIC PICTURES, Inc. 


EDWARD F. STEVENSON, President 


Producers and Distributors of Advertising Motion Pictures 


247 Park Avenue, New York City 


STS | 


346 SALES MANAGEMENT 


Marcu 3], 1928 


what the car could do under ordinary and extra ordin- 
ary conditions, without the necessity of a road-demon- 
stration. 


Ford Dealers Purchase Equipment 


Projectors were not furnished by the Ford plant, but 
dealers were directed to purchase the equipment and 
films themselves, after arrangements had been made 
with the producers. 

Following the making of the origina! negative on 35 
mm. film, it was optically reduced in making the prints 
for the use of the dealers. Most concerns consider 
optically reduced prints much more effective than con- 
tact prints. 

The 35 mm. equipment photographs on the film at 
the rate of one foot per second. Each foot carries 16 
pictures and as there are 1000 feet to a full reel, that 
means there are 16,000 pictures on the reel. 

Projection is usually at the same rate of speed as the 
photography, one foot per second. However, moving 
picture theatres often speed up the machines to as fast 
as 12 minutes for a reel of 1000 feet. 

Very rarely is it found practical to do your own pho- 
tography in turning out a film for selling or advertising 
purposes. The professional touch is necessary to the 
development of an effective film, according to the users 
of all types of equipment. 

About 250 movie projector equipments are in use at 
the present time by the Caterpillar Tractor Company, 
according to O. L. Snyder, advertising manager. The 
use of small portable projectors has made it possible for 
this company to minimize not only the cost of produc- 
tion, but also the cost of shipping films and projectors 
to foreign countries where the equipment is used by 
foreign distributors. As pictures speak a universal 
language, the company has found this an effective 
means for developing business abroad. The company 
has added greatly to its projector equipment since the 
development of lighter-weight models. Almost every 
time that some new use for tractor equipment is un- 
covered, this company gets out a film devoted to that 
particular use, and adds it to the library of films made 
available to the sales organization for conducting 
demonstrations. 

One of the new uses of projectors and films, that 
sprang up during the past year, is illustrated in an inci- 
dent that occurred recently. A West Coast public 
utilities organization was very much interested in pur- 
chasing certain big electrical equipment built by a 
Chicago company. The West Coast prospect could not 
be sold without some kind of a demonstration and 
ordinary assurances in writing did not have the desired 
effect. A strip of film was made in Chicago, demon- 
strating the performance of the equipment. The film 
was shipped to California and arrangements made to 
show the film by a small projector before a group in 
the prospect’s office. This resulted in the sale of 
$21,000.00 worth of equipment. There is a growing 
demand for the use of equipment for similar purposes. 


There is also an increasing demand for projector 
equipment that can be used for window-displays. The 
continuously operated film, which is made possible by 
some new mechanical developments in projecting equip- 
ment is making more of this class of work possible. 

It should be clearly understood that there are two 
distinct types of projectors; one is designed for the use 
of actual moving pictures, necessitating the use of a 
regular moving picture camera to do the photography, 
and a moving picture projector to show the picture. 
The other includes the use of a regular moving picture 
film—however it comes under the heading of still pic- 
tures. In this process, ordinary photographs are repro- 
duced on the same film that is used in moving picture 
machines. No moving picture camera is necessary to 
take the original pictures. The projector used is of such 
a nature that it will move the pictures along one after 
another, either automatically, or by a simple hand 
operation. Each picture is kept on the screen or wall 
any desired length of time, either for advertising pur- 
poses, or to permit personal discussion while the picture 
is being shown. 


Chevrolet Uses Still Pictures 


The Chevrolet Motor Company has used about 1000 
of this type of machine; the equipment is part of an 
unusually good plan for training salesmen and dealers. 

Regardless of the type of equipment being purchased, 
the picture thrown on the screen is one of the most im- 
portant factors for consideration. The picture should 
be the brightest possible, because it is frequently neces- 
sary to project the pictures under unfavorable condi- 
tions. Some offices cannot be darkened. As the picture 
is merely reflected light, obviously it must necessarily 
be bright enough to be seen easily. 

Moving picture projectors have movement as fast as 
9 to 8, which is the technical term meaning that the 
picture is on the screen 9 times longer than it takes to 
move from one picture to another. 

Light weight in the machine, and films that are also 
light in weight are important considerations where sales- 
men are called upon to carry the equipment. 

As the investment in film usually runs high, projector 
equipment should be as easy as possible on the film to 
prevent fast depreciation. This calls for good construc- 
tion, and the fact that the picture is magnified 25,000 
times in many cases, calls for precision in manufacture 
to prevent defects in projection. 

Summing up the various reports received, the most 
important points to keep in mind in buying projecting 
equipment are brightness of picture; portability of 
equipment; ease on film; protection of lamps against 
fluctuating voltages found in different localities; and 
durability of equipment. 

The rapid growth of the use of picture projecting 
equipment is disclosed by a recent investigation in 
which a large number of concerns reported expending 
from 1 to 14 per cent of their entire sales and advertising 
appropriation in equipment for this purpose. 
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Say, 


DE 


ovies in Your Window 


ACTION that stops them—in- 
terest that holds their at- 
tention—realism that convinces 
and leads to the sale—that’s 
the formula for a successful 


window display; that’s what 
motion pictures in the win- 
dow (your dealer’s window) 


VRY 


CORPORATION, 


have to offer you. 

Think of the advantage of demonstrating 
your product, its uses and its features in 
brilliant living motion pictures. Imagine 
being able to move your fac- 
tory to your dealer’s window 
and set it going there—illus- 
trating your factory processes 
— dramatizing your produc- 
tion methods—showing graphically just how 
your product is made—just why it excels. 

The DeVry continuous motion picture 
projector tells a vivid, clear-cut movie story 
that reaches your prospect tenfold faster 
than the hard to visualize word pictures of 
the best of sales ‘“‘talks’’—a story that con- 


CHICAGO, 


veys definite, accurate impressions of your 
product in a new and interesting way. A 
story that actually breaks down resistance 
and makes selling easy. 

This new DeVry projector is completely 
automatic. It plugs into any 110-volt light 
socket and is ready to go in a minute. It 
projects brilliant, flickerless movies in full 
daylight and repeats the “show” over and 
over again. It holds 200 feet of 16 mm. film 
—is light in weight, compact, easy to carry 
—ideal for “‘traveling’? window displays. 

No attention is necessary 


while the projectoris running. 
An automatic switch turns off 
the motor at any time de- 


sired. 

Mail the coupon today for complete par- 
ticulars of this marvelous new DeVry sales 
maker. Ideas and information cone 
cerning the filming 
of sales photoplays 
will be gladly sent 
upon request, 


THE DE VRY CORPORATION 
Dept. 3-MT, 1111 Center St., Chicago, Ill. 


Gentlemen: Please send me free information: 


O The new DeVry Continuous Projector 
O Filming a motion picture sales story 


ROR ; 


Firm Name 


Address 


ILLINOTS 
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Portable Projectors and 


Equipment for 


MOTION PICTURES _ ‘Séiesss 
oismiie PORTABLE EQUIPMENT 
Fe — Buffalo, N. Y. 


Sonor 


me 


iit, a rr vie 


—using Filmo Projector 


YOUR SALES STORY 


human as it can be- 
yet infallible as a machine 


| vignie people! Your products in actual productive action 
—there!—on an office wall where the buyer can’t un- 
glue his eyesfrom it—YOUR SALES STORY! With the accur- 
acy of a precision machine, Filmo Projector animates your 
selling facts, makes a good salesman out ofamysalesman. This 
selling weapon—thissure-fire builderofprofitsand good will 
—is within your easy reach. Mail the coupon for full facts on 
Bell & Howell’s complete industrial motion picture service. 


Spencer Lens Company 
442 Niagara Street 
Visual Demonstration System 


Chicago, Ill. 

Bell and Howell Company 
1803 Larchmount Avenue 

Capitol Projector Co. 
133 W. Washington Street 

The De Vry Corporation 
1111 Center Street 

Jam Handy Picture Service 
6227 Broadway 

Holmes Projector Company 
1632 N. Halsted Street 


Davenport, Iowa 
Victor Animatograph Co. 


Duluth, Minn. 
Safety Projector Co. 


New York, N. Y. 
Bray Screen Products Co. 

130 W. 46th Street 
International Projector Corp. 
(Acme Division) 

90 Gold Street 
The Pathescope Co. of America 

35 W. 42nd Street 


Rochester, N. Y. 


Bausch & Lomb Optical Company 
Eastman Kodak Company 


STILL FILMS 


Buffalo, N. Y. 


Spencer Lens Company 
442 Niagara Street 
Visual Demonstrations Systems 


ae a a a 


Chicago, Ill. t 
Ithasbeendonebefore,butzever footage to doa real job,and sub- Jam Handy Picture Service | 
like this. Bell & Howell have mit original estimate of cost. ‘ 6227 eg aan a ' 
fired industrial motion pictures Our system provides for taking ay Fer Tae Sneeien 
: a : : 327 S. La Salle Street I 
with a new punch and brevity— your pictures witha Bell & How- : ; 
have reduced equipment to the ell $5,000 standard professional Indianapolis, Ind. ’ 
weight and size of a one-handed camera, the same as used inmak- Kalograph Company 
tool—have turned cynicisminto 198 Pst cel Pn Rochester, N. Y. c 
applause through presentation pi va - ‘ih . ae We Bausch and Lomb Optical Company 
of terse facts rather than picto- endian: aguiondiengy Melange aden fi 
rial apple-sauce. This whole set- then print your films either FILM PRODUCERS : 
up is the world-leading motion — a a A Chicago, III. 
picture firm’s panacea for your Fil 7 Pr. : d il Atlas Educational Film Company 
most persistencselling pains. We ."° ae .esin i tegen iy a 5 N. Wabash Ave. 
SP wed our master negative on file for om Heady Plevare Service 
only askthat you makeus proveit. } . “afi . J y 
“l y P * future prints in either size. Ask 6227 Broadway 
~ i i Rothacker Industrial Films, Inc. 
Without Charge your secretary zow to mail this pe, 
ener s coupon for our fact-packed de- 7510 N. Ashland Ave. 
aia. ean ag 
td : ape ; Consolidated Film Laboratories 
ario, determine minimum film FREE BOOK New York, N. Y. 
= re Automatic Movie Display Co. 
BELL & HOWELL CO., 1810 Larchmont Ave., Chicago, II]. 130 W. 46th Street , 
| Please mail me, without obligation, your new sales treatise “Seven Bray Pictures Corporation 
Modern Uses of Motion Pictures in Industry.’ 729 Seventh Avenue 
Firm Name. Seiden-Hodes Films 
ue : 729 Seventh Avenue 
| Individual to address ~ Seaciley Advertsina Co. 
| Address 220 W. 42nd Street 
| an State Visuagraphic Pictures, Inc. a 


247 Park Avenue 


Growth of Outdoor Advertising 
in 1927 


N 1926, outdoor advertising in the United States 
represented a total volume of $60,000,000. In 
1927, the figure was $75,000,000—or an in- 
crease of exactly twenty-five per cent. These 

figures indicate the extent to which the outdoor 
medium is gaining in popularity each year. 

Among some of the factors influencing the growth 
of outdoor advertising the following may: be men- 
tioned: diversification of clients—a greater variety 
of types of business are now using outdoor displays, 
industries which formerly were not considered as 
logical outdoor advertisers ; wider interest in outdoor 
advertising manifested by advertising agencies in 
tying up magazine and newspaper campaigns with 
this kind of display; greater public acceptance of 
outdoor advertising through better art-work and 
more judiciously located panels. 

Through the National Outdoor Advertising Bu- 
reau, national advertisers are able to place outdoor 
displays through their own agencies, thus making 
the outdoor campaign an integral part of the adver- 
tising program. Unquestionably this has had much 
to do with fostering interest in the outdoor medium 
among the advertising agencies of the country and 
has resulted in many successful outdoor campaigns. 

Many prominent artists have become interested 
in this medium and their work has helped to raise 
the artistic standard of posters everywhere. In fact, 
there has been a consistent improvement both in 
design and illustration. Color is being used more 
effectively. No longer is outdoor display the “eye- 
sore’ that so many people objected to in the past. 

In 1928 Outdoor Advertising enters upon the 
third year of its “Five Year Plan” for the estab- 
lishment of uniform standards of construction and 
placement of outdoor advertising structures, This 
plan, adopted by the Outdoor Advertising Associ- 
ation in 1926 provides for a program which, during 
the five year period, will bring all members of the 
Association into conformity with definite standards 
of practice. 

Of particular significance to the advertiser are the 
following rules which are made binding upon every 
member: 

1. No structures shall be erected that constitute 
hazards to traffic; i.e., that block the view of 
dangerous curves or intersections. 

2. Structures are not to be erected upon State 
owned highway lands, and only upon land 
leased or owned by the companies. 

3. No structures are to be erected which de- 
stroy scenic beauty. 

4. No structures are to be erected in purely 
residential districts. 

5. All new structures must conform to uniform 
standards for each type of display. 

6. All old-type, non-standard structures must 
be replaced by new, standard structures 
within five years. 

The “Five Year Plan” also contemplates a definite 

and vigorous cooperation with State and City au- 


thorities to see that the foregoing rules, as well as 
local ordinances and regulations, are observed, and 
rigid rules controlling the type of copy to be used 
have been adopted. 


Purpose of the “Five Year Plan” 


This represents what is in reality an intelligent 
and extremely far-sighted effort on the part of the 
plant owners to protect and increase the value of 
their medium, and to insure advertisers against 
flare-ups of popular resentment such as have oc- 
curred from time to time in the past. It is appre- 
ciated that the abuse of outdoor advertising may 
readily result in arousing public hostility to such a 
degree that the value of the medium would be 
seriously reduced, at least in certain districts, while 
cooperation with the public interest in keeping it 
within judicious bounds will positively enhance its 
value. A display,. which defaces the landscape or 
obstructs traffic, is not only bad advertising in it- 
self, but at the same time tends to arouse resent- 
ment against outdoor advertising in general. Thus 
it is the object of the outdoor advertising interests 
to confine the displays to what may reasonably and 
properly be considered “commercial locations”; to 
prevent the use of misleading or objectionable copy ; 
and to cooperate with the authorities in discourag- 
ing the practice of “sniping’—the unauthorized 
placing of displays upon public or private property. 


Advantages of Outdoor Advertising 


The main characteristics of outdoor advertising in 
general (whether it be 24-sheet posters, 3-sheet 
posters, painted displays, electric spectaculars, or 
all four in combination) consist of great flexibility 
in the application of each phase of the medium com- 
bined with intensity of impression and broad mass 
appeal. In addition, from a territorial standpoint, 
the market influence of outdoor advertising is par- 
ticularly visible and tangible. 

(1) Flexibility. The advertiser who buys space 
in a publication must take the broad market in- 
fluence of the publication as a fixed and definite 
thing. He cannot buy only such parts of it as suit 
his convenience or his particular purpose, nor can 
he extend it by any act of his own. In the national 
magazine he buys and pays for a national circula- 
tion the nature and extent of which is unalterable 
as far as he is concerned. In the newspaper, except 
where it is possible to buy a neighborhood section, 
he buys the entire circulation of the medium —citv, 
suburban and country. Outdoor advertising, on the 
other hand, is procurable in sections to suit the 
advertiser’s immediate needs; he applies the me- 
dium to only those markets in which he is inter- 
ested, whether it be a state, a city, or a section of 
a city. And he can vary, to a considerable extent, 
the intensity of his advertising in whatever area he 
chooses. Thus he is able to parallel his distribution 
with great accuracy, apply advertising pressure 
where it is needed. 
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(2) Prominence. The impression made by the 
outdoor medium is due primarily to its use of large 
space and striking display of color, located at points 
of greatest visibility. For the space of time during 
which the display is in the observer’s range of 
vision, it is likely to be the dominant feature in 
the landscape. The attention value of the medium is 
ordinarily very high, and even the briefest impres- 
sion may serve as a reminder of something that is 
already familiar, or to associate itself with the 
knowledge of some present or future need. 

(3) Permanence. The steady visibility of the out- 
door medium enables the advertiser to use the force 
of repetition, persistently and inoffensively. The 
minimum “life” of a poster display is generally 
thirty days, while painted displays and electric 
spectaculars are placed on a basis of from six 
months to a term of years. The advertiser is thus 
assured of a fairly certain degree of repetition. Care- 
ful studies have been made of the normal move- 
ments of traffic in the principal centers, and outdoor 
advertising locations are generally selected with 
definite relation to them. The advertiser is able in 
this way to place his appeal where it will be seen 
not only by the greatest number of individuals, but 
where the same individual will be likely to see it 
the greatest number of times. 

(4) Mass Appeal. It is claimed for outdoor 
advertising that is is one of the cheapest media 
available in proportion to circulation. On a strict 
per capita basis, this is probably true. Its force lies 
in the reduplication of brief, but very intense, im- 
pressions on large masses of people, who are ob- 
viously not graded according to intelligence or 
wealth or any special line of interest. It should be 
appraised, therefore, from the standpoint of its 
effect upon the general mass of the public, and is 
best adapted to the presentation of ideas that can 
be grasped instantly by all grades of intelligence. 

(5) “Class” Appeal. While, fundamentally, out- 
door advertising reaches the great mass of the 
people without regard for wealth, position or other 
qualifying factors, there are phases of the medium 
which can be used with a considerable degree of 
precision to reach a particular class of people. For 
instance, an advertiser whose product appeals to 
people of limited means might use painted bulletins, 
walls or store bulletins in the neighborhoods where 
his particular audiences live or congregate. On the 
other hand, an advertiser whose product appealed 
to people of means might use painted bulletins on 
city boulevards leading to residential suburbs or 
adjacent to exclusive city residential districts. 
Again, the automobile owner can be reached di- 
rectly and exclusively through the use of highway 
bulletins. 


Outdoor Advertising in the General Plan 


In the broadest sense, the place of outdoor ad- 
vertising in the advertiser’s general plan of cam- 
paign lies in its use in conjunction with other 
media. In this respect it sometimes is used as the 
“key” medium, carrying the kernel of the copy 
theme or the primary message which is carried 
through the entire campaign. Many users recognize 
outdoor advertising as sufficiently powerful to do a 
complete advertising job. 

Again, it is used in a supplementary way ; to ham- 
mer home an idea which other media present in 
more detailed form, or to energize a buying im- 


pulse in the neighborhood of some convenient point 
of sale. 

Apart from the direct effects of outdoor advertis- 
ing upon the consumer, other effects of the medium 
are worthy of some consideration; particularly its 
effect upon the trade and upon the advertiser’s own 
sales force. The dealer is likely to see outdoor 
advertising. To no small degree it “merchandises” 
itself. And, too, it has its effect, in some instances, 
upon the jobbers’ salesmen. These advantages, to 
which can be added the evidence of advertising 
support it provides for the sales force of the adver- 
tiser, are added value, in a sense, to the strong and 
complete effect which the outdoor medium, properly 
used, is known to have upon the consumer. : 

People do not stay at home as they once did. 
Winter and summer, the sidewalks of every city 
and town teem with pedestrians. The streets and 
highways are crowded with automobiles—there is 
now one automobile to every five people in the 
country. Railroad travel is tremendous—millions 
of people leave their homes for the resorts every 
year. Nearly 50,000 theaters and motion picture 
houses are breaking into the “evening at home” 
time of people, while 4,000 golf courses and sports 
of all kinds are drawing people out of doors. 


The Space Unit of the Poster Advertising Medium 


Outdoor display spaces are sold in units called 
“showings.” The poster panels in any given city 
are arranged in these groups or showings, all equal 
in size, distribution, coverage and advertising value. 

There are two kinds of showings—representa- 
tive or half, and intensive or full. In most cases a 
representative showing is adequate. This unit con- 
sists of enough panels to cover the town or city 
evenly and thoroughly. 

Intensive showings are recommended only when 
necessary to create an exceptionally intense, power- 
ful and immediate effect, as in the case of a new 
or seasonal product. 

Accurate counts and checks made at various times 
and in towns of various sizes show that the number 
of people who actually pass the posters of a repre- 
sentative showing in a single day averages three 
times the resident population of the town. 

Panels are built in strategic locations within the 
built-up sections of cities where traffic is heaviest; 
along main avenues, on highways entering the city; 
along railroads and near terminals where suburban 
and through travelers enter and leave; and along 
the interurban, trolley and bus lines. The purpose 
is to give each advertiser a distribution covering the 
entire community and also all visitors and com- 
muters. 

At important traffic points in large cities some 
panels are equipped with electric reflector lights for 
illumination. They have both day and night time 
circulation value, A certain number are included in 
every showing. 

The time unit of a poster showing is thirty days. 
Showings usually start on the first, tenth or twen- 
tieth of a month. An advertiser may select what- 
ever and as many months as he desires, but no 
space is sold for less than one month. In this 
respect outdoor display is very flexible and adapt- 
able to all sorts of conditions. In cities and towns 
under 25,000 population 3 working days are allowed 
for posting a showing, from 25-50,000, 4 days and 
over 50,000, 5 days. 
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Outdoor Advertising Rates Cities of 100,000 Population and Over 
REPRESENTATIVE (HALF SHOWING) 
Population Estimated Poster Display Painted Display 
City Population 
City Estimate Market Pie Price Per ted Price Per 
Jan., 1927 Area Description Month Description Month 

NR iai4 655,48 tre 2 ah nen Sea AE CR 210,000 300,000 18r—9i $ 455.40 4ib—6w— $ 392.50 
ES og LE PETE ET TET ree ee 119,435 579,571 20r—6i 366.00 6b 188.00 
SS ne er ve 256,387 1,215,736 26r—8i 482.80 2ib—5b—1 5w 475.00 
NT is 5. 0 a.5 cs nda o's ed WRC EN 813,695 890,000 52r—20i 1,105.60 9ib—6b—10w 1,325.00 
COE OS re, 213,476 600,000 24r—6i 397.20 | 2ib—7b—11w 343.50 
a ee a oe ee 789,995 | 2,716,072 46r—34i 1,548.80 | 6ib—10b 1,246.00 
O_o a eee ee 143,555 236,975 29r—8i 506.20 lib—3b 240.00 
eS oe ennen te : 546,863 825,000 32r—28i 1,229.60 | 7ib—14b—8w 960.00 
Rill WOM cise isis av essenriveaocs 122,947 178,000 12r—4i 233.60 | 3ib—2b 225.00 
Sere eee rere eT ee 132,130 230,000 14r—6i 319.20 3ib—3b 225.00 
MD ne, actuate ncaa 111,752 250,000 14r—6i 319.20 | 4b—Sw 146.00 
ehh aici caus tau ees KOM AR eaR KS 3,074,637 3,500,000 110r—50s 2,608.00 6ib—17b—55w 3,100.00 
ES ra 411,750 600,000 40r—10i 588.00 2ib—5b—10w 475.00 
ne oe ee ere 972,550 1,525,000 54r—36i 1,681.80 6ib—6b—26w 1,580.00 
Se rr eT 288,557 1,152,503 20r—10i 456.00 4ib—6b—5w 510.00 
TE Se eee en ee Tee Pe 203,156 325,000 22r—8i 451.60 6b—8w 264.00 
IN 35 5509 0k va avenue eee 178,880 500,000 16r—8i 404.80 lib—6b—5w 315.00 
ON | Cee eee AOE TC eee eee T 287,192 350,000 24r—12i 607.20 3ib—6b—6w 525.00 
TS Te Pere ee eer 147,502 826,547 14r—6i 319.20 lib—4b 210.00 
Mase acto esis nav ede een en aies 1,391,297 1,500,000 50r—S0i 2,140.00 7ib—5b 1,680.00 
NT SRE ETT CLOT reper Te ee 114,083 325,000 14r—4i 249.20 lib—4b 180.00 
|) ee ENE ees 115,000 175,000 18r—12i 560.40 lib—2b 165.00 
SG NBs sche eas 3 wh abode rekon yetwaten 111,418 399,429 12r—Si 243.60 3ib 126.00 
RMB E Oe cxctarpparcrerPane is a oleh a Ree ee re aga 131,620 165,000 16r—6i 334.80 2ib—2b—5w 325.00 
FETT TOOT eT eT TPCT TT eee 131,809 163,000 18r—2i Bo eT A nae 
Ee oe ere Te Pee ee | 140,492 160,000 14r—8i 389.20 lib—2b—1w 152.00 
I TING, noc os Vic hens wer siete weve 110,000 300,000 14r—4i 225.00 5b 144.00 
SN MEM is kha p's bon as ae eos 162,651 185,000 18r—6i 350.40 6b 178.00 
RE I, WII os oid sch wh ade ves emcees 157,413 375,000 14r—6i 319.20 lib—4b 230.00 
UE MANE C565 se cae enderswueeeawen 173,111 373,000 20r—8i 436.00 lib—6b—4w 390.00 
NN PR Si o's eed cam een te wei’ 200,000 300,000 16r—8i 404.80 2ib—3b—5w 350.00 
ar ae 370,942 869,510 32r—12i 669.60 2ib—4b—17w 605.00 
I, FIN ako ses cars aedeenscecewan 135,866 300,000 16r—6i 334.80 2ib—7w 225.00 
DS Pea i oS Pcs eke vn wennes 319,520 629,124 47r—25i 1,241.60 6ib—6b—10w 1,125.00 
TNs WENN: ciosxidn> eau eines thoes: 117,627 149,131 18r—4i 280.40 lib—5b 182.00 
NN 9 i205 Sok wil os VES cede kt 455,728 700,000 32r—12i 669.60 7ib—4b 545.00 
Ny WON hi a. Fibs ae inh ds evnuorell 100,414 425,000 16r—4i CL reer Troe Sarre 
RN IN oo s aces h 550 ep taken denies 120,000 165,000 18r—4i 280.40 lib—2b—3w 158.00 
MN MIR gs 5s ca'v id 3 4 eine veoteoice 145,000 160,000 6r—6i 256.80 lib—6w 165.00 
NEN kc occa Aid wince netusoeen 1,195,344 1,175,000 45r—45i 1,926.00 15ib—25w 2,035.00 
RR fc hc ticle hu easy ote 316,854 668,948 20r—10i 506.00 4ib—2b—10w 505.00 
are et ne 120,000 175,000 18r—4i 280.40 | lib—3b 188.00 
RT ee ore 104,373 275,000 10r—4i 218.00 | lib—6b 166.00 
Memphis, A koe Re Fer ey ed ee 178,127 676,626 24r—8i 467.20 2ib—18w 375.00 
Wis Ven GEN chil hh wrens a 48 131,285 225,000 14r—8i 389.20 4b 117.00 
Milwaukee, aera eee le kd Ns 9 ates, Cake 521,592 1,044,367 38r—24i 1,136.40 Sib—9b—14w 1,055.00 
Minneapolis, Mio cg RU Sr eins hae 438,109 500,000 36r—10i 630.80 4ib—7b 700.00 
Nashville, Pe soaks ee ee ieee 138,435 650,000 16r—6i 334.80 lib—6b—7w 232.00 
Newark, PR eh he ea ee aie ok aye 462,421 1,000,000 50r—38i 1,720.00 lib—12b 690.00 
New PT, I os vis oes aha nor sevice 125,000 160,000 20r—6i 366.00 lib—4b 200.00 
'regular; i—illuminated; s—special; ib—illuminated bulletin; b—bulletin (non-illuminated); w—wall. *District. 


(Continued on Page 356) 
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Manufacturers of Outdoor Advertising Signs 


City and Company 


Address 


City and Company 


Address 


BRASS, BRONZE, COPPER, ALUMI- 
NUM, ETC., SIGNS 
Allentown, Pa. 
L. F. Grammes & Sons, Inc 
Chicago, III. 
The Green Duck Co 
Imperial Brass Mfg. Co 
Cleveland, Ohio 
W. S. Taylor Company 
Dayton, Ohio 
Buckeye Iron & Brass Works 
Long Island City, N. Y. 
John Polocheck Bronze & Iron, Inc. 
Los Angeles, Cal. 
A. J. Bayer Company 
New Haven, Conn. 
Sargent & Company 
New York, N. Y. 
The Gorham Co 
St. Louis, Mo. 
S. G. Adams Stamp & Stationery Co. 


CELLULOID 
Chicago, Il. 
G. Felsenthal & Sons Co 
Parisian Novelty Co 
Newark, N. J. 
Whitehead & Hoag Co 
New York, N. Y. 
Bastian Bros. Co 


ELECTRIC SIGNS— 
Beaver Falls, Pa. 
Ingram-Richardson Mfg. Co 
Buffalo, N. Y 
Flexlum Corporation 
Chicago, III. 
Federal Electric Co 
Lu-Mi-Nus Signs, Inc 
Los Angeles, Cal. 
Electrical Products Corp............ 
Massillon, Ohio 
Massillon-Cleveland-Akron Sign Co. . 
New York, N. Y. 
Frank Company, Inc 
General Outdoor Adv. Co., Inc 
Klieg] Brothers 
Claude Noen Lights, Inc 
United Advertising Corp 
Philadelphia, Pa. 
Electric Service Supplies Co 


239 Union Street 


1725 W. North Avenue 
1216 W. Harrison Street 


3621 Superior Street., N.E. 
350 E. 3rd Street 


Slauson and Santa Fe Ave. 


5th Ave., and 47th St. 
411 N. 6th Street 


1407 Hudson Avenue 
153 West 22nd Street 


Sussex Cor. Ist 


Woolworth Building 


110 Military Road 


8700 S. State Street 
2736 Wentworth Avenue 


1122 West 16th Street 

P. O. Box 555 

24th Street and 10th Ave. 
1 Park Avenue 

321 West 50th Street 

50 E. 42nd Street 

339 5th Avenue 


17th and Carnbria Sts. 


ELECTRIC SIGNS—Continued 


Trenton, N. J. 
The R. C. Maxwell Co 


ENAMELED 


Baltimore, Md. 

Baltimore Enamel & Novelty Co. ... 
Beaver Falls, Pa. 

Ingram-Richardson Mfg. Co. 
Chicago, Ill. 

Enameled Steel Sign Co 

Federal Electric Co 
Cincinnati, Ohio 

Edwards Mfg. Co 
Cleveland, Ohio 

Enamel Products Co 
Milwaukee, Wis. 

National Enameling & Stamping Co. 

Reliance Adv. Company............ 
St. Louis, Mo. 

S. G. Adams Stamp & Stationery Co. 


METAL 


Allentown, Pa. 

L. F. Grammes & Sons, Inc 
Baltimore, Md. 

Baltimore Enamel & Novelty Co. ... 

Crown Cork & Seal Co 
Beaver Falls, Pa. 

Ingram-Richardson Mfg. Co 
Brooklyn, N. Y. 

Electro Chemical Engraving Co... . . 
Chicago, III. 

Federal Electric Co 

Haskelite Mfg. Corp 
Cincinnati, Ohio 

Edwards Mfg. Co 
Cleveland, Ohio 

Wie BAVIOLAGOs. fecicsciareccod cee 
Coshocton, Ohio 

American Art Works, Inc 

H. O. Beach Company 
Massillon, Ohio 

Massillon-Cleveland-Akron Sign Co.. 
Middletown, Conn. 

Wilcox, Crittenden & Co., Inc 


Milwaukee, Wis. 
Reliance Adv. Company 


St. Paul, Minn. 
Brown & Bigelow 


P. O. Box E-4 


328 N. Water Street 
8700 S. State Street 


529-49 Eggleston Avenue 
300 Eddy Road 


First Wis. Nat’l Bank Bldg. 
571 E. Water Street 


411 N. 6th Street 


239 Union Street 


P. O. Box E-4 
1515 Guilford Avenue 


450 19th Street 


8700 S. State Street 
133 W. Washington Street 


529-49 Eggleston Avenue 
3621 Superior Ave., N. E. 


P. O. Box 555 
55 S. Main Street 
571 E. Water Street 


Quality Park 


List of Lithographers Specializing in Advertising Posters 


City and Company 


Address 


Cicy and Company 


Address 


Boston, Mass. 
Forbes Lithograph Mfg. Co 
Buffalo, N. Y. 
Niagara Lithograph Co 
Chicago, Ill. 
Edwards-Deutsch Litho. Co 
Cincinnati, Ohio 
Strobridge Lithographing Co. ...... 
U. S. Printing & Litho. Co 
Cleveland, Ohio 
Morgan Lithograph Co 
Los Angeles, Cal. 
Western Lithograph Co 
Massillon, Ohio 
John Igelstroem Co. 
Massillon-Cleveland-Akron Sign Co. . 
Michigan City, Ind. 
The Kauney System, Inc. . 


80 Boylston Street 
1050 Niagara Street 
2320 S. Wabash Avenue 


108 West Central Parkway 
2 Beech Street 


1601 Payne Avenue 


600 E. 2nd Street 


P. O. Box 555 


Milwaukee, Wis. 
American Poster Corporation 
Gugler Lithographic Co 
Riverside Printing Co 
Nashville, Tenn. 
Brandon Printing Co 
Newport, Ky. 
Donaldson Litho. Co 
New York N. Y. 
American Lithograph Co............ 
Peter J. Carey & Sons, Inc 
Criterion Advertising Co............ 
General Outdoor Adv. Co., In 
Grinnell Lithographic Co., Inc....... 
Snyder & Black 
Rusling Wood 
St. Louis, Mo. 
Compton & Sons Litho. & Prtg. Co. 
Springfield, Mass. 
Brooks Bank Note Co 


390 6th Street 
694 Broadway 
420 10th Street 


52 E. 19th Street 

97 Horatio Street 

420 Lexington Avenue 
1 Park Avenue 

406 W. 3l1st Street 
204 William Street 
218 William Street 


212 Locust Street 
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r] ELECTRIC REFRIGERATION 


SELLING POWER 
LIGHT 


National Advertising creates 
a desire to purchase. Local 
reiteration constantly flashed 
into the prospect’s eye and 
mind obtains action. 
Manyleading national adver- 
tisers are capitalizing the sell- 
ing power of light. They focus 
attention of potential buyers 
upon the local source of sup- 
ply by means of dynamic 
Federal Porcelain-Enam- 
eled Steel Electric-signs. 


FEDERAL 


ELECTRIC COMPANY 


8700 SOUTH STATE STREET 


CHICAGO 
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Outdoor Advertising Rates Cities of 100,000 Population and Over 


REPRESENTATIVE (HALF SHOWING) 
(Cont’d. from page 353) 


Population Estimated Poster Display Painted Display 
City Population 
City Estimate Market ian Price Per v Price Per 
Jan., 1927 Area Description Month Description Month 
NIN so oipiira'sie-s vans Kone deans 183,497 290,000 30r—201i $ 934.00 lib—3b—3w $ 275.00 
PT oie nt 5 ada Sas ee 421,368 2,000,000 34r—1 41 755.20 5ib—8b— 682.50 
eee ee ee eee ne ener err eT N. Y. City incl. 
C7 Re a. SO Oe ee ORES DIOS SS: 4c bicy cw aveee 80r—40i 2,024.00 Bronx 
1b—11b—13w 900.00 
NN awe od a aas wwiee vdieo bane 167900 fi6 ohaeuoes 20r—6i 366.00 Brooklyn 
lib—17b—15w 1,150.00 
POONGMOIANG oo osissceice eva o has Merware gone pees VOODOO foc cee cenes 76r—24i 1,432.80 Manhattan 
Sib—27b—1 5w 2,325.00 
Manhattan and Bronx..................... gl eee ieee 88r—62s 3,000.00 Queens 
1ib—6b—10w 550.00 
Staten Island... .... 0. ck eee cee s cae 124400: i bocce as 16r—6i 334.80 Richmond 
8b—6w 375.00 
DIRS. 5 ccc needs nade d dt aedewe you be 178,479" 275,000 15r—6s 327.00 lib—2b—10w 300.00 
MN, saa cae ncneadesevbanepeesany 264,441 550,000 15r—15i 642.00 3ib—10w 506.00 
OMiaoma City, Okla... .... 2. 2... cc cccewns 144,414 728,624 16r—6i 334.80 2ib—3b—6w 245.00 
ee rere errr ee 217,231 350,000 24r—6i 397.20 sib—6w 350.00 
NS picks ka vav ner esd caves onel b4dGR 143,548 259,174 18r—9i 455.40 2ib—7b 416.00 
ee ee eee 2,022,170 3,000,000 74r—36i 1,837.20 7ib—3b—1 5w 1,960.00 
oe ee 640,286 1,800,000 60r—30i 1,518.00 6ib—4b—10w 960.00 
ccc: eC), a a aa 345,000 725,000 16r—16i 684.80 5ib—3w 583.00 
Providence, R. I.*....... ales Cikere vara 277,877 770,000 38r—10i 646.40 2ib—6b—10w 500.00 
NS inthe 3 uit weeCe Las cokes 114,478 260,000 18r—4i 260.40 lib—2b—5w 225.00 
IN i aortas et ee ths cia. wd SAER 190,318 200,000 24r—8i 467.20 lib—10w 310.00 
BeNOR OEE ING Mo inves ai kie Shales gdeae bored ve SRE 322,942 600,000 22r—18i 801.60 2ib—8b—5w 515.00 
iced kik Ce ot Mon ae HATER 102,000 175,000 6r—6i 356.80 2ib—4w 187.00 
PO eile i on cdaeyecedawernnerg dewiee 834,392 1,000,000 68r—32i 1,650.40 8ib—6b—36w 1,375.00 
ee ne ree 305,000 360,000 34r—8i 545.20 3ib—5b 520.00 
Salt Lake City, Utah..................0. 000. 134,145 310,000 18r—6i 350.40 | 6ib 250.00 
II, ia vg oi once es cc deanedcetees 208,355 448,745 20r—8i 396.00 lib—4b 268.00 
PN iii icc citar scone oadnn chentewe 147,985 142,026 8r—8i 342.40 2ib—5Sw 253.00 
8 I ee eer 720,000 1,275,636 30r—30i 1,284.00 10ib—10w 1,210.00 
Deena, The Bo. os iin ci snsee sti edends 101,314 110,000 18r—4i 280.40 lib—2b—5w 225.00 
EE eS oO eee 143,400 300,000 32r—4i 369.60 lib—3b—5w 250.00 
eer ae ee 400,000 455,000 18r—18i 770.40 Sib—8w 682.00 
IS IIIS oe. Sates xalesicat rds ove ve GKae 109,351 350,000 14r—61 319.20 2ib—3b 174.00 
Demand, Bhets.. . 2. 5 se cc ee eee seeds 146,183 500,000 14r—6i 319.20 2ib—3b—2w 235.00 
ere 184,945 450,000 20r—8i 436.00 lib—6b—5w 325.00 
PI NN a 5.x 5s danden clases snvccns oh o8 106,695 160,000 6r—6i 256.80 2ib—6w 198.00 
EE ee ee neers 105,876 300,000 12r—12i pees ee oe cede 
A IS og i few ens kai nie va we 297,810 600,000 26r—10i 552.80 4ib—6b—5w 510.00 
re ass Ri oy way dna ee 135,132 200,000 14r—6i 319.20 | 10b 198.00 
| er ee oe 275,000 16r—6i 304.80 | lib—2b—5w 225.00 
OE A DS a eee ae 108,500 300,000 16r—4i 264.80 | lib—Sw 175.00 
Washington, D. C.*......... TEM Catia vsanae 534,956 697,551 14r—8i 402.00 lib—20b—10w 825.00 
ie a, sco coos darted. 120,000 198,000 16r—2i 184.80 | lib—2b—2w 160.00 
ao clove ckccwecdeeaee 124,986 250,000 14r—6i 319.20 | 7b 200.00 
WU TININT AIOE x, hoe So ties wee ee 194,019 441,842 20r—8i 436.00 lib—3b—8w 300.00 
PURETOU IR Neti oe OS oS ech eed es 17217 135,000 16r—6i 334.80 lib—10b—10w 600.00 
RN TI ie ns hid Sin hk ee eeNe 165,251 300,000 16r—8i 404.80 2ib—1b—7w 265.00 
r—regular; i— illuminated; s—special; ib—illuminated bulletin; b—bulletin (non-illuminated); w—wall. *District. 
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Growth of Broadcast Advertising 
in 1927 


CCORDING to the best estimates obtainable 
advertisers spent about $10,000,000 during 
1927 in broadcast advertising. This is the 
figure for commercial broadcasting, known 
as sponsored programs, and does not include the 
costs of broadcasting by non-commercial stations; 
neither does it include figures from many of the 
small stations whose rates are low, and whose 
clients are local advertisers almost exclusively. 
This is said to be four to five: times the amount 
spent in 1926 for commercial programs. Many de- 
velopments which came to a head in 1927 gave a 
great impetus to broadcasting and in some cases 
doubled the number of regular clients of the large 
broadcasting hook-ups, which cover the country 
nationally, or which can deliver an entire section of 
the country’s radio listeners for a given program. 
Several large advertising agencies installed broad- 
cast advertising departments and did excellent work 
in developing a technique for broadcast advertising 
program building. 


Number of Advertisers Increased 


Perhaps the biggest development was the expan- 
sion and increase in the number of advertisers who 
sponsored regular programs at stated intervals, and 
began building a regular audience of listeners. This 
and the increase in the number of recognized artists 
whose services were made available to broadcast 
advertisers put broadcast advertising definitely “in 
the sun.” 

During the year a number of advertisers devel- 
oped a large following, so large that their organiza- 
tions became widely known, so widely known that 
theatrical circuits started bidding for the artists, 
and several organizations whose sole claim to fame 
rested on their radio audience made coast to coast 
tours of the theatres. 

Today the advertiser who is considering broad- 
casting has at his service the facilities of several 
chains of stations who have artist bureaus, program 
bureaus and contract artists ready to serve the adver- 
tiser in building a program. Several of the leading 
advertising agencies have developed broadcast ad- 
vertising departments and have crystallized a 
definite technique of presenting an advertising 
message over the air. 

Experiences of dozens of advertisers have been 
collected and studied by leading advertising agencies 
and are now available for the new advertiser. There 
is the National Association of Broadcasters, with a 
membership of 200 advertisers who are carefully 
studying broadcasting problems, and who are work- 
ing to improve programs, and to develop improved 
methods of broadcasting the advertiser’s message. 

There are several definite types of broadcast ad- 
Vertising, all of which demand a peculiar and dis- 
linctive program treatment. (1) The out and out 
Institutional type of advertising, seeking to build 
good will for the advertiser and popularize the name 
of a company or an institution. (2) News event 
advertising; with this type of broadcasting the ad- 
vertiser usually offers a rather sensational program, 
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weaving in announcements of a new model, a new 
product, or some more or less radical departure in 
his business. (3) Keyed broadcasting; a number of 
advertisers have actually been able to key their 
broadcast advertising by the same means used in 
newspaper and magazine advertising, by offering a 
book, a copy of a song, a photograph or some man- 
ner of souvenir to everyone who would write in a 
comment on the program. Various advertisers have 
been swamped by the replies to such offers. (4) The 
personality advertising; this type of broadcasting 
revolves around an organization, often named after 
the advertiser’s product or company. Some of the 
most popular programs are given by various organ- 
izations which have been created by advertisers for 
the sole purpose of popularizing their products. 
(5) Service advertising; under this heading come 
programs (often during morning hours) built 
around the idea of rendering a definite service to 
listeners. This advertising usually is built around 
a person or a group of persons who have reputa- 
tions. Advertisers of food and household products 
have often made use of lectures on domestic science, 
or home management, child health and similar sub- 
jects. 


Reports from every advertiser consulted indicate 
that the amusement or entertainment feature of the 
program is by long odds the most important phase 
of broadcast advertising. Unless the program is 
popular, unless it is loaded with sheer entertainment 
value the advertising feature of the program is lim- 
ited ; indeed it is virtually nil, for the twist of a dial 
silences any program, and with the competition on 
the air today no listener is going to listen to a dull 
program, or waste his precious radio hours in lis- 
tening to too much advertising or propaganda. 


Amusement Feature Most Important 


Thus it is obvious that the biggest problem is the 
development of a program that will (1) hold the 
listener’s attention, (2) weave in the advertiser’s 
name so that the product will be definitely identified, 
(3) develop a continuity of interest. This is too 
much of a problem for any inexperienced advertiser 
to hope to solve without the aid of experienced men, 
either from an advertising agency or a broadcasting 
company who can be guided by the experience of 
other advertisers, and who have developed a pro- 
gram building technique from the mistakes of 
former advertisers. 


Almost without exception every advertiser pointed 
out the necessity for a plan in using radio advertis- 
ing which hooks it up with other advertising effort. 
Without mention in newspaper and magazine adver- 
tising it is a slow process to build up an audience 
from the sheer merit of the program itself. New 
listeners must be recruited through advertising. 

While it is true that the various radio publica- 
tions, and programs which are printed in the maga- 
zines and newspapers offer a certain amount of help 
in announcing programs the attitude of most pub- 
lications today is to refrain from mention of broad- 
cast advertising programs, and some newspapers are 
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even cutting out the mention of sponsored “hours.” 
This means that the broadcast advertiser must use 
paid advertising space to build large groups of lis- 
teners, and to announce programs. It is a great 
mistake to go on the air with an advertising pro- 
gram which has not been planned far enough in 
advance to enable the advertiser to tie together all 
his advertising media, using one type of media to 
strengthen the other. 

Although there is a vast amount of help and data 
obtainable for the newcomer in broadcast advertis- 
ing it is only fair to say that perhaps no other media 
offers an opportunity to waste large sums of money 
in an equally short time as does broadcasting. Thus 
it behooves every prospective broadcast advertiser 
to avail himself of every opportunity to study the 
experience of others, and to fall back on the judg- 
ment of skilled program builders, rather than to 
offer the type of program which would be personally 
attractive to the advertiser. 


—_. 


Dealing as it does with only the sense of hearing 
every radio program must be carefully tested — 
artists and instruments must be known to have good 
reception qualities, and that elusive something that 
makes a definitely pleasing appeal to the unseen 
audience of listeners. The newcomer in broadcast 
advertising cannot determine these things without 
aid from the experienced men. Nor can he rely on 
hunches or personal opinions; nor can he blindly 
follow the program of older advertisers. ; 

One large company set aside a huge sum of 
money to spend in 1927 and hired an entire organ- 
ization to build programs and prepare broadcast 
advertising. So many mistakes were made in the 
first few weeks, and programs were so poor that the 
entire organization was discharged and the firm’s 
broadcast programs placed in the hands of an agency 
which has been studying broadcasting and which 
has experieoced men in charge of their broadcast 
advertising department. 


Chain Broadcasting Rates 


(Evening Rates) 


RED NETWORK BROADCASTING STATIONS 
(Available only as a group) 


Charge Charge Charge 
Territories PerHr. PeraHr. PerYHr. 

Oe eC, a ee a $600.00 $375.00 $234.38 
Boston .. 250.00 156.25 97.66 
(OS nS ee er 120.00 75.00 46.88 
Providence 120.00 75.00 46.88 
Worcester ; 120.00 75.00 46.88 
Portland. .......... fi tat 120.00 75.00 46.88 
Philadelphia ...... 310.00 193.75 121.10 
COS ee ce ee 190.00 118.75 74.22 
SCREMCCEADY on cseeicvesseccscvssecsenrsonrrmorenes 190100 118.75 74.22 
2 Ee eee ee ; 125.00 78.13 
i) ae k 156.25 97.66 
ETS OS, EEO eee Renee i 156.25 97.66 
RP RRONE eerie. 340.00 212.50 126.56 
CS | ne a eee 250.00 156.25 97.66 
ROP NN 205 Fit ien act tact chai 87 460.00 287.50 179.69 
Se Pee 210.00 131.25 82.03 
Le meme, 118.75 74.22 
MDS DROME cscs cerscccteccrreetorrnciecrcenienceta: OD ROO 118.75 74.22 
CT) ea ae 190.00 118.75 74.22 
GNSS MORY? wossiscsecsccccccnnnncnconntas! ARO 118.75 74.22 
Total for Network....cccccccccccee $4740.00 $2962.50 $1845.37 


BLUE NETWORK BROADCASTING STATIONS 
(Available only as a group) 


Charge Charge Charge 
Territories PerHr. Per'’sHr. Per Hr. 
New York oocccccccccnennnnnnne _. $600.00 $375.00 $234.38 
Boston 250.00 156.25 97.66 
SS TS | re 210.00 131.25 82.03 
Baltimore 190.00 118.75 74.22 
Rochester 200.00 125.00 78.13 
Pittsburgh ............... 300.00 187.50 117.19 
Ln, | 212.50 126.56 
ECT | ere 2) 0). 11 156.25 97.66 
oO RC) L, 287.50 179.69 
St. Louis 210.00 131.25 82.03 
© | ¢ ee ee 190.00 118.75 74.22 
Total for Network...0..0000.....$3200.00 $2000.00 $1243.77 
SUPPLEMENTARY TERRITORIES 
(Selectively Available) 
Charge Charge Charge 
Territories PerHr. PerYaHr. PerYHr. 

Minneapolis-St. Paul ....................... $210.00 $131.25 $ 82.03 
Milwaukee ........................ 190.00 118.75 74.22 
*Denver 190.00 118.75 74.22 


(*) For limited service only at full rate for all hours. 
For use in conjunction with the Red or Blue Networks 


SOUTHEASTERN GROUP 
(Available only as a group) 


Charge Charge Charge 

Territories PerHr. PertsHr. Per Hr. 
a. $112.50 $ 70.31 
IR MMUNNEUNR Sccsccsievascssctcncecuncucasavstvincas 190.00 118.75 74.22 
ib CCS 74.22 
Atlanta. ....... 190.00 118.75 74.22 
Charlotte 190.00 118.75 74.22 
Total for Group $940.00 $587.50 $367.19 


For use in conjunction with the Red or Blue Networks 
SOUTHWESTERN GROUP 
(Available only as a group) 


Charge Charge Charge 

Territories PerHr. PerYaHr. Per4Hr. 
Tulsa $190.00 $118.75 $ 74.22 
Da AS-Ft.. WOT cviccccsiiccccicciccccnnrnne TIOOO 118.75 74.22 
Houston 190.00 118.75 74.22 
San Antonio 190.00 118.75 74.22 
Total for Group $760.00 $475.00 $296.88 


For use in conjunction with Red or Blue Networks 
PACIFIC COAST NETWORK 
(Selectively available with San Francisco) 


Charge Charge Charge 
Territories PerHr. PerYaHr. Per4Hr, 

San Francisco $300.00 $187.50 $117.19 
Los Angeles 300.00 187.50 117.19 
Portland 150.00 93.75 58.60 
Seattle 200.00 125.00 78.13 
Spokane 150.00 93.75 58.60 
Total for Network $1100.00 $687.50 $429.71 


Requires special program production in San Francisco studvo. 
Talent for these networks is extra. These rates apply from 
7 p. m. to 11 p. m. local time. Basic rates for other periods 1s 
one-half of this charge. ’ 
COLUMBIA BROADCASTING SYSTEM 


WOR New York, Newark 

WNAC Boston 

WEAN Providence 

WFBL _ Syracuse 

WMAK Buffalo 

WCAU Philadelphia 

na cal — $5,000 an hour 

WAIU Columbus 2,500 > half-hour h 
WKRC Cincinnati ; This charge includes the 
WGHP Detroit cost of talent. 

WMAQ Chicago 

KMOX _ St. Louis 

WCAO Baltimore 

WOWO Fort Wayne 

KOIL Council Bluffs, Omaha 

KMBC_ Kansas City, Mo. 
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How Specialties Can Be Used 
to Increase Sales 


HE advertiser who looks’ upon specialty 

advertising merely as a vague good will 

builder — who thinks that specialties are 

merely “something to give away” is as 
ignorant of the possibilities of specialty advertising 
as the manufacturer who thinks that all advertising 
is just “something to keep our name before the 
public.” ae 

Specialties are a direct sales building and sales 
making tool—just as much as any other form of 
advertising, but like all other forms of advertising 
it is the plan and method of use, not the media itself 
that brings results. Haphazard and careless distri- 
bution of specialties brings no more in the way of 
results than careless and wasteful methods in any 
other form of advertising. 

When Colgate and Company introduced a new 
soap powder or flake there was a competitive prod- 
uct that seemed to have the field “sewed up.” The 
Colgate problem was to induce a woman to use 
enough of the Colgate product to really appreciate 
its merit, and to form the habit of using it. One 
sample package was not enough to break the habit 
it was felt, so Colgate offered a small celluloid tape 
measure, and three packages of their product for 
twenty-five cents. 

Each tape measure carried an advertisement of 
the product on both sides. Several hundred thou- 
sand tapes were used, and more would have prob- 
ably been used had the various factories producing 
tapes been able to supply them faster. For every 
tape measure sold three packages of soap were sold, 
so it is easy to see that this piece of marketing 
strategy brought excellent results. 


Sales Plan Built Around Specialties 


A southwestern food manufacturer with interna- 
tional distribution has built his entire sales plan 
around specialty advertising, the item being a handy 
little bill file— the kind that grocers are wont to use 
in place of more elaborate filing systems. The bill 
file is nothing more than an oval celluloid medallion, 
on which the advertisement appears; projecting 
from the medallion is a wire hook on which the 
grocer hangs his invoices, letters, bills and other 
memoranda. 

Several hundred thousand of these bill files have 
been used over a period of years by this food prod- 
uct manufacturer whose salesmen use them as a 
means of introducing themselves to grocers. They 
are also given out at store demonstrations along 
with a sample of the product and a recipe book. 
The demonstrator explains that the recipe book is 
no good if it is lost, and “to be sure you will never 
lose it we are giving you this little file to tack up 
: your kitchen, on which you can hang the recipe 
00k,” 

One large chain store organization found the bill 
files so handy for their store managers that a great 
quantity of them was requested as a gift. The 
astute sales manager of the food product company 
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offered to comply with the request if the chain store 
would permit a demonstration in each of their 
stores. Because of the good will aroused by the dis- 
tribution of the bill files in the store the chain store 
organization broke a long standing rule against store 
demonstrations and permitted the manufacturer to 
conduct a demonstration in all of its stores in a 
certain territory. 

Several insurance companies report profitable use 
of various specialties in gaining interviews for insur- 
ance salesmen — admittedly a difficult problem. The 
insurance company sends out a letter offering to 
present the person addressed with an attractive 
leather key ring, provided certain information (date 
of birth, income, number of dependents, etc.) is 
filled in on a blank and returned. 


Returns High When Specialties are Offered 


Returns run as high as fifteen per cent when the 
specialties are offered, as compared with an average 
of two and three per cent returns on letters where 
no specialties are offered. The salesman delivers 
the key case, or pocket bill fold, and percentage of 
sales are said to run from sixty-five to eighty per 
cent of calls. “No better method of getting insur- 
ance prospects has been found,” said one insurance 
executive in commenting on the plan. 

An industrial machinery company had a difficult 
time in getting its story over to architects—the 
company’s salesmen even found it extremely diffi- 
cult to obtain good interviews with architects, yet 
the architect held the fate of many an installation 
in the palm of his hand. To break down this re- 
sistance to sales effort on the part of the architect 
one company bought a quantity of small round knife 
sharpeners, or emery stones. The idea was that the 
emery knife sharpener made as good a pencil point 
sharpener as it did a knife sharpener —and no one 
needs a sharp pointed pencil more than an architect. 
Armed with these little pencil pointers (as they 
were called), the company salesmen had no diffi- 
culty in reaching architects, and in reaching them 
when they were in a good humored frame of mind. 

The problem here was that of getting an oppor- 
tunity to tell a story. And the knife sharpener 
smoothed the way, making it possible for the sales- 
man to reach the man who had charge of writing 
specifications for a given job, whereas in the past 
the salesmen had often found it virtually impossible 
to even obtain this information, let alone see the 
man actually doing the work. 

In big scale house-to-house selling one of the big 
reascns why turnover in sales departments is so 
hig!. is due to the fact that comparatively few sales- 
men can stand the constant slamming of doors in 
their faces. The problem of getting inside the door, 
and opening the sample case was uppermost. One 
company selling farm equipment, another selling 
groceries and household supplies, and another sell- 
ing farm lighting plants have all used what is 
known as a “door opener” —a useful but inexpen- 
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sive specialty to hand to the housewife when she 
opens the door. In several cases the item was a 
small metal broom holder, with a space for adver- 
tising almost as large as a post card. These broom 
holders were sold to the company’s salesmen at 
cost —at less than cost in some cases —so that the 
salesman could give them to the housewife at the 
opening of the interview. 


Salesmen turnover was reduced, sales per call in- 
creased, and repeat orders stimulated by the use of 
these inexpensive “door openers,” which put the 
housewife in a receptive frame of mind right at the 
beginning of the interview. 


Mirrors Introduce Kerosene in China 


The Standard Oil Company of New York has 
been one of the most consistent users of advertising 
specialties in the country. Year after year they have 
distributed millions of small pocket mirrors in China 
—what would be more pleasing to a Chinese pros- 
pect than a brilliantly colored pocket mirror —an 
item that seems to cost almost as much as the aver- 
age Chinaman receives for a week’s wages. These 
mirrors were used to introduce kerosene oil in China, 
where oil lamps are still considered a great luxury 
in millions of homes. 


As enclosures to lengthen the life of direct-mail 
messages there are many mailable advertising spe- 
cialties which, when used in connection with mail- 
ing campaigns have very definitely increased 
returns from direct-mail matter. Celluloid cards, 
small letter openers, scales and charts of all kinds, 
celluloid top blotters, and other similar flat special- 
ties fit nicely into direct mailings and almost invari- 
ably increase the percentage of sales or returns. 


A big development in specialty advertising has 
come in the past few years through the big coopera- 
tive campaigns of the manufacturer and his dealers. 
Many manufacturers buy large quantities of special- 
ties and re-sell them in small lots, with names im- 
printed, to their dealers. Shoe, clothing, flour, food 
product and home equipment manufacturers per- 
haps lead in this form of cooperative specialty ad- 
vertising. 

A big manufacturer of washing machines supplies 
his dealers with a specialty for children to be given 
in exchange for names of people contemplating the 
purchase of a washing machine, provided these 
names are accompanied by the approximate age of 
the present machine, together with its description 
(brand, condition, etc.). 

Insurance companies follow this plan also, many 


of them offering their salesmen and general agents 
the choice of several specialties to be used in pay- 
ing the way for interviews. One large general insur- 
ance company sells at costs to its agents items such 
as wooden and celluloid rulers, paper weights, key 
rings, and pocket letter cases. More than a quarter 
million of the paper weights were used in one year. 

Another item which has been extremely popular 
is the profit chart or scale, a small device of celluloid 
which enables a merchant to tell at a glance how to 
mark up an item from stock in order to give a cer- 
tain percentage of gross profit. These scales have 
been distributed by several well-known food prod- 
ucts manufacturers. 

The use of advertising calendars, both business 
and art is too well known for comment here, but the 
yearly growth of the calendar houses indicates the 
popularity of this medium. When it is remembered 
that the United States Printing and Lithographing 
Company had to hire extra stenographers to an- 
swer requests for their annual calendar a few years 
ago there is no denying that a calendar, when prop- 
erly executed can bring a limitless amount of favor- 
able comment and publicity. 


Specialties for Every Purpose 


This calendar, a marine subject, seemed to strike 
the public fancy, and there are many instances of 
the calendars being stolen from offices, and other 
instances of them being bartered around offices for 
various considerations. 

Advertising specialties are made for every con- 
ceivable purpose from the item costing a fraction of 
a cent on up to those elaborate desk sets which cost 
several dollars, with leather pocket pieces costing 
from fifty cents to several dollars, ranging in be- 
tween. Calendars, from mere little pieces of plain 
printing costing but a cent or so and intended for en- 
closure in mail on up to the gigantic calendars used 
by the big railroad companies costing many times 
this amount. 

When we see the prominent offices in which the 
Pennsylvania Railroad calendars are displayed there 
can be no doubt of the efficacy of this type of ad- 
vertising. 

It is worth repeating here — specialties and calen- 
dars are no better than the plan used to distribute 
them — like all other media which offer advertising 
possibilities, are no better than the message they 
carry or the idea behind them. Bearing that in mind 
almost any advertiser can profitably use specialties 
—just as have those whose experiences are described 
in this article. 


References to Specialty Advertising 


This plan brought forty-two per cent replies from one mail- 
ing. (Clarence A. O’Brien, of Washington, D. C. sells an 
intangible—that is a service which has for its prospects attorneys 
and manufacturers who have products to be patented or trade- 
marks to be protected.) SALES MANAGEMENT, February 5, 1927, 
page 236. 


Merchandising a hole in the ground; paid space is used by 
endless caverns to create prestige for advertising specialties 
given to tourists. PRINTERS’ INK, January 12, 1928, page 42. 


How DeLaval uses calendars to build prospect lists. (Careful 
distribution plan sends DeLaval advertising into a million farm 
homes.) SALES MANAGEMENT, December 25, 1926, page 1077. 


Blotters again. THE MAILBaAG for September, 1926, page 558. 


Rubber erasers find wide use as advertising novelties. RUBBER 
AcE, October 25, 1927, page 69. 


How Cooper worked the lowly blotter. (Limericks, blotters, 
prizes—part of campaign to sell electric appliances) JOBBERS 
SALESMAN for October, 1926, page 7. 


Unusual dealer helps to introduce the new product; the 
Ocean Leather Company. PrinTeR’ INK MontTuHLy, March, 1926, 
page 44. 


Making sales with blotters. (The Sundstrand Adding Ma- 
chine Company and Joseph Dixon Crucible Company were tw? 
concerns that reported blotters as effective in a sales promotion 
campaign.) SALES MANAGEMENT for July 10, 1926, page 67— 
Printed Things Section. 
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Leading Specialty Manufacturers 


City and Name 


——_—_— 


Address 


City and Name 


Address 


APRONS—Cap and Cloth Specialties 

Des Moines, Iowa 

eS ee 
Lockport, New York 

E. H. Ferree Company............. 
Norwood, Cincinnati, Ohio 

The Kemper-Thomas Co............ 
Paris, Ill. 

U. O. Colson Company............. 
St. Paul, Minn. 

Minnesota Specialty Co............ 
Troy, Ohio 

Troy Carriage Company........... 


ASH TRAYS— 
Chicago, Ill. 
The Greenduck Company.......... 
A. C. Renberger Cov... .. 0. 6 cence: 
Newark, N. J. 
BT NE i vedi sn 0 xh on ne 
J. E. Mergott Company............ 
Whitehead & Hoag................ 
St. Paul, Minn. 
Brown & Bigelow.................. 


BADGES AND BUTTONS— 
Attleboro, Mass. 
The Robbins Company............. 
Chicago, Il. 
OS «eee 
G. Felsenthal & Sons.............. 
The Greenduck Company.......... 
Parisian Novelty Company......... 
Coshocton, Ohio 
American Art Works............... 
Newark, N. J. 
Short & Roehm Company.......... 
St. Paul, Minn. 
Brown & Bigelow.................. 


BALLOONS— 

Ashland, Ohio 
Faultless Rubber Company......... 
Toycraft Rubber Company......... 

Des Moines, Iowa 
C. E. Erickson Company........... 

BLOTTERS— 

Newark, N. J. 
eee eee 
Osborne Company 

Philadelphia, Pa. 
Ketterlinus Litho & Mfg. Co........ 

Red Oak, Iowa 
Thomas D. Murphy Company 

St. Paul, Minn. 
Brown & Bigelow 


BLOTTERS—Art 
Aurora, Ill. 
The Blanchard Company........... 
Chicago, III. 
John Baumgarth Co................ 
Goes Lithograph Co 
Cincinnati, Ohio 
Kemper-Thomas Co 
Coshocton, Ohio 
American Art Works 
Joliet, Ill. 
_Gerlach-Barklow Co................ 
~— York, N. Y. 
napp Compan 
St. Paul, Minn. P 
Brown & Bigelow 


BLOTTERS—Celluloid 
a N. J. 
e Emeloid Compan 
Chicago, Ill. sah 
Adcraft Mfg. Company 
___J. B. Carroll Company 


506 3rd Street 


Park Avenue 


78 E. 3rd Street 


1725 W. North Avenue 
3656 Lincoln Avenue 


7 Mulberry Street 
318 Jelif Avenue 
272 Sussex Avenue 


Quality Park 


2448 W. 22nd Street 
1407 Hudson Avenue 
1725 W. North Avenue 
151 West 22nd Street 


372 Orange Street 
Quality Park 


506 3rd Street 


16-34 Nesbitt Street 
759 Summer Avenue 


4th and Arch Streets 


Quality Park 


1219 W. Washington St. 


327 S. La Salle Street 
Park Avenue, Norwood 


52 E. 19th Street 
Quality Park 


2448 W. 22nd Street 
319 N. Albany Avenue 


BLOTTERS—Celluloid—(Cont’d) 
Chicago, Ill.—Cont’d 
eT errs 
G. Felsenthal & Sons.............. 
Parisian Novelty Co............... 
Coshocton, Ohio 
American Art Works............... 
Newark, N. J. 
SING og onc cde chacaceees 
SN UN oc woos sc cavensctes 
North Rochester, N. Y. 
po, 
St. Paul, Minn. 
Brown & Bigelow.................. 


CALENDARS—Paper 

Boston, Mass. 

Forbes Lithograph Co 
Brooklyn, N. Y. 

U. S. Printing & Litho. Co.......... 
Chicago, III. 

ee 

Goes Lithograph Co................ 

Magill-Weinsheimer Co............. 

Manz Engraving Co................ 
Cincinnati, Ohio 

Geo. H. Jung Company............ 

Sullivan Printing Works............ 

U. S. Printing & Litho. Co.......... 
Coshocton, Ohio 

American Art Works 
Joliet, Ill. 

Gerlach Barklow Company 
Newark, N. J. 

Rg Oe 

Osborne Company 
New York, N. Y. 

American Lithographing Co......... 
Omaha, Neb. 

Acorn Press....... eles aoe Cheeks 
Paris, Il. 

U. O. Colson Company 
Philadelphia, Pa. 

Ketterlinus Company.............. 
Red Oak, Iowa 

Thomas D. Murphy Company...... 
St. Louis, Mo. 

Woodward C. Tiernan Printing Co.. . 
St. Paul, Minn. 

The Broderick Company........... 

Brown & Bigelow.................. 

RANG Rss ec iesnndinncnensa’ 


CALENDAR CARDS—Celluloid 
Chicago, Ill. 
Cruver Manufacturing Co.......... 
G. Felsenthal & Sons 
Coshocton, Ohio 
American Art Works............... 
Newark, N. J. 
Geiger Hrdthess: . 2... . 2 65. we sd 
EOL Oa ree 
Whitehead & Hoag................ 
North Rochester, N. Y. 
pe re 
St. Paul, Minn. 
Brown & Bigelow 


CALENDARS—Desk 

Allentown, Pa. 

L. F. Grammes & Sons 
Boston, Mass. 

Southgate Press... ..... 2.220550: 
Chicago, Ill. 

Ei PN oso idcevdy oe vex we 

Etching Company of America....... 

Greenduck Company.............. 
Des Moines, Iowa 

CoP Picea COs... o.oo ccccewans 
Milwaukee, Wis. 

ee 
Newark, N. J. 

J. E. Mergott Company............ 


2456 W. Jackson Blvd. 
1407 Hudson Avenue 
151 West 22nd Street 


16-34 Nesbitt Street 
372 Orange Street 


1600 Clinton Avenue 
Quality Park 


80 Boylston Street 

79 N. Third Street 

216 N. Clinton Street 

327 S. La Salle Street 
1322 S. Wabash Avenue 
4043 Ravenswood Avenue 
Canal near Race Street 


1054 Gilbert Avenue 
407 Ist Nat’] Bank Bldg. 


16-34 Nesbitt Street 
759 Summer Avenue 


53 E. 19th Street 
1214 Howard Street 


4th and Arch Streets 


308 N. 3rd Avenue 
460 Roberts Street 


Quality Park 
2242 University Avenue 


2456 W. Jackson Blvd. 
1407 Hudson Street 


16-34 Nesbitt Street 
372 Orange Street 
272 Sussex Avenue 
1600 Clinton Street 


Quality Park 


302 Union Street 
87 Broad Street 
217 N. Canal Street 


1520 Montana Avenue 
1725 W. North Avenue 


506 3rd Street 
603 FE. Water Street 


318 Jelif Avenue 
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Leading Specialty Manufacturers—Continued 


City and Name 


Address 


City and Name 


Address 


CALENDARS—Desk—Cont’d 
St. Paul, Minn. 
Brown & Bigelow.................. 


CELLULOID SPECIALTIES— 

Chicago, Ill. 

Cruver Mfg. Company............. 

G. Felsenthal & Sons.............. 

Parisian Novelty Co............... 
Coshocton, Ohio 

American Art Works............... 
Lockport, N. Y. 

E. H. Feree Company.............. 
Newark, N. J. 

Whitehead & Hoag................ 
St. Paul, Minn. 

Brown & Bigelow 


DIARIES— 
Linden, N. J. 
H. B. Hardenberg & Co............ 
Milwaukee, Wis. 
Geo. Seelman & Sons.............. 
New York, N. Y. 
The Diary Publishing Corp......... 
Herman Voss Company............ 
St. Paul, Minn. 
Brown & Bigelow.................. 


EMBLEMS— 


Allentown, Pa. 

L. F. Grammes & Sons............. 
Chicago, IIl. 

Greenduck Company.............. 

F. H. Noble Company............. 
Cincinnati, Ohio 

The Gustav Fox Company......... 
North Rochester, N. Y 

Pantem Meethers. .........6.5.0.05 
St. Paul, Minn. 

Brown & Bigelow.................. 
Utica, N. Y 

American Emblems Co............. 


HOUSEHOLD ARTICLES— 


Camden, N. J. 

Dollar Manufacturing Co 
Chicago, Ill. 

Cruver Manufacturing Co.......... 

Vaughan Novelty Mfg. Co.......... 
Evansville, Indiana 

Halsey Manufacturing Co........... 
Irvington, : 

Havell Mfg. Company............. 
Newark, N. J. 

J. L. Sommer Mfg. Company....... 
Newton, Iowa 

Newton Novelty Co................ 
St. Paul, Minn. 

Brown & Bigelow.................. 


KEY CHAINS AND CASES— 


Allentown, Pa. 
L. F. Grammes & Sons 
Chicago, IIl. 
Adcraft Mfg. Company 
F. H. Noble & Co 
Vaughan Mfg. Co 
Coshocton, Ohio 
American Art Works 
Lockport, N. Y. 
E. H. Ferree Co 
New York, N. Y. 
The Diary Publishing Corp 
St. Paul, Minn. 
Brown & Bigelow 


LEATHER POCKETBOOKS AND 
BILL FOLDS— 
Boston, Mass. 
Walker-Longfellow Co 


Quality Park 


2456 W. Jackson Blvd. 
1407 Hudson Street 
151 W. 22nd Street 


272 Sussex Avenue 


Quality Park 


Wood Avenue 
337 7th Avenue 


529 W. 42nd Street 
603 E. Water Street 


Quality Park 


302 Union Street 


1725 W. North Avenue 
29 E. Madison Street 


3rd and Race Street 
1600 Clinton Avenue 
Quality Park 


2456 W. Jackson Blvd. 
3209 Carroll Avenue 


97 Chestnut Street 


Quality Park 


302 Union Street 
2448 W. 22nd Street 


29 E. Madison Street 
3209 Carroll Avenue 


529 W. 42nd Street 
Quality Park 


4 Northampton Avenue 


LEATHER POCKETBOOKS AND 

BILL FOLDS—Cont’d 
Cincinnati, Ohio 

Kemper-Thomas Company......... 
Coshocton, Ohio 

American Art Works............... 

Beach Leather Co.........6.500005: 
Joliet, Ill. 

Gerlach-Barklow Co................ 
Kalamazoo, Mich. 

Merchants Publishing Co........... 
Linden, N. J. 

H. B. Hardenberg & Co............ 
Lockport, N. Y. 

E. H. Ferree Company............. 
Milwaukee, Wis. 

Geo. Seelman & Sons.............. 

Western Novelty Company......... 
New York, N. Y. 

The Diary Publishing Corp......... 

Knickerbocker Leather & Nov’ty Co. 
St. Paul, Minn. 

The Broderick Company........... 

Brown & Bigelow 
West Bend, Wis. 

Amity Leather Mfg. Co............ 


LETTER OPENERS —Metal 

Allentown, Pa. 

L. F. Grammes & Sons............. 
Chicago, Ill. 

Crowne Name Plate & Mfg. Co...... 

Etching Company of America....... 
Lockport, N. Y. 

EE. Hi, Feree Company.....:........ 056 
Newark, N. J. 

ee) re? 

Whitehead & Hoag................ 
North Rochester, N. Y. 

errr 
St. Paul, Minn. 

Brown & Bigelow 


CROSS Se ae 492.8 80 6S 


LETTER OPENERS—Celluloid 
Chicago, Ill. 
ST LT ov disc ceenceanvced 
G. Felsenthal & Sons.............. 
Parisian Novelty Company 
Newark, N. J. 
smart & Moc... ........cccccase 
Whitehead & Hoag................ 
North Rochester, N. Y. 
Bastian Brothers 


MEMORANDUM BOOKS— 
Boston, Mass. 
Walker-Longfellow Co 
Coshocton, Ohio 
American Art Works 
Milwaukee, Wis. 
Herman Voss Company 
New York, N. Y. 
The Diary Publishing Corp 
St. Paul, Minn. 
Brown & Bigelow 
Westfield, Mass. 
Robinson Mfg. Co 


PENCILS—Wood 

Aurora, IIl. 

The Blanchard Company 
Cedar Rapids, Iowa 

Souvenir Pencil Company 
Chicago, Ill. 

Pierce Advertising Co 
Cincinnati, Ohio 

Kemper-Thomas Company 
Ft. Scott, Kans. 

Standard Advertising & Prtg. Co... . 
Paris, Ill. 

U. O. Colson Company 
Union City, N. J. 

Pencil Supply Company 


Park Avenue, Norwood 


Wood Avenue 


338 7th Avenue 
1925 North Avenue 


529 W. 42nd Street 
45 W. 18th Street 


460 Roberts Street 
Quality Park 


302 Union Street 


1749 Grace Street 
1520 Montana Avenue 


318 Jelif Avenue 
272 Sussex Avenue 


1600 Clinton Avenue 
Quality Park 


2456 W. Jackson Blvd. 
1407 Hudson Street 
151 W. 22nd Street 


372 Orange Street 
272 Sussex Avenue 


1600 Chestnut Avenue 


4 Southampton Street 


603 E. Water Street 


529 W. 42nd Street 
Quality Park 


22 Quincy Street 


Park Avenue, Norwood 


840 31st Street 
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“Yon Coulal Wine 


a te and Full Information 
Send in the Coupon for os : 
ne, Inc. — 
“7 nn pera a” m “Merchandise = Folder” } 
rae so ea, witn we ane On 
inns at Sen nn canennennsnennens 


NOTE: 
Red Book” will be sent 


———— 


A copy of the 1928 


Sp Bie 
sary 


“i | = (a 
weepstakes 
RUST COMPANY 


nd 


It’s the wives and families that really win your Sales Contests. Get them boosting for 
you and they’li do more than all your “pep’’ talks 

You can do it Ly offering Merchandise Prizes BOUGHT FROM US AT DEALERS’ PRICES. 
Thus you give your salesman and his family from 25 to 40 per cent more Real Value than 
they could get on the open market with the cash. 


Our Merchandise Prize Folder, which you see in the background, shows 60 articles of proved 
popularity in Sales Contests. Every item is available to you at Dealers’ Prices and the 
Folders themselves are FREE in any quantity ready for you to imprint with 


your name and copy. All you have to do is draw up the details peculiar to your own concern. 
We don’ t attempt to do that because naturally you know your business better than we do. 
UsE OUR MERCHANDISE PRIZE FOLDERS BECAUSE: 


1. They will increase the REAL VALUE of your prizes from 25 to 40 per cent, at no added 
cost to you 
2. They will liminate the bother, expense and time required in preparing a special prize 


3. They wl fit your business aif they had been eapecialy designed for it alone. Our name 
does not appear on them. Adaptability is one of their chief 


MAY & MALONE, Inc. 


WHOLESALE DEALERS 
37 So. Wabash Ave., Chicago 


f 
ha? 


366 


SALES MANAGEMENT 


Marcu 31, 1928 


1930 JANUA 
RY | 
1/2 314 
: 17189 fiofir 
19 =p 4115 [16 [17 18 
26 a0} 211 22[25 24] 25] 
27/28/29] 30151 


Making one 
advertisement 
rh years / 


Imprinted Eversharps, 
distributed now, will still 
be writing orders for you 
in 1930. Practically inde- 
structible, they flash your 
imprinted two- or three- 
line message for years. (*) 
The first cost is all, and 
it is surprisingly low per 
customer. 

Eversharps are really welcome 
advertising. Customers appreci- 
ate this famous pencil with its 
unfailing clean, sharp point. 
Attractive and convenient, they 
arein constant use—on desks— 
clipped in pockets—advertising 
you wherever business is being 
done. 

They keep your name in the 
spotlight—a ready reference 
when there are rush orders to be 
placed. The effectiveness of im- 
printed Eversharps has been 
proved in every type of industry. 
Their long life makes them the 
most inexpensive form of pro- 
ductive advertising. Send the 
coupon for details. 


waa 


-_ “ 
eaten 
- 


asitSweeps as it Cleans 


It Beats 


The HOOVER 


*These business leaders find imprint- 
ed Eversharps pull in the long run: 
Chevrolet Motor Co. 
Vacuum Oil Co. 
Metropolitan Life Ins. Co. 
Standard Oil Co. 
Otis Elevator Co. 
The Hoover Co. 


WAAL - 
EVERSHARP 


A sample Eversharp, prices and a booklet 

of tested sales promotion plans ‘Twelve |}. eae 
cant ae saya pete 

Ways to More Business’? will be sent to 

executives in exchange for this coupon 


Advertising Specialty Dept. 

THE WAHL COMPANY 

1800 Roscoe Street, Chicago, IIL. 

Kindly send me sample Eversharp, prices and 
booklet ““Twelve Ways to More Business.”’ 


Name 

Company....-------- Position 
Address... 

City... State 
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Leading Specialty Manufacturers—Continued 


City and Name 


Address 


PENCILS—Mechanical 
Chicago, Ill. 
NS oO in Cin beh a RKO RRS 
| Rite O14 ES OS ie 0 rao 
656 eo hg the b Nay KARE CESS EEE 
SE ere er ee 
Ween MINN TOIT... oc cies env eeceers 
Des Moines, Iowa 
ee ET os. es hese a le be eeedes 
Ft. Madison, Iowa 
I ov cc ns an pact cacneeks ae aue nen 
Janesville, Wis. 
Parker Pen Company.............. 
St. Paul, Minn. 
Brown & Bigelow......... PO oon nC RTE rt atta em 
Louis F. Dow & Co............. 


PENNANTS— 
Chicago, Ill. 
Fischer-Stein Company.............. a 
iy ee I I i ce ch eee ewe een ces 
Russell-Hampton Company......................... 


PAPER WEIGHTS— 

Chicago, Ill. 
NN ere 
G. Felsenthal & Sons.............. Pk 

Coshocton, Ohio 
Pyienicanmsrass WOIkKS... 65 c.6 666s congas ce aaaeseee bee es 

St. Paul, Minn. 
rere Somer rey Sere tn See 


RULERS—Wood 


Coshocton, Ohio 
Novelty Advertising Co........... 
Des Moines, Iowa 

Ne eee eee ee 
Falconer, N. Y. 

American Mfg. Company............. 
Lockport, N. Y. 

NN ee ee eer Te 
Paris, Ill. 

MT NO WCAG A COMPANY oo. k ls Se dd ee eo bees eee 


RULERS—Metal 
Chicago, Ill. 
Etching Company of America.......................5.. 
Saginaw, Mich. 
Ale MSE INEREIIO CGO oo os Sieg chon ke Ses Da ae ee wee 
St. Paul, Minn. 
Brown & Bigelow.............. 


TAPE MEASURES— 
Chicago, Ill. 
Cruver Mfg. Company....... 
AGC SPIT RIN SE IONIO S555 cody 3 OR ioe ee 
PAs RIT OVC O ie os RA cae BE eee Seepoba 8 he 
Newark, N. J. 
ORT RNE AON oh BS Orne el whos haul Ee pease 
North Rochester, N. Y. 
IS 95.) cs oy aus weeaiha eae Hees ee we ewes 


THERMOMETERS— 

Chicago, Ill. 
Ee T eee Pee rere 
Parisian Novelty Company... os.00666 04 tne ese scan 

Des Moines, Iowa 
ee ae are 

Falconer, N. Y. 

a A. 5.5 55. es oR 9 Fh 6 ie ea ges vee kasd 

Fulton, Illinois 
Pavent Novelty Company. ...... 6.6 0ccc cc cccc ete eeeeee 

Rochester, N. 
eee eee eee T ere re ry rere 

St. Paul, Minn. 
ee eC ELOW rile RI Miner nh ee Haem mens 

Springfield, Ohio 
Ghio Thermometer Company... cos eo 6c gees ne 

Terre Haute, Ind. 
herre aaute AGVertisin® GOs. iis.< sc cscs acne w seen olde ds 


4619 Ravenswood Avenue 
4541 Ravenswood Avenue 
1407 Hudson Avenue 
4619 Ravenswood Avenue 
1800 Roscoe Street 


506 Third Avenue 


Quality Park 
2242 University Avenue 


32 S. Wabash Avenue 
1455 S. Michigan Avenue 
39 W. Adams Street 


2456 W. Jackson Blvd. 
1407 Hudson Avenue 


Quality Park 


506 Third Avenue 


1520 Montana Avenue 
Quality Park 


2456 W. Jackson Blvd. 
1407 Hudson Avenue 
151 W. 22nd Street 
272 Sussex Avenue 


1600 Clinton Avenue 


1407 Hudson Avenue 
151 W. 22nd Street 


506 Third Avenue 


Quality Park 


Store and Window Advertising 
in 1927 


ARL PERCY who has made a lifelong 

study of window display advertising is 

authority for the statement that more than 

$100,000,000 is spent annually for store 
and window display advertising. 

In the past window display advertising has been 
looked upon strictly as a temporary sales stimulat- 
ing device, but during 1927 Mr. Percy in cooperation 
with a number of manufacturers made a series of 
studies in various towns in different parts of the 
country which definitely establish the fact that win- 
dow displays can be classed in the same category 
as newspaper and outdoor or magazine advertising 
in that window display advertising does not cease 
to stimulate sales when the window displays are 
removed. 

This test, perhaps the most important work done 
in the window display advertising field brought out 
the fact that sales increase more after the displays 
are removed than during the time the displays are 
visible. 

Another interesting phase of window display ad- 
vertising was brought out in the tests made by Mr. 
Percy. He proved that sales in all stores increase 
as the result of window displays in part of the 
stores. For example in certain towns there were 
displays in about forty per cent of the stores; yet 
sales showed an immediate and subsequent increase 
in all stores. 

It was found that sales in a poor store, while 
favorably influenced by a window display, did not 
increase as much as sales in better stores nearby 
even though the better stores had no displays of the 
products being tested. : 


Merchandising Window Displays 


For the past several years there has been a defi- 
nite tendency to merchandise window displays more 
vigorously and more thoroughly than ever before. 
Instead of spending the entire window display ap- 
propriation on the actual material itself it is better 
to reserve a share of the appropriation to pay the 
cost of a campaign to “sell” the displays to the 
trade, and to win the dealer’s cooperation in install- 
ing the displays. “Better spend $1.25 for a display 
and twenty-five cents for merchandising it, than to 
spend $1.50 each for the displays and nothing on 
merchandising them and insuring a good showing,” 
said one authority who urges all his clients to stay 
out of window display campaigns unless proper pro- 
vision for distribution and installation is made. 

Waste in window display advertising has been 
reduced to a mere fraction of the former waste in 
this form of advertising by a more careful study of 
needs, and more thorough plan of distribution, and 
discontinuation of broadcast shipping and distribu- 
tion of un-asked-for displays. The average adver- 
tiser today has long since ceased shipping displays 
with every shipment of merchandise whether desired 
or not. 

Investigations made by various companies show 
that waste is no longer a matter of importance in 
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the well planned window display advertising cam- 
paign, although these same advertisers are free to 
state that waste is found in cases where meager, 
small, cheap cards and inadequate display pieces are 
shipped at random to dealers with the vague hope 
they will be utilized. 

One advertiser has found that it is possible to 
get a thirty-five to forty per cent return on direct 
mail which offers window display material, and 
through check-ups has determined that ninety per 
cent of requested material is used. 


Study Needs of Retail Stores 


The very marked tendency to study the needs of 
retail stores before preparing window display ma- 
terial has brought excellent results and has resulted 
in major improvement in window display advertis- 
ing. One advertiser collected several thousand home 
made window and counter cards, and price tickets 
from dozens of retailers in various parts of the 
country before he attempted to design a series of 
display material and counter cards for his dealers. 
This test resulted in a marked change in the manu- 
facturer’s preconceived ideas of what constituted a 
good window display or a display that dealers would 
use. 

While not a new development the idea of giving 
the dealer a display that is not entirely selfish was 
used by several manufacturers very successfully 
during 1927. Ipana Toothpaste was advertised as 
the central feature of a display that provided for 
displays of wash cloths, soap, tooth brushes and 
bath sponges. This display actually sold more 
tooth paste than other displays which featured Ipana 
exclusively. This extra pulling power was attributed 
to the fact that five items gave greater contact and 
greater buying stimulus, and more reasons for enter- 
ing a store than an advertisement of tooth paste 
alone could ever do. 

In his excellent book, “Window Display Adver- 
tising’ Carl Percy says, “For every consumer 
actually sold by national advertising there are prob- 
ably three partially sold. If the store window can 
be used as a medium to make actual customers out 
of these three that are partially sold, then it follows 
that the advertiser can spend a greater amount of 
money in national advertising—as well as an in- 
creased amount in- window display advertising, 
which after all, is one medium which has no waste 
circulation, is at the final point of sale, has to over- 
come no elements of time or distance and can be 
acted upon impulsively.” 

This strong summing up of the value of window 
display advertising seems to hit directly at the very 
fundamental idea behind all window and store dis- 
plays, and to crystallize into a few words the great 
need for more intensive use of retail windows to 
back up the national campaigns of advertising which 
carry this enormous burden of half sold prospects — 
which if sold would vastly increase the pulling 
power of all forms of national advertising. This is 
mentioned with no thought of disparagement of 
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these forms of advertising, but to call attention to 
the enormous possibilities of well planned window 
display campaigns which are handled as an integral 
and definite part of the entire sales campaign. 

Sales managers once had little patience and little 
appreciation for window displays. They were some- 
thing to be handled by the advertising department, 
but that attitude has long since given way to the 
idea that window displays and store displays are a 
specific cog in the sales machinery, for which the 
men under jurisdiction are responsible. For this 
reason the sales executive who overlooks the need 
for close cooperation with the advertising depart- 
ment in the matter of handling window and store 
display material is indeed a back number. 


This new recognition of the importance of win- 
dow displays is so marked that the activities and 
value of salesmen in many organizations are gauged 
by the success of the salesmen in maintaining a good 
showing of store and window display material in 
their territories. 


Field Men as Service Men 


The big tobacco companies, many of the large 
food products companies, and not a few of the larger 
drug and toilet good houses have begun to consider 
their field men more as service men than salesmen 
—that is, these men are not charged with selling to 
the dealer as much as they are charged with opening 
up the channels through which the merchandise 
must move. They look upon the jobbers to handle 
the volume of business, whereas their own detail 
men are charged with the responsibility of inspect- 
ing stocks, placing displays, supervising the work 
of display installation companies, arranging mer- 
chandise in stores and building up good will among 
clerks and jobbers’ salesmen. Window display plays 
an important part in the work of these men, par- 
ticularly the men in smaller communities where no 
installation companies operate. 


Interior displays are often made a part of the 
sales plan in that these displays are incorporated 
in the sales deals, and new deals are built around 
the inclusion of a display cabinet, a moving display, 
a counter stand, or a display fixture with the ship- 
ment of merchandise. 

Colgate’s Coleo stand, which holds a case of soap, 
the Dr. West and Pro-phy-lac-tic cabinets, the foun- 
tain pen cabinets, the hair net cabinets, the revolv- 


ing gum stand put out by Wrigley all being good 
examples of the type of interior display stands and 
sales devices which have met with success. 


Retailer Has Only a Limited Space 


For a while it looked as if the average druggist 
and grocer would need nothing more than a few 
pine counters on which to place sales cabinets of 
merchandise furnished by manufacturers. So great 
was the supply of these special cabinets that the 
average dealer began to call a halt and lost interest 
in these devices designed primarily to get merchan- 
dise up in the front of stores, off of shelves and out 
from behind counters. Stores which bought tov 
many of these devices or gave them space began to 
look like curiosity shops, and there has been, it is 
claimed a return to sanity in the number of these 
display devices offered the retailer. But the success 
of the Colgate stand, the Wrigley gum stand and 
various other cabinets and stands prove that the 
manufacturer has a wonderful opportunity to place 
his merchandise in an unusually conspicuous place 
in a store or counter provided he has quick moving 
merchandise, and provided he does not ask the 
dealer to upset his departmental routine by spread- 
ing an item, such as tooth brushes all over the store 
or moving it entirely away from the natural or fixed 
place in the store where he must always have a 
stock of the item, no matter how many counter dis- 
plays or cabinets he may use. 

Genuine utility, without too great a duplication 
of present equipment is the rule by which to be 
guided in the presentation of interior displays. 

In window displays the trend seems to be to- 
wards offering the dealer enough material to com- 
pletely trim an averaged sized window. Unless this 
is done the display is either not used, or used in 
combination with other display material. The man- 
ufacturer who furnishes one piece, which is really 
no more than a background soon finds that this one 
piece must share the window with a product whose 
manufacturer has given more thought to the dealers 
needs, or be discarded entirely. 

In considering window display material there is 
but one safe way to judge it —in an actual window. 
Too much window display material is bought from 
the sales executives offices, where the projected 
piece is placed on his desk, a few inches from his 
eye, instead of behind plate glass to be tested by 
walking past it, as the finished piece must be tested. 


References to Store and Window Advertising 


Putting a sales kick in the window display program. SALES 
MANAGEMENT, January 23, 1926, page 99. 

Displays that win front seats in dealer’s windows. (A depart- 
ment on “Printed Things.’’) SALES MANAGEMENT, February 20, 
1926, page 275. 

Half a million in sales from one display stand idea. SALES 
MANAGEMENT, May 1, 1926, page 659. 

How Duchess Manufacturing Company puts a SALES KICK 
in window displays. SALES MANAGEMENT, October 2, 1926, 
page 531. 

How Stutz dealers tie up windows with national advertising. 
SALES MANAGEMENT, July 24, 1926, page 124. 

How United States Rubber uses window displays to back up 
advertising. SALES MANAGEMENT, October 16, 1926, page 653. 

A modest article that gets first place in window displays. 
(Paris garters.) SALES MANAGEMENT, October 16, 1926, page 
619. 

Selling twenty tons a day: Not stel—MARSHMALLOWS! 
(The Campfire Company, Milwaukee.) SALES MANAGEMENT, 
January 8, 1927, page 18. 


Should goods in the window be price tagged? (Contains 
considerable information useful to a salesman in interesting his 
dealers in putting in window displays of his product.) HArb- 
WARE AGE, December 20, 1923, page 50. 


If your product shows a tendency to loaf on the shelf. SALES 
MANAGEMENT, March 5, 1927, page 413. 


What 100 advertisers think of window displays. PRINTERS’ 
INK MONTHLY, November, 1925, page 50. 


Putting a selling plan back of the display. Printers’ INK 
MOonrTHLY, December, 1925, page 26. 

Getting goods from the shelves to the counter. PRINTERS’ INK 
MonTHLY, March, 1926, page 47. 

Unguentine’s great display success. (Norwich Pharmacal Com- 
pany, Norwich, Connecticut.) DispLAy Worip, March, 1926, 
page 14. Se 

Making customers stop —look—and read. (Carson, Pirie, 
Scott & Company.) SysTEM, June, 1926, page 826. 

What plan behind the windows. (Cleveland Trust Company-) 
BURROUGHS CLEARING House, July, 1926, page 10. 
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Manufacturers of Store Signs and Displays 


City and Company 


STORE FRONT SIGNS 
Baltimore, Md. 


Baltimore Enamel & Novelty Co. ... 


Beaver Falls, N. ¥ 


Ingram-Richardson Mig: Co.:.......... 


Chicago, Ill. 

Rawson & Evans Co.............. 
New York, N. Y. 

L. D. Nelke Signs 
Pittsburgh, Pa. 


James H. Matthews & Co........... 


ELECTRIC SIGNS 
Beaver Falls, Pa. 


Ingram-Richardson Mfg. Co... ..... 


Buffalo, N. Y 
Flexlum Corporation 


Chicago, Ill. 


Federal Electric Co................ 


Lu-Mi-Nus-Signs, Inc 
Los Angeles, Cal. 


Electrical Products Corp............ 


Massillon, Ohio 
Massillon-Cleveland-Akron Sign Co. . 
New York, N. Y. 
Frank Company, Inc............... 
General Outdoor Adv. Co., Inc...... 
Weliegh BOON ces desc hens cen eres 
Claude Noen Lights, Inc............ 
United Adv. Corp 
Philadelphia, Pa. 
Electric Service Supplies Co.. 
Trenton, 


. J. 
The R. c Maxwell Co.. 


CUT-OUTS, WINDOW DISPLAYS, etc. 

Boston, Mass. 

Forbes Lithograph Mfg. Co......... 
Brooklyn, N. Y. 

Mounting & Finishing Co., Inc... ... 
Buffalo, N. Y. 

Sale Lithograph Co 
Chicago, Ill. 

American Colortype Co............. 

Edwards & Deutsch Litho. Co..... 
Cincinnati, Ohio 

U. S. Printing & Litho. Co 


.| 1602 Everett Building 
2527 Forbes Field 


.| 110 Military Road 


8700 S. State Street 
2736 Wentworth Avenue 


1122 West 16th Street 
P. O. Box 555 


24th Street and 10th Ave. 
1 Park Avenue 

321 West 50th Street 

50 E. 42nd Street 

339 5th Avenue 


_..| 17th and Carnbria Streets 


80 Boylston Street 
68 34th Street 
206 Washington Street 


1151 Roscoe Street 


..| 2320 S. Wabash Avenue 


2 Beech Street 


.| Washington &, Halsted Sts. 


Elmira, N. Y. 
F. M. Howell & Company 
Erie, Pa. 


Erie Litho. & Printing Co........... 


Marion, Ind. 


Lindley Box & Paper Co............ 


Massillon, Ohio 
John Igelstroem Company 


Massillon-Cleveland-Akron Sign Co.. 


Middleton, Ohio 
Gardner & Harvey Co 
Milwaukee, Wis. 
Badger Carton Company 
Milwaukee Litho. Co 
New York, N. Y. 
American Lithographic Co 


U. S Wall Pocket Mfg. Co.......... 

Rusling Wood 
Philadelphia, Pa. 

Ketterlinus Lithograph Co.......... 
Rochester, N. Y. 

Karl Lithographic OE 
St. Louis, Mo. 

Compton & Sons Litho & Prtg. Co... 

Mounting & Finishing Co., Inc...... 
St. Paul, Minn. 

Brown & Bigelow 
San Francisco, Cal. 

Schmidt Lithograph Co...........: 7 
Tarrytown, 

Palmer AGW SC#VICEs. c2 5.2 2c 2 


DECALCOMANIA 


Chicago, III. 
American Delcomania Co........... 
The Meyercord Co................. 

Cincinnati, Ohio 
The Palm Bros. Decalcomania Co. . . 

New York, N. Y. 

Palm, Fechteler Company 


ee 


Consolidated Lithographing Co...... 
Grinnell Lithographic Co., Inc....... 


Address City and Company Address 
CUT-OUTS, WINDOW DISPLAYS, etc.| (Cont’d.) 
Cleveland, Ohio 
P. O. Box E-4 Morgan Lithograph Co............ 


.| 1601 Payne Avenue 
.| 210-16 Maple Street 


P. O. Box 555 


.| 387 9th Street 
2101 Sycamore Street 


52 E 19th Street 
257 West 18th Street 
406 West 3lst Street 
423 West 55th Street 
218 Williams Street 
14th and Arch Street 
444 Central Avenue 


212 Locust Street 
68 34th Street 


Quality Park 
2nd and Bryant Street 
19 West 44th Street 


2931 Flournoy Street 
133 W. Washington St. 


3736 Regent Avenue 


70 5th Avenue 


Window Display Manufacturers 


Address 


Type 


City Company 
| Hollywood, Paper Box Corp..... 
Baltimore, Md..... .. Parker Metal Decorating Co... . 


Battle Creek, Mich.. 
Boston, Mass. . 
Buffalo, N. 2 
Chicago, III 


Arvey Corporatio 


Nathan M. Stone Co........... 2000 N. Major Avenue 
Cincinnati, Ohio......| U. S. Printing & Litho. Co... ... 2 Beech Street 
Cleveland, "Ohio... Morgan Lithograph Co......... 


Coshocton, Ohta... ....... 
Los Angeles, Cal......| Hollywood Paper 
Massillon, Ohio... ... 


New York, N. Y......| American Lithogr 


United Steel & Wire Co........ 
Forbes Litho. Mfg. Co.......... 
Niagara Litho. Co 


The Meyercord Co 


The American Art Works....... 


Western Lithograph Co........ . 
John Igelstroem Company...... 


Grinnell Litho. Co., Inc. ....... 
Einson-Freeman Co 
Richard M. Krause 


SE 


Box Corp..... 


aphic Co...... 


1057 N. LaBrea Street 
Howard and Ostend Street... .. 
437 Fond Avenue.............. 
80 Boylston Street 
1050 Niagara Street........... 
466 W. Superior Street 
133 W. Washington Street 


1601 Payne Avenue............ 


406 W. 31st Street............. 
329 E. 29th Street 
1328 Broadway 


Cardboard 
Advertising 
Wire and Steel 


Advertising cutouts, 
Wood counters 
Metal and paper for 
Store and window 


‘Counter and floor, li 
Weegee Cardboard 


Lithographed on card 


The R. F. Moore Co., Inc.. 19 W. 440m Sevect............. Window display 
Standard Slide Corp.. 209 W. 48th Street............ Window display 
Rochester, N. Y...... The Rochester Folding Box Co..| P.O. Box 1012................ Advertising paper 
t. Louis, Me....... Compton & Sons Litho. & Ptg. .| 212 Locust Street............. Window 
a Lake wy? Ueah.| Western Pamer Pradecte Gee. cco) iis inns ccc cccccaceccceseus Advertising 


W. F. Robertson Steel & Iron... 


Metal decorated 


Folding, cut-out, window 
Litho., advertising on paper and metal 


etc. 


window and counter 


thographed metal and wood 


Window, litho and wecotone oil paint 


board, paper, fibre, cloth, etc. 


Window cut-outs, transparencies 
Counter, window, etc. 


Cut-outs and designs 
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Label and Shipping Tag Manufacturers 


City and Company Address City and Company Address 
LABELS—Gummed Paper LABELS—Enmbossed (Cont’d.) 
Baltimore, Md. Waterbury, Conn. 
an ee NG dh. 50 Gekn kcleet 419 E. Lombard Street Waterbury Button & Mfg. Co....... 837 S. Main Street 
icago, Ill. ; 
Chicago Label & Box Co............ 315 N. May Street LABELS—Lithographed 


A. E. Dorsey Label Co............. 

Frank G. Shuman Co.............. 

Dablet Gr dacket (60... cs. See 
Cincinnati, Ohio 

The Globe-Wernicke Co............ 

fy Co. OS a ara 
Cleveland, Ohio 

Dancyger Safety Pin Ticket Co...... 
Dayton, Ohio 

eS ee ere 
Framingham, Mass. 

Dennison Mfg. Co., Dept. T-R...:.. 
Milwaukee, Wis. 

Kirby Comesnn Co... 2.6 cae esos 

Rexford Paper Company.........., 
Minneapolis Minn. 

POS OS © are aes 
New York, N. Y. 

Keller Printing Co................. 
Philadelphia, Pa. 

Dennieon Bile. Co... ... 5.5 005-2 oes 

Fenton Label Company, Inc...... 
Providence, R. I. 

Salisbury Mfg. Co................. 
Rochester, N. Y. 

Yawman & Erbe Mfg Co. ....... 
St. Louis, Mo. 

St. Louis Label Works............. 
San Francisco, Cal. 

oS 
Scranton, Pa. 

Eureka Specialty Printing Co....... 

Keystone Printed Specialties Co... .. 
Springfield, Ohio 

Thomas Stationery Mfg. Co 
West Chester, Pa. 

Beyecome Tag Co... 6c see cnes 


LABELS—Embossed 
Baltimore, Md. 
Simpson & Doeller Co.............. 
Boston, Mass. 
Forbes Litho. Mfg. Co.............. 
Chicago, Ill 
A. E. Dorsey Label Co. ........... 
Frank G. Shuman Co.............. 
The Tablet é Ticket Co... ........ 
Cincinnati, Ohio 
Henderson Litho. Co............... 
United States Printing & Litho. Co. . 
Dayton, Ohio 
Stanley Mfg. Co. (Metal).......... 
Framingham, Mass. ; 
Dennison Mfg. Co., Dept. T-R...... 
Grand Rapids, Mich. 
Grand Rapids Label Co............ 
Indianapolis, Ind. 
Oe 
Milwaukee, Wis. 
Kirby-Cogeshall Co................ 
New York, N. Y. 
Richard M. Krause................ 
Manhatt:n Label Co............... 
United Label Embossing Co., Inc... . 
Philadelphia, Pa. 
Fenton Label Co., Inc.............. 
National Label Co................. 


George Townsend Co............... 
Pittsburgh, Pa. 
Jas. H. Matthews & Co............. 
Rochester, N. Y. 
Rochester Litho. Co... 0... ...60 665 
Saginaw, Mich. 
Saginaw Specialty Co.............. 
St. Louis, Mo. 
S. G. Adams Stamp & Stationery Co. 
San Francisco, Cal. 


714 Federal Street 
216 N. Clinton Street 
1021 W. Adams Street 


5025 Carthage Avenue 
1034 Hulbert Street 


4707 Detroit Ave., N. W. 


50 Cannon Street 


174 E. Clybourn 
598 Clinton Street 


2840 Fremont Ave., South 
297 Lafayette Street 


1007 Chestnut Street 
508 Race Street 


P. O. Box 1523 


.| 425 Jay Street 


929 N. 11th Street 
505 Washington Street 
530 Electric Street 


2800 East Preston Street 
80 Boylston Street 

712 Federal Street 

216 N. Clinton Street 
1021 W. Adams Street 


Main Avenue 
2 Beach Street 


50 Cannon Street 


542-44 Ottawa Avenue 

700 W. Washington Street 

174 E. Clybourn Street 

1328 Broadway 

15 W. 17th Street 

25 Waverly Place 

508 Race Street 

19th St., Indiana Ave. & 
Garnet Street 

1335 Cherry Street 


2527 Forbes Field 


95 Mt. Read Blvd. 


411 N. 6th Street 


Sehimidt BANG. GOs. «5.6 5ss.6:sx oe cnwcck 


2nd & Bryant 


Baltimore, Md. 

H. Gamee & Bro., Inc.............. 

U. S. Printing & Lithograph Co... .. 
Boston, Mass, 

Forbes Litho. Mig. Go... .....6. 06.6 
Brooklyn, N. Y. 

U. S. Printing & Lithograph Co..... 
Buffalo, N. Y. 

RE NN Ms isn cnn evindiensuees 
Chicago, IIl. 

Chicago Label & Box Co............ 

Manz Corporation................. 


Cincinnati, Ohio 


Henderson Litho. Co............... 


Columbus, Ohio 
The Columbus Lithograph Co....... 
Dayton, Ohio 
ee 
Indianapolis, Ind. 


Oyvalidy Koster... < oc. c ccs ccweess 
Milwaukee, Wis. 
Gugler Lithographic Co............. 


New York, N. Y. 
Grinnell Lithographic Co., Inc....... 
Martis-Drew Co. Inc... 6. 6 asain 
eee 
Robinson Tag & Label Co... ... aoe 
RGA CTU TANG soos sie ocecvarsacteaele wt 


Omaha, Neb. 
DIPSCENMAUNON GOs6 6.6 oc56 6s orsiecee oie 


Rochester, N. Y. 
Karle Lithographic Co.............. 
Rochester Litho. Co..............:. 


St. Louis, Mo. 
Colorprint Label Co.............,.. 
Compton & Sons Litho. & Prtg. Co.. 


San Francisco, Cal. 


Schmidt: PacnOs GOs... 0.6 <<0.<scs0 cers 


Seattle, Wash. 
Traung Label & Lithograph Co...... 


SHIPPING TAGS— 
Allentown, Pa. ' 
L. F. Grammes & Sons, Inc......... 


Chicago, IIl. 
American Wae Cos .6.6 his cbc s 
International Tag Co................ 

Cleveland, Ohio 

Framingham, Mass . 

Minneapolis, Minn. 


Acme 
New York, N. Y. 


Philadelphia, Pa. 
Pittsburgh, Pa. 


Providence, R. I. 
St. Louis, Mo. 
Springfield, Ohio 
West Chester, Pa. 


Frank G. Shuman Co.............. 
Dancyger Safety Pin Ticket Co...... 
Dennison Mfg Co., Dept. T-R...... 
AP ees oe 
i Veroyd rig (CTs | Coo ao a ee a er 
Dennison Mfg. Co. ............... 
Keller Printing Co................. 
Robinson Tag & Label Co... ....... 
re 


Jas. H. Matthews & Co. (Metal).... 
Pannier Bros. Stamp Co. (Metal).... 


Salisbury Mfg. Co. (Merchandise). . . 
Samuel Cupples Envelope Co........ 
Thomas Stationery Mfg. Co......... 
Denney Tag Cos Ince. co's oes ok 


419 E. Lombard Street 


80 Boylston Street 
85 North 3rd Street 
206 Washington Street 


315 N. May Street 
4043 Ravenswood Avenue 


Main Avenue 
318 Elm Street 


50 Cannon Street 
700 W. Washington‘Street 
694 Broadway 


406 W. 31st Street 
63 Cliff 

350 W. 31st Street 
438 W. 33rd Street 
200 William Street 


95 Mt. Read Blvd. 


125 S. 8th Street 


461-99 Bryant 


239 Union Street 


State & 61st Streets 
319-329 N. Whipple St. 
216 N. Clinton Street 


4707 Detroit Ave., N. W. 


2840 Fremont Ave., S. 
554 7th Ave. 

220 Fifth Avenue 

297 Lafayette Avenue 
438 W. 33rd Street 

32nd & Allegheny Avenue 


2527 Forbes Field 
207-209 Sandusky Street 


P. O. Box 1523 


513 Cerre Street 


Barnard Street 


ere 
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Developments in Direct Mail 
Advertising During 1927 


NCREASED postal rates for third class matter 
had a marked effect upon direct-mail produc- 
tion during 1927. With the cost of sending out 
third-class mail raised from one cent to one 

and one-half cents for two ounces (a fifty per cent 
boost) the tendency was to discourage the hap- 
hazard and promiscuous user of this medium. 


At the same time, this increase had its advan- 
tages. It brought home forcibly to direct-mail ad- 
vertisers the necessity of improving the effectiveness 
of their mailing pieces. Mailing lists were checked 
over more carefully than ever, to eliminate “dead 
wood” and errors. While postal figures show some 
reduction in quantity of printed matter, there is no 
question but that quality has been notably improved. 


An ever-growing number of national advertisers 
are employing direct mail to amplify the sales mes- 
sage broadcast through the magazines—using book- 
lets and folders to tell the prospect selling details 
which space does not permit being included in 
display advertising. In this connection it is inter- 
esting to note that more and more prominence is 
being given to appeals for booklet and catalog 
inquiries in magazines reaching both the consumer 
and the dealer. Where a majority of advertisers 
were content to say, “Ask your dealer” or “Write 
for Prices,” now many feature attractive booklets 
in color which tell the whole story about the 
product. 


The modern trend in sales literature is toward 
helpfulness. In other words, booklets are written in 
which pure selling copy is more or less subordinated 
to information of value to the reader. A manufac- 
turer of building material, for example, will devote 
a large part of his booklet to designs for new homes, 
suggestions for cutting construction costs, financial 
arrangements for owning a home, and so on, men- 
tioning his material only incidentally. It has been 
generally accepted that the sales literature which 
appeals to the reader’s self-interest—which gives him 
facts and figures of value—gains the widest reading 
and exercises the strongest influence. 


Should Be About Product 


This does not mean that direct-mail material 
should not talk about the product. It should. No 
selling detail should be overlooked. Illustrations of 
sufficient size to emphasize these details; the use 
of color for realism and emphasis; complete specifi- 
cations and prices are of course essentials of any 
successful sales booklet. But this can be “sugar- 
coated” in such a way that it will break down resis- 
tance and insure a careful reading. 


_ Amore skillful use of direct mail as an advertis- 
ing medium was evident in 1927, due in part to the 
efforts of printers specializing in this field, direct- 
mail agencies and counsellors, advertising agencies 
maintaining direct-mail departments, and national 
advertisers who have developed this medium to a 
high degree of success through carefully kept rec- 


ords. Another important factor in improving the 
standards of this field is the International Direct 
Mail Advertising Association, an organization of 
direct-mail users with headquarters at New York. 

Direct mail is a form of advertising which can be 
applied by the smallest retail business or the manu- 
facturer with world-wide distribution. It may con- 
sist simply of typewritten letters, individually 
addressed or reproduced by multigraph or auto- 
matic typewriter. Or it may be elaborated into a 
lengthy campaign of a dozen or more mailing pieces 
printed in colors on high quality paper, and circu- 
lated by the hundreds of thousands. Much depends 
upon the territory covered by the advertiser, the 
class and number of his customers and prospects, 
and the cost and nature of his product. 


The use of direct-mail advertising presupposes 
either the existence of a mailing list or a series of 
periodical advertisements carrying coupons, from 
which such a list can be built up. The selection and 
classification of this list is in many ways the most 
important aspect of any direct-mail campaign. 


Inaccurate Lists Reduced Effectiveness 


Inaccurate addresses, misspelled names, names 
which are not logical prospects either because of 
location, financial status or for some other reason,— 
all tend to reduce the effectiveness of a mailing and 
waste the advertiser’s money. The most attractive 
effort will fail of its purpose if the list is weak or 
ill-chosen. For this reason successful advertisers 
spare no effort to maintain their list as accurately 
as possible. Returned mail, notices of removal, 
changes in the executive personnel of concerns 
which are present or prospective customers, all serve 
as checks on the list. 


The proportion of investment in direct mail and 
sales literature in relation to the total advertising 
budget varies widely with different industries. In 
a wholesale business it may go as high as eighty or 
ninety per cent of the total. In a product sold to 
consumers in small units through a large number of 
retail outlets, it may be a minor figure. The manu- 
facturer or retailer whose sales are confined to a 
limited area or who has only a restricted amount to 
spend in advertising, can use direct mail to advan- 
tage because of its extreme flexibility and its ease 
of control. 


Lists of names can be chosen which represent 
only those concerns or individuals which the adver- 
tiser desires to sell, and the entire force of the cam- 
paign can be focused upon them. A great advantage 
of direct mail is its adaptability to specific selling 
problems. By means of letters and printed matter, 
the product or service can be definitely tied up with 
the reader’s own needs, tastes and habits—and 
known objections can be overcome in concrete terms 
which would be out of place in display advertising. 


One difficulty of direct mail is the lack of stand- 
ardization in its production. The service rendered 
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by a newspaper or magazine is fixed and definite— 
rates are firmly established and circulation, reader 
interest and type of reader can generally be estab- 
lished quite readily. In direct-mail advertising, how- 
ever, standards vary widely. Too often the pur- 
chase of direct mail becomes mere bargaining with 
a number of printers, and the emphasis is placed 
not upon results to be accomplished, but upon price. 

The true cost of printed matter is never its actual 
price, but the relationship of that price to the sales 
or influence for good will which it creates. These 
intangibles are too often overlooked when compe- 
titive bids are taken, and for that reason more and 
more advertisers are concentrating their printing 
purchases with a printing house of known quality 
and reliability. In the long run, such a practice is 
fully as economical as the bargaining method, and 
it establishes a service relationship which in time 
becomes invaluable to the advertiser. 

It is impracticable here to list the various appli- 
cations of direct mail—they are limitless. They 
range from the straight selling plan of the mail 
order houses like Sears, Roebuck & Company, to 
the manifold direct-mail activities of a corporation 


like General Motors, in which direct mail is used to 
“sell” the company to its dealers, to maintain the 
morale of the sales force, to follow up individual 
inquiries, and to develop institutional prestige. 


The importance of a preconceived plan cannot be 
emphasized too strongly to the beginner in this field, 
Without a well laid out system of mailings, the 
campaign is too apt to suffer from neglect and mis- 
direction. Lack of immediate response on the first 
mailing may discourage subsequent efforts, when it 
is a well-proven principle that direct mail achieves 
its greatest success only through persistence and 
constant repetition. 

In recent years the number of competent direct- 
mail agencies and printers has vastly increased, and 
the advertiser with a limited appropriation will do 
well to avail himself of expert guidance of this sort. 
Experience in planning the various units and the 
time elements of a campaign is indispensable. Ex- 
perimenting in this field is costly and needless, for 
previous users of direct mail have charted the reefs 
upon which an unskilled advertiser is apt to wreck 
his hopes of success. 


The Ten Dartnell Tests tor 
Choosing a Printer 


OUR years ago Dartnell developed a series 

of ten tests for advertising agencies which 

have been accepted by both advertisers and 

agents as a foundation for satisfactory rela- 
tions between agent and client. 


The success of the Dartnell tests for selecting 
agencies, in correcting unfair competition in the 
agency field, and in lifting the smoke screen from 
the solicitations of some agents, encourages Dart- 
nell to attempt a similar series of tests which a 
buyer of printing may use in selecting a printer. 
There is no question but that a uniform method of 
selection is desirable. Printing is bought too largely 
on a price basis, and too much attention is given 
by advertisers to the unsupported statements of 
printing salesmen, who claim to deliver the moon 
but actually deliver a rainbow. Dartnell be- 
lieves that the best procedure in buying printing 
is to find an organization that can give you 
the character of service desired and put that 
organization on your pay-roll, instead of forcing a 
printer to work down to a price. 


Dartnell also believes that it is just as impor- 
tant for an advertiser to choose a printer wisely 
and cautiously as it is for him to choose an adver- 
tising agency the same way. We think that too 
many advertisers and buyers of printing fail to 
appreciate the importance of choosing printers on 
the basis of ultimate cost of the printing. They 
think too much of the immediate price. And we 
further believe that only through some standardiza- 
tion in selection methods can the buying of printing 
be placed on the higher plane where it properly and 
logically belongs. 


FIRST TEST 


What experience has the printer had in producing 
work of the character required? 


This is the day of specialization. Whereas 
twenty years ago a printer was a printer, today he 
is an advertising printer, a color printer, an off-set 
printer, a publication printer, a catalog printer, a 
label printer or any one of twenty different kinds 
of printers. There are several concerns, for ex- 
ample, who have built up a highly successful busi- 
ness by specializing on such common things as 
letterheads. There are others who do only large 
edition printing, and others who specialize on direct- 
mail campaigns. So today when a concern wants to 
buy a certain kind of printing, it is quite important 
that it cast about for a printer who has the special- 
ized organization and the specialized equipment 
to turn out work of that kind most suc- 
cessfully. While there are still general prac- 
titioners in printing, just as there are in medicine, it 
is usually the best policy to go to the man who has 
achieved success in doing well the one thing you 
wish done. If you have a direct advertising cam- 
paign that you wish produced, go to a printer 
equipped for that kind of work. If you have an 
advertising poster go to the printer or lithographer 
best able to produce economically the finest work 
of that kind. 

SECOND TEST 
What is the printer’s record for holding customers? 
How long have his present accounts been 
on the books? 

Having made up a list of printers best able to 

give you the kind and quality of work desired, 
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the next step is to narrow the list down by a process 
of elimination. A printer, for example, who has a 
high turn-over of customers is usually a good man 
to strike quickly from the list. There is a saying 
that a printer is known by the customers he keeps. 
How long have these printers that you are consid- 
ering been in business? How many accounts have 
they on their books now that they had when they 
started in business? How many of their custom- 
ers have been with them ten years or longer? How 
many eight years? How many five years? Are 
these customers capable buyers of printing? Are 
they discriminating in their requirements? Are they 
customers because they are satisfied with the ser- 
vice they are receiving, or do they remain on the 
books for some other reason? How many custom- 
ers has the printer lost in the last two years? Who 
were they? Why did they leave? You will prob- 
ably find that many of them left for the same reason. 
Was that reason one which might have a bearing on 
your future relations with your printer? It costs 
money to teach a printer your ways of doing busi- 
ness, just as it costs money to employ and train 
any important executive. Be reasonably sure that 
when you make a connection with a printer, it will 
be a permanent connection. You cannot afford to 
change printers with the seasons. 


THIRD TEST 


Has the printer, or his contact man, a broad knowl- 
edge of sales problems or is it limited to 
the mechanics of printing? 


If the printer to be selected is to work with you 
in the development of sales promotional literature, 
itis most important that he has an advertising back- 
ground. He should, first of all, have a broad knowl- 
edge of advertising. He does not need to bé able to 
actually write advertising copy, but he must under- 
stand the objectives of advertising so that he can 
employ his knowledge of printing to one end—mak- 
ing your advertising effort more resultful. He should 
be familiar with sales problems and know how other 
concerns in different lines of business solved these 
problems through printed salesmanship. He should 
know lay-outs, so that he can help you in planning 
your printing, not merely from a_ typographical 
standpoint, but from a sales standpoint. It is one 


thing to find a printer who knows how to get up an - 


attractive piece of advertising, but will it sell goods? 
That is the point where nine out of ten printers 
fall down. They are master printers, true enough, 
but today you need a printer who is more than just 
a master printer; he must be a master of salesman- 
ship in print. He must be able to suggest better 
ways of using printed salesmanship; he must know 
when a fine piece of quality printing is required to 
accomplish a certain sales effect and when some- 
thing less expensive will do just as well; he must, 
in short, be a specialist in printed salesmanship. 


FOURTH TEST 
Has the printer a well-rounded organization capable 
of serving you in all phases of planning 
and production? 


After the idea has been born—what is going to 
happen? Will it be garbled and distorted in the 
hands of men who are not in sympathy with your 
needs, or will it be turned over to men who can take 
the idea and build it into something even better 
than you had in mind—something that will reflect 


credit on your company and your product? To be 
able to do that kind of printing a printer must have 
capable men in all departments. He should have a 
production man who will take a personal interest in 
your work; a typographical expert who can give to 
your work that distinctive tone and correct typo- 
graphical display that mean so much when the re- 
sults are totaled; pressmen who know how to bring 
out the best in your engravings and give you press- 
work that you will be proud to send out. Do these 
men work together harmoniously ? 

This is one of the most important points in judg- 
ing a printer, and one which is most difficult to 
determine.. It is generally well before making a 
definite decision to ask to meet the different depart- 
ment heads in person. While you cannot gauge their 
ability by their appearance, at least you can deter- 
mine if they are high grade and capable men. You 
can also find out from other customers of the printer 
how he has found the team work in his organ- 
ization. For a printer, like a chain, is no stronger 
than his weakest organization link. 


FIFTH TEST 


Modern art in printing is dependent on craftsman- 
ship in the composing room—how doés 
the printer stand there? 


No matter how efficient the printer’s organization 
may be, and even though the man responsible for 
typography is a second De Vinne, he cannot work 
without tools—and most important of these is 
sharp, modern type. It is not necessary that the 
printer should have every face in the type founder’s 
catalog. But it is important that he have full and 
complete fonts of all the types that are used in mod- 
ern advertising practice such as Bodoni, Goudy, Cas- 
lon, Cheltenham, Garamond, Scotch, Bookman and 
some of the newer faces like Baskerville or Deep- 
deene. Better by far that your printer has fewer 
kinds of types, but plenty of what he has, than to 
have a little of everything and not much of any- 
thing. “Pulling sorts” is about the most expensive 
thing in a composing room, and if the printer carries 
small fonts of type you may be reasonably sure that 
the time his compositors spend hunting for sorts 
will find its way onto your bill. It is also important 
that the type be new—some of the best printers 
never print from their case type so that it will al- 
ways be new and sharp. If the printer does print 
from his type, find out how often he replaces it. 
Type in everyday use should be replaced at least 
once every three years—and even then you will find 
worn type in set-ups which impair printing results. 
That is one of the points also to be considered in 
comparing quotations. Naturally a printer who 
keeps using his type over and over, regardless of 
how it will look, can give you a lower bid than one 
whose type is sharp. 


SIXTH TEST 
Has the printer modern mechanical equipment so 
that you may be assured of economical 
production with the least overtime? 


Check carefully the printer’s pressroom and bind- 
ery equipment. Do not make the mistake com- 
monly made by buyers of printing and think that 
you are not concerned with how much or what kind 
of equipment your printer has, so long as his price 
is low. It is safe to say that twenty per cent of 
your year’s printing bill represents the cost of cor- 
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rections, alterations, and overtime. These three 
items are not covered by a bid, and you can keep 
them down—perhaps cut them in half—by scratch- 
ing from your list any printers who are not equipped 
with high-speed presses and folding machines, and 
enough of them to make efficient operation possible. 
By interesting himself in a printer’s mechanical 
equipment and taking that equipment into consid- 
eration when selecting a printer, the buyer of print- 
ing assures himself of lowest possible prices without 
sacrificing quality or creating a condition whereby 
it is imperative for the printer to make up on the 
next job the money he has lost on the first. 


SEVENTH TEST 


What method does the printer follow in charging 
for alterations? What cost-keeping 
system does he use? 


It is safe to say that more than one-half the dis- 
putes which arise between printer and customer 
have to do with so-called “extras.” It is very easy 
for an advertiser to say to himself, there will not 
be any extras, but you cannot get the best results 
from your printing if you bind yourself that way. 
When you see your copy in cold type you will in 
many cases wish to make changes. Printing, like 
all art, requires a certain amount of “trying” before 
you get just the effect desired. Since any changes 
that are made will be charged extra, it behooves a 
printing buyer to determine before engaging a 
printer, how he charges for extras. Does he use the 
Taylor efficiency system? Are his costs on a tenth 
of an hour basis or on a quarter of an hour basis? 
What cost-keeping system does he use? Is it a 
system that permits a workman to charge as much 
time as he pleases to “author’s corrections” or is it 
a system where the time is arbitrarily fixed in the 
production department and the workman required 
to complete the work within that time? And while 
you are discussing the method which the printer 
follows in charging for alterations it might be well 
to pry into his method of arriving at this hourly 
charge. Is it loaded with dead expense, such as 
the cost of an expensive creative department, or ex- 
cessive selling expense? 


EIGHTH TEST 
Are the printer’s costs influenced by violent season- 
able fluctuations or other sales irregularities? 


In the preceding test, emphasis was placed on 
the importance of the hourly rate for various opera- 
tions. To many buyers of printing this may seem 
far-fetched. Yet with the tendency to buy printing 
on a time and material basis it is very pertinent. 
Already more than half of the quality printing for 
advertising purposes is bought without asking for 
bids. Indeed, it is now recognized that the best 
results can only be obtained when a printer is not 
held down to a price, but is employed on a profes- 
sional basis. That is why a man about to engage 
a printer should check carefully what is included in 
his rates, for only in that way can he make an 
intelligent comparison between the rates of different 
printers. It is quite possible that a printer who 
charges $3.90 an hour for hand composition may be 
more desirable than one charging only $2.50. But 
in order to compare what the two rates represent, 
you have to break them down. Some printers are 
able to operate their plants at capacity only a few 
months of the year, but their fixed expenses go 


merrily on. It is therefore important to know that 
the hour rate is based on a plant operated close to 
capacity, and that the printer is able to keep it oper- 
ating at that mark. Of course, a printer may well 
say that it is none of the buyer’s business how much 
idle time there is in his plant. But the right kind 
of a printer won’t feel that way. He wants his cus- 
tomers to know that his charges are fair, and as low 
as possible. 


NINTH TEST 


Has the printer a few large customers whose 
spasmodic requirements disarrange 
his service schedules? 


Nearly every buyer of printing has been ap- 
proached by a printing salesman who told him his 
company had one big customer who practically paid 
all its overhead, and they were therefore in a posi- 
tion to handle other work much below the general 
run of prices for the same quality of printing. Such 
propositions may well be viewed with suspicion, 
and insofar as choosing a printer to handle all your 
work on a time and material basis is concerned, stay 
clear of the printer who is operating an accommo- 
dation plant for a big advertiser. Remember that 
the favored customer is always going to get the 
preferred service. If any job of yours conflicts with 
the delivery of his printing, your job will go onto a 
side track. This is only to be expected because no 
printer could afford to jeopardize a “bread and but- 
ter” customer for one whose printing he considers 
“fill-in” work. On the other hand, if a printer has 
one of these “bread and butter” accounts that is ac- 
tive only certain months of the year, and your print- 
ing is needed at a time when the other account is 
inactive, it is quite possible that a mutual saving 
can be effected. 


TENTH TEST 


Is the printer in a financial position to buy 
materials to the best advantage and 
to command service? 


Last but by no means least be sure that the 
printer selected is in a sound financial position. 
This does not mean that he has to have a lot of 
money idle in the bank, for a printer with money in 
the bank can make it earn more by investing it in 
cost-cutting equipment. But it does mean that he 
should have ample credit and a good standing at 
the bank, and that his ratio of quick assets to his 
quick liabilities shows sound management. This 
point can be quickly established by securing a re- 
port from any of the financial reporting services. 
You don’t want to make a connection with a printer 
who is in danger of going out of business within a 
few years, just as the relationship is beginning to 
grow valuable. You also want to be sure that the 
printer will be able to buy materials to the best 
advantage; he does not have to pass up discounts. 

As already stated these ten tests are not by any 
means the only tests for selecting a printer. We do 
not even say they are the best tests. What we do 
say is that the best method of buying printing today 
is to give all your work to a few carefully selected 
printers and work with them in producing it on @ 
cost plus a per cent of profit basis. This may not 
always be the cheapest way from the standpoint 0! 
first cost ; but considered on the basis of total results 
from a year’s expenditure for printing and costs, 1t 
is not only cheaper but infinitely more satisfactory. 
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O those forward looking 
organizations who recognize in Direct Advertising an 
important and virile force for reaching and convinc- 
ing their clienteles, the Stillson Press, Inc., can bring 


the cooperation of a concern unusual in personnel, 


experience and accomplishment. 


It is geared to intelligent analysis of a client’s prob- 
lems, through research and market study; logical 


development of the Direct Advertising plan; creation 
of the thought, idea and phrase content of the printed 
elements supporting the plan; and the mechanical pro- 
duction of those printed pieces. 

The Stillson Organization is also of course, and its 
more than thirty years of success are proof, admirably 
qualified to produce fine creative printing —requiring 
the determination of format, art, copy, papers, bind- 
ing, etc.,—and fine printing per se, in the instances 
where those factors have already been determined. 


THE STILLSON PRESS, INC. 


461 Eighth Avenue at 34th Street (Printing Crafts Bldg. ) 
NEW YORK 


Suggestions for Direct Mail Advertising 


Broadsides 


The large self-contained folder is unequaled for 
smashing effects, especially where it is desired to 
lay a complete plan or proposal before a prospect 
at one time. It is particularly useful for presenting 
a dealer-help campaign, merchandising a consumer 
advertising campaign, or creating a prestige atmos- 
phere. Broadsides should be printed on a heavy, 
tough paper, using a plate-finish stock if half-tones 
are required. An off-set stock might be used eco- 
nomically. If enamel stock is used a folding enamel 
should be selected. On account of the cross folds a 
regular enamel will crack. 


Illustrated Letters 


The four-page illustrated letter is widely used in 
direct-mail work because it permits of permanently 
“attaching” the enclosure to the letter. It com- 
bines the personal letter with the advantages of an 
inside spread for typographical display. It is rec- 
ommended when this type of mailing piece is used 
that the back page be left blank. Some of the 
paper manufacturers now make a bond paper that 
is coated on the inside to take half-tones, yet pre- 
serves the bond finish for the letter. 


Folders 


It is good practice to have a small envelope-sized 
folder prepared for every product in the line, or cov- 
ering the various phases of your service. Such en- 
closures are useful for answering inquiries and in 
sales correspondence work. They save their cost 
many times over through eliminating descriptive 
matter in letters. They also save wasteful distribu- 
tion of more expensive catalogs. It is a good plan 
to print each folder on a different color stock, using 
a related typographical style. Excellent effects may 
be secured through the use of some of the clay- 
coated, or satin-finished stocks which take half-tones 
well and fold without cracking. 


Booklets 


The principal role of the booklet in the direct 
mail campaign is to create the want for the thing 
being sold, as distinguished from the catalog which 
is descriptive. An excellent use of booklets is found 
in lines selling to varied industries where a different 
booklet is used to show the uses for the product in 
each major industry. For example: “How Banks 
Use Cash Registers”; “How Laundries Use Lux.” 
On account of the length of the copy in booklets, 
thought must be given to making them interesting 
and inviting to read. “Dummies” suggesting stock 
for cover and inside pages of booklets are furnished 
by many of the paper houses. 


Blotters 


Properly used, and carefully distributed, blotters 
make one of the most economical and effective forms 
of direct advertising. It is essential, however, that 
they have a utility value and that the stock used is 
of the best quality. A cheap, poorly designed blot- 
ter, on blotting paper that won’t blot well is just as 
poor advertising as a good blotter is good adver- 
tising. 


Giant Letters 

When it is desired to get over a big message in a 
big way it is hard to beat the so-called “Giant” let- 
ter. These letters are usually from four to eight 
times the size of a regular letterhead, and are made 
by photographing and “blowing” up a typewritten 
letter. If you have not used them, do so. They are 
excellent producers. Several concerns make them. 


Mailing Cards 

For getting over a series of buying impressions 
to a list of names, the mailing card offers an inex- 
pensive and effective medium. In fact, one publisher 
used a series of twenty-six messages on regular one 
cent government cards that were most effective. 
The advertising possibilities of government cards, 
both single and double, should not be overlooked. 
They afford quite a saving in postage and in stock, 
and get to a prospect with the first class mail. 


Catalogs 


The tendency in catalog production is toward the 
use of more color, more sales appeal in the descrip- 
tion of the product, and better printing. There are 
several printers who maintain stocks of cuts of 
standard products which are available to customers 
getting out jobbers’ catalogs, etc. Some of the paper 
manufacturers now produce a very light, easy-to- 
print stock which permits considerable postage sav- 
ings in the production of catalogs. If you are still 
using heavy stocks you should consider these pos- 
tage saving papers. 

Envelope Stuffers 


It costs two cents to carry a letter to its destina- 
tion, regardless of whether it weighs a quarter of 
an ounce or an ounce. Since you are paying for an 
ounce, why not get what you pay for by having a 
different envelope stuffer printed up every month 
and enclosing it with all under-weight mail matter, 
especially statements, invoices and form letters. You 
will be surprised at the business which a small ex- 
penditure of this kind will produce. 


Package Enclosures 


The best advertisement of all is a satisfied cus- 
tomer, and the easiest person in the world to sell 
is a satisfied customer. No package of merchandise 
should leave the factory unless it carries an adver- 
tisement of some kind, either a folder suggesting 
added uses for the product it accompanies, or a sheet 
listing other products by the same manufacturer. 
Package advertising may also be used to get names 
of consumers, dealers, dealer clerks, etc. 


General Circulars 

In addition to the foregoing types of advertising 
commonly used in direct-mail work, there are nu- 
merous other styles which for want of a better name 
must be grouped under circulars. There is little 
to be said about this larger class except that it 
should be “livened” up with photo-engravings and 
color if it is to get attention in competition with the 
ever increasing amount of such literature in circula- 
tion. Money spent on making any kind of direct 
advertising readable and inviting is money well 
spent. 
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What is 

HIS question is being asked today be- 

cause millions of letters are going through 

the mails bearing the oval indicia which has 

replaced adhesive stamps. It represents the 

greatest advance in postal methods during 

the last decade, and is used by thousands of 
well-known business organizations. 

“Metered Mail” is prepaid mail—imprinted 

by the mailer with a meter authorized by the 

United States Government. 


“Metered Mail”? 


“Metered Mail” can be handled faster than 
any other class of mail by the Post Office, 
because it eliminates facing, cancelling and 
routine counting. 

“Metered Mail” prevents losses and petty 
thefts in postage. It expedites preparation 
and despatch. 

“Metered Mail” informs the public that 
you have taken advantage of improved and 
faster mail handling. 


A Consulting Service 


Our line of equipment includes combined imprinting and sealing machines 
for the use of both Metered and Non-Metered Permit Mail; and sealing and 
stamping machines for the use of adhesive stamps, Government stamped en- 
velopes, and precancelled stamps; also mail tables and sorting equipment. As 
the largest builders of mailing equipment in the world, we offer you the ser- 
vices of our mailing specialists upon request. 


f 
Fe POSTAGE METER COMPANY 
FRR Pace STREET 


wramrona, Conn, th & A. 


Tue Postace Meter Company 
Sole Distributors of Pitney-Bowes Mailing Equipment 


721 PACIFIC STREET, STAMFORD, CONN,., U. S. A. 


OFFICES IN TWENTY-ONE AMERICAN CITIES AND FOREIGN COUNTRIES 
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Undivided 


RESPONSIBILITY 
from Plan to 


Completion 


ART—Oil paintings, color or line 
drawings, decorative designs, letter- 
ing or retouching. 


PHOTOGRAPH Y—Outdoor and in- 
door, merchandise and living mod- 
els—enlarging. 

ENGRAVINGS—Engravings of every 
kind are made to fit the require- 
ments of paper, ink, and equipment. 


TYPOGRAPHY—Skilled work in 
hand composition, or on the Lino- 
type, Monotype or Ludlow— 

oreign languages. 


FLATBED PRINTING—Fine print- 


ing in black and white or in colors. 


ROTARY PRINTING—Rotary 
printing in black and white or in 
colors at The Lakeside Press is 
noteworthy for its exceptionally 
high quality. 

OFFSET LITHOGRAPH Y— We em- 
eid both letterpress printing and 

ithography. This insures that only 
such work will be done by a given 
process as is by its nature adapted 
to that process. 


PLANOGRAPH PRINTING—By 
means of this process a book you 
may have in hand, and for which 
you have neither type nor electro- 
types, can be reproduced in any 
quantity with speed and economy. 


MACHINE BINDING—Many of our 
workmen have been trained in the 
best traditions of hand bindin g. 
This is one reason why our machine 
binding so closely approximates 
hand craftsmanship. 


HAND BINDING—Highest quality 


by the world’s foremost craftsmen. 


THE LAKESIDE PRESS 


R.R. Donnelley 
& Sons Company 


731 PLYMOUTH COURT, CHICAGO, ILL., TEL- 
EPHONE WABASH 2980, NEW YORK SALES 
OFFICE, 79 MADISON AVE., NEW YORK CITY 


List of Principal House Organs and Their 
Publishers 


Company 


Publication 


City and State 


Addressograph Company............. 
ASouAn COMBAAY. aise 6.6 ecg oes ee eens 
Aetna Life Insurance Company....... 
Ahrens Publishing Company, Inc...... 
Alabastine Company............:.5+- 
Alexander Film Company............ 
American Gas and Electric Company. . 
American La France & Foamite Corp.. . 
American Nokol Company............ 
American Rolling Mill Co............. 
Armstrong Cork Company............ 
The Atlantic Lumber Company....... 
Automatic Electric Washer Co., Inc.... 
Baldwin Piano Company............. 
Bassick Manufacturing Company...... 
Bausch & Lomb Optical Company..... 
Benjamin Electric Mfg. Co............ 
Billings-Chapin Company............ 
Bid GHSONS INE... 6.5.0 sie eacieeee ese 
The F. W. Bond Company........... 
Brambach Piano Company........... 
The Buick Motor Company.......... 
H. M. Byllesby & Company.......... 
Cadillac Motor Car Company......... 
California Petroleum Company........ 
Calumet Baking Powder Company.... 
Campbell Soup Company............. 
The Carey Salt Company............ 
Carnation Milk Products Company... . 
Case Threshing Machine Company... . 
The Celotex Company............... 
Cheek-Neal Coffee Company.......... 
Chicsvo Prmbane ss 6... j:6.ceccecee coe oe 
The Coca Cola Company............. 
Continental Motors Corporation...... 
Continental Oil Company............ 
Corona Typewriter Company......... 
Ris cc trns eer sEhcdticnacaewaur 
De Laval Separator Company......... 
NDE MGs. orto k cere takin sea een ate 
NN cde wee ween enue 
Louis F. Dow Company.............. 
E. I. du Pont de Nemours, Inc......... 
Eastern Advertising Company........ 
Eastman Kodak Company............ 
Electric Storage Battery Co........... 
The Estate Stove Company........... 
Eureka Vacuum Cleaner Co........... 
William Feather Company............ 
Fidelity Investment Association....... 
The French Battery Company........ 
Fuller Brush Company............... 
The Fyr-Fyter Company............. 
The P. A. Geier Company............ 
General Box Company............... 
General Electric Company............ 
The Globe-Wernicke Company........ 
Goodyear Tire and Rubber Company... 
Hercules Powder Company........... 
Hickey-Freeman Company........... 


HOOVEer Company cain s.2% cs esc eek 
E. F. Houghton Company............ 


Hudson Valley Paper Company....... 


Institutional Merchandising 
Brush and Pail............ 
The Alexander Cooperator. . 
A. G. E. Bulletin.......... 
The Modern Fire Chief. . . . 
The Nokol News.......... 
Armco Bulletin............ 
Linoleum Logic........... 
The Atlantic Log.......... 
ihe Gossipers cases... x 
The Baldwin Keynote...... 
Alemite High Pressure. .... 
Bausch & Lomb Magazine . 
The Benjamin Reflector... . 
en OPE e 
Bird’s Neponset Review... . 
AVBGHGAMSSUEs.. 5050s ee 0s 
MPCASUPO CHEST «4/5660 0104 4 
The Buick Bulletin........ 
Byllesby News Bulletin. ... 
fog Ce. ae 
The Calpet Mission........ 
BRIE OONSE disco i hens eae 
MREMODEMNUSE. ccs civi ees 
Seana Pen. 2 cise: 
The Carnation News....... 
ee 
The Celotex News......... 
Maxwell House Messenger . 
OORT Og) ee 
The Red Barrel........... 
Continental Red Seal...... 
Conoco Sentinel........... 
Corona Bulletin........... 
WAIVE WOE G66 5566365 ben's 
De Laval Monthly........ 
MORECORN AM 5.50.8 oie aes 
The Dotted Line.......... 
DOW DOINGS... oc ees 
Du Pont Magazine........ 
Nabor News.............. 


Bsade N€WSis ci c6. 0.60 
The Estate Retailer........ 
Volume and Velocity....... 
William Feather Magazine . 
The Fidelity Family....... 
News From Home......... 
Fuller Bristler............. 
The Fyr-Fyter Néws....... 
Royal Breezes............. 
General Box Service....... 
G-E Merchandiser......... 
Globe-Wernicke Doings. . . . 
Goodyear News........... 
The Hercules Mixer....... 
The Merchandiser......... 


Hoeovergramis. «.......56 0.05 
Houghton Line...:........ 


Me MOMIMIMNY. 65... <0) 23005 


Chicago, Ill. 
New York, N. Y. 
Hartford, Conn. 
New York, N. Y. 
Grand Rapids, Mich. 
Denver, Colo. 
New York, N. Y. 
Elmira, N. Y. 
Chicago, IIl. 
La Salle, Ill. 
Lancaster, Pa. 
Boston, Mass. 
Newton, Iowa 
Cincinnati, Ohio 
Chicago, III. 
Rochester, N. Y. 
Chicago, III. 
Cleveland, Ohio 
East Walpole, Mass. 
Chicago, IIl. 
New York, N. Y. 
Flint, Mich. 
Chicago, III. 
Detroit, Mich. 
Los Angeles, Cal. 
Chicago, Ill. 
Camden, N. J. 
Hutchinson, Kan. 
Oconomowoc, Wis. 
Racine, Wis. 
Chicago, Ill. 
Brooklyn, N. Y. 
Chicago, Ill. 
Atlanta, Ga. 
Detroit, Mich. 
Denver, Colo. 
Groton, N. Y. 
Chicago, III. ; 
New York, N. Y. 
Chicago, III. 
Detroit, Mich. 
St. Paul, Minn. 
Wilmington, Del. 
Boston, Mass. 
Rochester, N. Y. 
Philadelphia, Pa. 
Hamilton, Ohio 
New York, N. Y. 
Cleveland, Ohio 
Wheeling, W. Va. 
Madison, Wis. 
Hartford, Conn. 
Dayton, Ohio 
Cleveland, Ohio 
Chicago, IIl. 
Bridgeport, Conn. 
Cincinnati, Ohio 
Akron, Ohio 
Wilmington, Del. 
Rochester, N. Y. 
North Canton, Ohio 
Philadelphia, Pa. 
Albany, N. Y. 


CO oe ee ee ee ee en a a a ee eee 
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List of Principal House Organs and Their 
Publishers—Continued 


Company 


Publication 


City and State 


—— 


Imperial Type Metal Co.............. 
International Harvester Cos., Inc...... 
Kellogg Switchboard & Supply Co..... 
‘The Lehon GCompany...c... 5.566.505. 
Levy Printing Company.............. 
H. E. Lesan Advertising Agency...... 
Liquid Carbonic Company............ 
Loose-Wiles Biscuit Company......... 
Magnolia Petroleum Company........ 
The Maytag Company............... 
McCaskey Register Company......... 
Mergenthaler Linotype Company...... 
Metropolitan Casualty Ins. Co. of N.Y.. 
Metropolitan Life Insurance Co....... 
Michaels, Stern & Company.......... 
Miller Rubber Company............. 
National Biscuit Company........... 
National Blank Book Company....... 
National Cash Register Company..... 
National Lamp Works of Gen. Elec. Co. 
National Radiator Company.......... 
The New York Edison Company...... 
Oaltite Products, Ines... .. ccc ccce's. 
Ohio State Life Insurance Company... 
The Ostrander-Seymour Co........... 
The Pacific Mutual Life Ins. Co. of Cal.. 
Packard Motor Company............ 
Paige-Detroit Motor Car Company... . 
Peerless Motor Car Company......... 
Eivtel PeMmeyiwaMee... . oo. 6 cececcccsss 
Phoenix Mutual Life Insurance Co..... 
Pilcher-Hamilton Company........... 
Post Products Company.............. 
Radio Corporation of America........ 
Remington Rand Business Service, Inc.. 
Riverside Portland Cement Co... ..... 
Rogers & Company.................. 
Save the Surface Campaign........... 
Skelly Oil Company................. 
N. Snellenburg & Co................. 
Sperry Flour Company............... 
Sperry-Gyroscope Company.......... 
A. E. Staley Mfg. Company.......... 
Standard Accident Insurance Co....... 
Standard Oil Company of New York .. 
John P. Stetson Company............ 
Edwin H. Stuart, Inc................. 
Tide Water Oil Sales Corp 
The Todd Company 
i re 
Travelers Life Insurance Company... . 
Union Electric Light and Power Co.... 
Vacuum Oil Company 
reer CU Chis ooo sd vs eee ced: 
Western Electric Co., Inc............. 
Westinghouse Air Brake & Asso. Cos... 
Westinghouse Electric & Mfg. Co...... 
Westinghouse Le ee 
Willard Storage Battery Company..... 
Williams Oil-O-Matic Heating Corp... . 
W. E. Wroe and Company............ 
Yawman and Erbe Mfg. Company.... 


The Imperial Type Metal. . 
Harvester World.......... 
Telephone Facts........... 
RGM OMIME 3). oho ee eas 
WPHOMNIONRA ok oes Sadis coc 
ResawGeGram:......... 5.6... 
Liquid Bottler............ 
The Sunshine News........ 
Magnolia Oil News........ 
The Profit News.......... 
McCaskey Bulletin........ 
The Linotype News........ 
Metro-Surance............ 
The Metropolitan......... 
Value First Messenger... .. 
Tire Trade News.......... 


The Edison Monthly....... 
Oakite News Service....... 
be. > ree 
The Plate Makers Criterion. 
Pacific Mutual News....... 
The Packard Magazine..... 
Paige-Jewett Radiator... .. 
Peerless Co-operator....... 
The Daily Register........ 
Phoenix Mutual Field...... 
HeokanWrap. ©. ...c66025 
Rey Sh enous or 
The Crier...... iu sakes 
The Executive............ 
Riverside Plastic Progress. . 
Talks in Ten Point........ 


Shelly- New6e «<..< cc. ccc. 
fg 
Baker’s Prosperryty....... 
ee 
Staley Journal............ 
The Standard Cog......... 
Socony Standard.......... 
o,f ne 


ProtectographWeeklyBul’t’n 
The Toledo System........ 
PNOCEHOR SS 53 ov Sh4 swe os 
Wwe and Pipe. .....:..... 
pi ere 
(00) 2c): a eee 
Western Electric News..... 
Lt 
Westinghouse Electric News 
Eyaht’ Porelies:......... .. 
The Connector............ 
Oil-O-Matic News......... 
Wroe’s Writings....... ea 
The “Y and E” Idea....... 


Philadelphia, Pa. 
Chicago, Ill. 
Chicago, Ill. 
Chicago, Ill. 
Indianapolis, Ind. 
New York, N. Y. 
Chicago, III. 
Kansas City, Mo. 
Dallas, Tex. 
Newton, Iowa 
Alliance, Ohio 
Brooklyn, N. Y. 
New York, N. Y. 
New York, N. Y. 
Rochester, N. Y. 
Akron, Ohio 
New York, N. Y. 
Holyoke, Mass. 
Dayton, Ohio 
Cleveland, Ohio 
Johnston, Pa. 
New York, N. Y. 
New York, N. Y. 
Columbus, Ohio 
Chicago, Ill. 

Los Angeles, Cal. 
Detroit, Mich. 
Detroit, Mich. 
Cleveland, Ohio 
New York, N. Y. 
Hartford, Conn. 
Chicago, Ill. 
New York, N. Y. 
New York, N. Y. 
Tonawanda, N. Y. 
Los Angeles, Cal. 
New York, N. Y. 
Philadelphia, Pa. 
Tulsa, Okla. 
Philadelphia, Pa. 
San Francisco, Cal. 
Brooklyn, N. Y. 
Decatur, Ill. 
Detroit, Mich. 
New York, N. Y. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
New York, N. Y. 
Rochester, N. Y. 
Toledo, Ohio 
Hartford, Conn. 
St. Louis, Mo. 
New York, N. Y. 
LaSalle, Ill. 

New York, N. Y. 
Wilmerding, Pa. 
East Pittsburgh, Pa. 
New York, N. Y. 
Cleveland, Ohio 
Chicago, IIl. 
Chicago, Ill. 
Rochester, N. Y. 


Do 
you want 
100% 


increased support 
for your product 
among jobbers 
and dealers? 


If you are a manufacturer 
of a good product, with an 
established record of ten or 
more years profitable oper- 
ation, I can offer you a Plan 
that will make your jobbers 
and dealers 100% more 
interested in selling your 
products than they are now. 


The Plan does not interfere 
with, or add to, present sell- 
ing or advertising program. 
It is organized as a separate 
department and is worked 
under a retainer plus bonus 
on results. 


It is something so original 
that the increase in your 
profits should prove unusu- 
ally striking. Discussions 


concerning Plan must be in © 


New York and with Presi- 
dent and Treasurer only. 


EDWARD H. 
SCHULZE 


A National Reputation for 
Successful Sales Accom- 
plishment Thru Effective 
Direct Mail Campaigns 


285 Madison Avenue 
NEW YORK CITY 
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Leading Printers and Lithographers 


City Company Sales Manager Address Sag Aa 
Akron, Ohio........... Commercial Pranting 6c Lathe, Gon. «5c bs ek oad sccacs ovieiscce vent 47 W. Exchange Street............. C—O 
EI... sc 5. okc ss hove See bie eamnenreceual Union and Perkins Streets.......... C—O 
RN, Iie Rovins nce The Argus Company................. Kenneth Dirlam....... 24-30 Sheridan Avenue............. C—E 
Db aN IN AOMORI oo aca nn we a alllsubeancratb sl Saeingins are we aioe et Ss us gba vic ed C—E 
Allentown, Pa.......... ee eee Dan. D. Holben....... 1030 Hamilton Street.............. C 
ey eee eer SPENT i nmemtres et sr ene Serer ere ; 
Amare, Tex.......... Russell & Cockrell, Inc........0...... 5 8 eee eee rer ee J 
Amsterdam, N. Y.......| Amsterdam Print. & Litho. Co... ..... ey FERS EE Oe rer ee eee errr e O 
re Foote & Davies Co................... John M. Cooper....... Pe PE a 9 eee be sd vices C—O—F 
Aeben, B.T............... pg er Ralph S. Inman....... ee ee, C 
Se The Strathmore Company............ R. A. Waeteies....... 5... errr . 
MOORE, BU 6. doce Morgan Printing Company........... Forrest T. Morgan, Jr..| 910-912 Brazos Street.............. Cc 
EB. 1. Geoce Commpany.........:...... Bow. Jackson... . .<. 9th and Lavaca Streets............. C—O—E 
Baltimore, Md.........| Kohn & Pollock, Inc................. Julian G. Pollock... .. .| SI1 W. Bratt Strect............5.55 Cc 
Pe as OE TOR... es beanie ens dene neon se ont 109 Market Place................. G 
Schneidereith & Sons................ R. C. Sheridan........ ZOO SNOT OCR ici c es ccd see C 
Battle Creek, Mich... ..| Gage Printing Co., Ltd............... Chas. W. Bivins.......| N. McCamly at the Bridge......... C—E 
Bayonne, N. J..........| Jersey Printing 2 a ee errr a Pb ee C 
Bemeville, N. J......... OES orc icone eis 6 56 5.5.3 Se seam Bdw. H. Yerg.........5.% 85 Washington Avenue............. C—O—E 
Blanchester, Ohio. ..... The Brown Publishing Co.............| F. P. Thompson....... Main and Wright Streets........... C 
Boone, Iowa........... Standard Printing Company.......... 5. GID. we nees BO7 Keeler Street... ceccee es Cc 
Boston, Mass........... DICKIG-RayMONG COMPANY «2... 0. << << |nsed suciets ocvce vp esis oes Bos 5 ee c 
8 Serene err rernernerne, RO eee er rrr reser ee “reer 
The Forbes Litho. Mfg. Co........... fe Aner A Sk Ee ee C—O—E 
(Soodman Bros, inc,............ 6.065 H. B. Goodman....... 255 Atlantic Avenue... .......08065 c 
Lincoln & Smith Press............... Thomas P. Smith...... 516 Atlantic Avenue............... C 
Wilkam B. Rand Co., inc............. Allen D. Turner....... 289 Congress Street................ C 
Smith & Porter Press................ Arthur W. Rohn...... 530 Atlantic Avenue............... C—E 
The Southgate Press.................. i ee 470 Atlantic Avenue............... C—E 
The Stetson Press, Inc................| Henry Kuhns......... BPS MPORIWEY, 6..ie. sco is. 5408 op0edcw he 98 C 
Oe) ae eee Ralph H. Wilbur. ..... 251 Causeway Street............... C—O—E 
Brattleboro, Vt......... The Vermont Printing Co.............| James C. Irish........ (Ri OS re J 
Bridgeport, Conn....... Cutting. & Woods; Inc... 0.0.0.5 655 S: Ay Guting......c5.: ee ee C 
Standard Print Shop................. G. F. Bonnell......... 140 Middle Street................. C 
ee. si( RE SC neers SO Re ore eter rT C 
Collison & Klingman, Inc............. Cornelius H. Schaible. .| 301 Adams Street................. C 
Brooklyn, N. Y......... ASG PrINGN GO. os sss bs os 6 oie ye Se a ss didk Vs emaanee ees C—E 
U.S. Ponting & Latho. Co..:... 5... AV OW OMREIGS oad SSN: SPE AVERUC sous scans cee Cc 
Duliale, N. Y..........) Baie, Gieeeeen, Ene... .... .. . - decssvcnconcawcnsecsccce RAS ARTUR COE oa. 5.6 iad acchw oicce ollie einiae sis 
J. W. Clement Co. ..........| David L. Johnston. ...| Seneca, Lord and Seymour......... C—E 
Mark Hubbell Printing ee eke Mark Hubbell........ 457-459 Washington Street......... C 
a NI oc cine svake doeaemenesdnesdven coed NOSO Niagata SereCl ss. o sce cae O 
Give sale AMONOUTADN COs... 5... oc cs eee aseieegnwes cs coded 208 Washington Street............. O 
Burlington, Vt..........| Free Press Printing Co............... Geo; EB; Little... «65.5 169 Collewe Strect...........0..00. C 
Cambridge, Mass....... PRE WAAR 5 ooo. os oda ds bo ; OA A | a 209 Massachusetts Avenue......... C—E 
NCR N EIS och 5A 0,20) chad Cadet state ecreda acl icc Paka eeeeDh PUNEGHIE MER ODEL 5-6 c.c0isiarsse sveseternce eave las ths 
Commiien, NN. J... 2... SET, TCE OTE eT: eT EL ye eee Err C 
NN, I oo, ce ea akin do bwin 5d RR RO a UME ORB ERT eh Ca C 
Central Falls, R. I...... NSE ST LL Cy, Ca i rr ne eh | Sere Senna Ame mPLERRRERCE 6 | |S orcas ria nee wee recipe eC MRO G 
Charlotte, N. C.........| Observer Printing House, Inc.......... eee A ke os sna 29.31 S. Church Street............. C 
Queen City Printing Co.............. H. A. Murrill, Jr... 1131 East Fourth Street............ C—O—E 
Charlottesville, Va...... Mae RANE MINNIS, o.oo. es coese ds, ocgila ow ced Bec eae ipeoseheaiie ie eiacs cn sata aoee a ATE are cay cit ute Sacueeee 9 
Chattanooga, Tenn.....| Purse Printing Co.................... AA. eee S05 Coreetnet Berest . . 6 cn C 
> . FORM SPERCEH, ANC oo: s so ce es we R. Chester Spencer. ...| 517 Edgmont Avenue.............. C—E 
Cheyenne, Wyo......... Det A ee GM... ces G. E. Montgomery... .| 1714 Capital Avenue............... C 
Chicago, fll... 0.26.4... American Colortype Co............... Geo. A. Behrens....... 1151 Roscoe Street... ..........55: C—E 
Aumercem Eonmapite Co... . o.oo) oc cncssccencusesecccus 58 E. Washington Street........... C—O—E 
PIR TA... «ei oes Joseph H. Robinson 318 W. Washington Street.......... C 
ee ke ain.0s ng 0lkge alae & b's oe Aa oo 1104 S. Wabash Avenue............ Cc 
ORI 0-5' 54" «ing Cig woe ani acidalang are eae aE 429 S. Ashland Boulevard..........|......-++: 
ERICKA Ys PRIONE RS NSO. 5855s ow GA aces Eo Ra San eaer 1300 Jackson Boulevard............|......5+55 
Marian S. Burnett Co................ oa J. Mileoch........ ok eee C—E 
Ce ee et a eee pe eee J 
Chicago Offset Printing Co........... Frederic H;, Pattee......... 610 W. Van Buren Street........... O 
Cuneo Press, Inc.. er eh Oe MGS OW cP ONE DOUTCCE. 6 oie cc ce scene ecfe ons coon 
R. R. Donnelley & Sons Co........... E. Mulliken.......... 731 Plymouth Court............... C—O—E 
Edwards & Deutsch Litho. Co.........| J. H. Huss............ 2320 S. Wabash Avenue............ O 
ee, IF roe rr rte ig errr errr rere 
Gamble, Kuhl & Bent Co............. Bertram Reibel....... 17-23 N. Desplaines Street.......... C 
MSRM OE NSTI «ose 65 ok 5s oe os cree nic on Fred B. Glennon...... Ge AO CLS re C 
W. &; taal Printing Co... 6.6. eo cen M. E. Franklin....... 4600 Diversey Parkway............|..-0000 03 
The theron Press, fae................. Norman B. Jacobson . .| 221-225 W. Huron Street........... C 
James T. Igoe Co.. PE ee ORO 600 W. Van Buren Street........... C—O 
Jahn & Ollier Engraving IRENE: R. E. Weymouth - City 
E. W. Hill - Country ..| 817 W. Washington Boulevard...... O—E 
SY re enema ene ar 435 N. Michigan Boulevard......... c 
Kier Letter Company................ Janet Olsen........... Re SO a eee c—J—L 
J. Koven & Company................ a | eer 116:20'S. Green Street. ............ C—E 
ee, Ce ROG... ssc sacnabes dou napereneesaovse ee 1040 Fullerton Avenue............. C 
Low’s Letter Service................. Samuel S. Hickox..... 223 W. Madison Street............. L 
Magill-Weinsheimer Co............... G. R. Wheeler. .......| 1322 S. Wabash Avenue............ C—O—-E 


C—Color Printing. 


E—Engraving. 


J—Job Printing. 


L—Multigraph Letters Only. 


O—Offset Lithography. 


Ci 


Ch 
Cle 


Col 
Col 
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Leading Printers and Lithographers 
Cit Compan Sales Manager Address Equipped 
ity pany g To Handle 
Chicago, Ill. (Cont’d.)..| Manz Corporation................... Joseph C. Gries....... 4043 Ravenswood Avenue.......... C—E 
Geo. F. McKiernan Co... ...........0. Kenneth G. McKiernan} 430 South Green Street............ C—O 
Mead-Grede Printing Co.............. p cence sanns 610 W. Van Buren Street........... Cc 
Moreats S6:NOte CO... 2 bcciccacseccas Marshall W. Moreau ..| 850 W. Adams Street.............. Cc 
National Printing & Engraving Co.....} Edw. Fischer......... 7S. Dearborn Street... ............. C—E 
ge ee Lloyd F. Neely........ 871 N. Franklin Street............. Cc 
Northern Bank Note Co.............. Edward H. Rickards...| 2340 N. Racine Avenue............ O 
ina is sw hing od DORE ea NORA REE Harrison and Clark Streets......... Cc 
TOTTORI ee ee ee DIE 8 ere waiv ne tio vudasieslemedxaunne 
MSV Cla CS ee ere Lewis M. Pryor....... 633 Plymouth Court. .............. c 
Regeneteiner COM... ... 0 0c ec ce cence. I. Grollman........... 310 S. Racine Avenue.............. C—O 
AIEEE IG Ct © RHEE IGIEW isa. 3 51a dose! do: wo 0%. 0(@ A Pa eemiaraca era AR @aree OOee 20th Street and Calumet Avenue... .| C 
ME PN inns oe dc ccecce ceived Chas. J. Schmidt...... G36 Poderal Street... . 5... cccccece. C—E 
Shattock & McKay Co............... H. G. Knowlton.......| 426 S. Clinton Street............... < 
ER. G. Shesnaan €: Gov... «os occ ces ccs C. ¥V. Wilson............| 637 S. Deashoen: Séreet..... ......00. C—E 
oberg Co cut © Oe 955 Sock os sb sc nd ote rec Galiucareeeduwuuseds TAG We CMON HOIUEE sg occa aces cece dc ccces nei 
Simmonds & Simmonds, Inc...........| J. T. Moore.......... 422 S. Dearborn Street............. C 
The Stevens-Davis Co................ Alfred G. Langworthy .| 1234 W. Jackson Boulevard.........| C 
pO EP rer Ree ie PORE OA e NORAD NW RO HOROES «cio diccve-diceleawedienees 
Walton & Spencer Co................ Ss a Sa ye ee C—O 
Webb-Linn Printing Co............... Lou L. Berlin: ........ TIS S. Cintas Street. oc. 62 kc c ces € 
BOGOTA TRANG sds dbo o <n Gla ais Peer ee ae aw habace ae PERI Was x6 i arae Jade ive o¥ C—O 
Cincinnati, Ohio........ The Bohnett Company............... oe eres Third and Vine Streets............. Cc 
CENCE TIPITINM@ Oly. 5 aiu'c Sock ctles code Paeaebeweunasaeawe war CIE WN HIOOE os ic dean wie nda eealeeanvexadk 
Flottman Company.................. F. E. Flottman........| 1042 Summer Street............... c 
. The Hennegan Company............. John E. Hennegan..... 311 Genessee Street................ C—O 
The Alfred M. May Co............... Alfred M. May........ GUT Wat GEE 6 odd isin eccnceur ¢ 
The A. H. Pugh Printing Co.......... A. R. Ulmschneider....} 4th and Pike Streets............... Cc 
Richardson-T aylor Printing Co......... choccccccccceceecceccces REDA Remteete RO GNG oa bois cccencleeecaauess 
The Seyler Printing Co............... William H. Nau....... 325-327 W. Third Street............ C 
The Louis Streit Company........... Chas. D. Mervis...... AIA EWU SCOR iene cca vienna Cc 
U. S. Printing & Litho. Co............ Bi CRG iso he Robertson Avenue and Beach.......|.......... 
Clearfield, Pa........... PE ha Ss So os vin Ray ek akee cae ons 227 Dhawicet Street. oa ccc ecccecss J 
eer ee Es HOR i dv cacenebennbesaees cialis darn Sarecie se C 
Cleveland, Ohio........ ‘Phe Bebout Printing Co............... F, M. Downs......... 400 Lakeside Avenue., N. W........ c 
Cantett: COMMERY -0ss cn decsasienscns Ba dia dame ea een me Oe Cc 
Congress Printing & Litho Co......... Robt. R. Weber....... 1 eo, C—O 
NS 6 as aa soa shoe bxersd culmea a Rent dae 9gi eg Serer C 
Dayle G& Walt Printing: Cos. ooo. ccc boccccwncsctuecebeses ss 310 Lakeside Avenue.............. G 
William: Feather Con. . .....0665 0006-04. Barton J. Haggard Pa LO” ee C 
Pe; Gatiiiate brit COs 5 6 sea ae eawne x carseianducneccues G23 St. Cistt AvemtiOs. .oi os oa veces € 
The H. W. Hill Printing Co........... Lx Ac Swydet soc 3 DEL itt AVON ios. co. cc cten cas c 
COE Pinte COG. a cco c ce ieee menes V. V. Tompkins....... TRIG Wa tte NNO oe kien vo Hocwaeas C—E 
IRCA Cleo gree ata ce si tiei dic owe eae aa eae RI ROPE Pet RIOR ork ccs vewadudleawacwncns 
Gangeie NeW ee oasccta ees E. H. Foster & Ce., Inc.............. a) A CO So N.S C 
Columbus, Ohio........ The Franklin Printing Co............. fe 23. re RG GAO UIE adi ediawccdceuees C 
poo ree A. H. Leamon........ OE Bs EE NN iiss. cieccwanews C—E 
Wa VEE SOGS COG ich ck ve ies Lh 2 22 W. Naghten Street.............. C 
The Meredith Letter Shop............ Karl R. Meredith..... 710 Atlas Building 8 E. Long Street | L 
Sehmitt Printing Cos. coc... cee ces C. A. Trowbridge...... Ore C 
Council Bluffs, Ia....... Monarch Printing Co.................] J. E. Hasech.......... Ath aiid) HROSGWAY. 2. cece ccc wees C 
ee Walrawerl Bree, BiiCs. ..o56c ccc cakes ce. Da ho Caco Se Ae eer © 
Dayton, Ohio.......... Dayton Process Engravers, Ine: «.... <<<}. occ cc cacnsccciecce coess FIO-250 W. Sth Sereet..........0225. E 
Phe Drury Printing Co... «6c oc00556 W. P. Hoffman ee C 
Deter, TE... 5.56... Review Printing & Stationery Co...... Fred. H. Johns...<..... 361-365 N. Main Street............ > 
Defiance, Ohio......... Defiance Printing & Engraving Co.....| F, J. Papenhagen......| 500-512 Court Street............... © 
See Oe. ee Aha ne ee ee See 
Des Moines, Ia......... Success Composition & Printing Co....| J. H. Curryer......... 3rd Street and Keosauqua Way..... Cc 
; University Publishing Co............. Frank B. Scott........| 222 Fourth: Street. . 5... ce ccccceees C 
Detroit, Mich.......... aia Bie Sid api anakn aca cu ase meena baaa ens 900 Marquette Building............ Cc 
John Bornman & Sons............... F. D. Bornman......<. GUL We Bore Streets <i oie ices «..| C—O 
Carwert Lathomragh Co... 2... cc cess Mr. Jefferson......... 2100 W. Grand River Avenue....... C—O 
RO RRON CEM ON ns io ardfa pists Wan rcin ding alana noted va casi uae ter SOROS OUI s ica. oo 5 cain ca dbe ns quss vais 
ST Sialic 5: se ata oh maid glans Wiese hese Re RN 725 W. Grand Boulevard.~..........]....-.-0. 
i'd Shas an bun nase ed neues d Casula haae 818 W. Hancock Avenue. .......... C—O 
NA MTEC MIN WO iis 22 accun ck ae Re aleacdaueeeweneuenah a. 2842 W. Grand Boulevard.......... C—O 
Fs aa PRC © Oe SIN oa Soa wre 5 5, Sina die oaiecaediims oeekeens Tae VCs PL CNW os. a oss cacwclawes vawews 
Locsiized Adwertiowm Cot... ....csccihi ca ctuswcectiececedncs. PAN i MRE isis ac area aida Kesh d ala weaie'' 
DUNREI IAS OAH NORES Fo ig a. 2. cian exis AB ered aw Ee Wane aeea ee 550 W. Lafayette Boulevard........ C 
NN iat iwgde etude sean uaaedeebimentanes 8 ER en Heer 
Saturday Night Press, Inc............ T. E. Robinson....... SIG We DONG CROCE Sc occ cic ceceess Cc 
Speaker-Hines Printing Co............ Ralph Thomas........ 148 E. Larned Street............... C—E 
BEGIN CANN ffs ia olay Sicic uc Soest aem eau ues ead 1985. We Don€ Street... o. os cceancens C—O 
The VanLeyen-Hensler Co............ Frank W. Schwartz....| 513 Shelby Street.................. C—E 
Dowagiac, ee, Vee Dowagiac Daily News Co............. INC, NINN Soc: Bch as eh a eaeta eX wuldltnaacaion 
uluth, are Stewart-Taylor Company............. a 322-332 W. Michigan Street........ C—E 
| & er TEI R OE. Et hen en 79 Pennsylvania Avenue........... Cc 
«te Hughes-Brice Co............00ceeeues E. W. Haight......... 400 N. El Paso.......... 220.0000. Cc 
TR aan en a Ee Ae Cann, Gee eee nm MPM 8, eit Rs OTe a Fee a > 
Erie Litho. & Printing Co............. Wm. K. Achert....... 1010-28 East Fourth Street......... C—O 


ee atittiniennrnnicniiani 
C—Color Printing. 


E—Engraving. 


J—Job Printing. 


L—Multigraph Letters Only. 


O—Ofset Lithography. 
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aia Equipped 
City Company Sales Manager Address To Handle 
Evansville, Ind......... Maer Tpeteent Ce... 6. is oe wee 8 A. A. Brentano........| 212-220 Locust Street.............. C—E 
eee). i re Ae perry rremeres ry. re ir cen) ener ee eee Cc 
Fort Wayne, Ind....... ee  . . hae sae was wanes ae RI ic ce viwchewe’ C—F 
Fostoria, Ohio......... The Gray Printing Co................ SR PRP 335 E. North Avenue.............. C—F 
Galveston, Tex......... Ae rrr ee ren 2308-12 Mechanic Street........... J 
Glasgow, Scotland...... EE ES eT, ee pr mmr mn: er PET AE ee ta Aer eee eee Cc 
Glenside, Pa........... Model Prnting Uo...........-...5-5- S. Victor Freeston.... . 128 S. Keswick Avenue............ Cc 
Creed Daas, Bie... 2 are Se bk ln na ses cece s tude benens neice ceae eehedases DGTINGBICNY GUECEG OWN os oe eee eben sevens ccs 
The Jaqua Company.. a in shon Sescee ease iias trea Sak tae 101 Garden Serect, S. BE... .........1.......... 
Michigan Lithographing | “aha iar John H. Eleveld....... Carlton and Fulton Streets......... C—O—E 
The Toren Printing Co... ............6 Nicholas J. slated ..| 29-31 Ottawa Avenue, N. W........ C 
Gulfport, Miss... « . | PRE ROE ROI oo cscs eee ecerscaes Clayton Rand.. hgh, Nat i aA ea, Hae Nea . 
Gulfport Printing Co................. Ralph E. Brash....... ES ode inl eG ae ae Cc 
Hammond, Ind......... Wins 0 MOORE CO... cick ie ee tas MOWHE cn. oh eae ESS 2) Sr or a C—E 
Harrisburg, Pa.........| Nungesser Printing Co... . 2.2.2.0... [ewe eee eee eee cee ee efecto eee c eee cece e nec en ee seneeeens C 
Hartford, Conn.........| The Kellogg & Bulkeley Co........... Wm. H. Bulkeley...... 419 Franklin Avenue............... O 
ON rere: Serene ta eee rr ee e 
ie Bee ar CI GO... 8 Pen ce can ck ca cena ewes PRON FIMCE, Sous owes osteo vo eews Cc 
Houston, Tex... .... ois 5 nn'5.4.4 4 SRR Ee tae tes See ae | Caroline and McKinney............ C 
Orit ecrrp ier eNOS, 5... 5. s.crccclnae ter aceasta eee leat ise eior renee els ccarann sere ech Aa ood x asta Cc 
Huntington, Ind........ National Printing Wo;......... 25.565. W. WoWhite.......... 1-8 N. Jefferson Street............... Cc 
The Whitelock Press... .. 2... 06.55. W. J. Whitelock. . North Jefferson Street............. c 
Indianapolis, Ind....... Beevey SHE 900s, 62s hes hk one BOW oP. hoc. ss 6 ZOO Wis COMO SECs. bos khan nes C—O—F 
Servise Prating Go.............55.5>% J. E. Mendenhall...... 1009 Keystone Avenue............. C 
Jackson, Mich.......... IDM SG ies in GARR Gave OS Ree S SOR Don De May........ 813 Michigan Avenue East......... C 
Jacksonville, Fla........| The H. & W. B. Drew Company...... ee oe | 22-30 West ay Street... 5. 26s... C—O 
Jamestown, N. Y....... SiSNEAT ECS ARG... « onlon x ¢ cekok ous G. C. Magnuson...... | 212-16 W. Second Street........... Cc 
Jefferson City, Mo...... The Hugh Stephens Printing & Sta- 
NN i Ah kN ao x 65K Frank C. Botz........ ie Ce hea aia a ERS a ine cake S90 Wis C 
Joplin, Mo........ The Joplin Printing Co............... Gerry A. Manning.....| 509-15 Joplin Street............... C—E 
Kalamazoo, Mich. Bares nti GO. ..6)56 6 osc na os some Ig fe Dig bo hn | E7aS Petord Gtrect................ 3 
| Horton-Beimer Press................ tN eee ee | 119-123 Exchange Place............ C—E 
Kansas City, Mo.......| Sam’l Dodsworth Stationery Co....... J. S. Dodsworth....... 412-14 West 10th Street............ O 
ee ere errr rrr er | SIO Mee Avemie............4.... 
| Homer E. Paris Printing Co...........| Homer E. Paris....... Boo re c 
| Smith Grieves Printing Co............| A. M. Kleinhoffer.....; 1701 Washington Street............ C 
| Townsend Printing Co................| M. E. Townsend...... | 1524 Walnut Street................ C 
| MAREN OE ROO ooo ox x's. garner emg Bye Saas al aces Saas BA a ke Sah ES Oe rah ee eee C 
Lansing, Mich..........| Miller-Stone Printing Co..............| Bruce M. Stone....... ) POG INISIN StEOlt sc oa ccc cence es c 
| Dick Short & Company.............. Dick Short........... | 621 East Hazel Street..............| e 
La Porte, Ind..........| The Cochrane Printing Co............ R. J. Cochrane. . .| 719 Michigan Avenue.............. if 
Leicester, Mass........ | Russell Manufacturing Co............ Ralph Russell......... ERS E LS Mer ere or rere c 
Lincoln, England...... | J. W. Ruddock & Sons...............[o.s esses eee teens. ete eee ere er er ree & 
Lincoin, Neb............ oo 4S eer Arthur S. North SER 4g Six Feat oer an Soak sea ees C 
| Woodruff Printing Co................ sage aaa te he Ee oe 2 
Lisbon, Ohio.......... Be Oe eer ree J. J. Bennett. . ..| BOOS. Beaket Stvect...............1 C 
Little Rock, Ark.. PHONG ee mAITINMOC NBO coco a. cus atsidiswscet-noe Ne SEAMNBOR 68d. 6 sed | INE ois. ki cnc ceasb eves C—I 
Long Island City, N.Y. .| Offset Gravure Corporation... .....:.5.. P, P. Carroll... ...| 110 Seventh Avenue............... O 
Los Angeles, Cal........| California Letter Co.................. Rex E. Keller.. Ch ckeh tet Neo Bio 3 See eee LE 
a. UA ree Wendell W. Fish...... | 919 Union League Building......... ’ 
pe Co. 2 a a a (Neer eee net REOR at | 509 FE. W.. Braun Butlding.......... ee 
| The House of Ralston, Inc............ J. Henry Chaney...... Be 8 Sere C 
Western Lithograph Co............... i, W. Pearson... >........: | 600 RN LS er C—O—E 
| Young & McCallister, Inc.. Harry A. Earnshaw... .| 1300 Santee Street................. Gc 
Louisville, Ky... .. | Courier Journal Job Printing Co.. Thos. F. Gordon... ... | 316-326 W. Liberty Street.......... C—O 
The Ererald: PUIBtery «coe. sre ce es C. R. Gregory........| 338 E. Kentucky Street............| C—O 
Kentucky Printshop Co..............] ..eecceceeeeeees ie Mh ee eC ee rere | C 
Bish PENS NGOS... Sicha ctw Fred E. Gerberding. _..| 408 W. Main Street................| E 
Schlich Engraving Co................ R. C. Schlich, Jr.......| 104 W. Main Street................] E 
Standard Printing Co... .:..........5 C. V. Franks..........| 220S. First Street................. C—J 
Macon, Ga.......... WE Be WN USER EO sso. cise c a ccs caer Walker Flournoy...... S06 Chetty street. ........ 2... sss J 
Madison, Wis..........| Cantwell Printing Co................. F, W. Cantwell....... 121 S. Pinckney Street............. C 
Marion, Ohio... . | Jay H. Maish Company.............. Jay H. Maish......... B00 SJ MAM Steet... we eae ee a 
The Monarch Printing & Supply Co. ..| K. M. Bower......... ee eee C 
McGregor, Ia..........| J. F. Widman & Sons Co............. RE Ree Es Ps rr reer a 
Meriden, Conn......... | Johnson, Twin & Miller.............. Foster M. Johnson... .| Crown and Perkins Streets......... C—E 
Milwaukee, Wis... . . MG eee emrPTANE MSO 35) sie tases a>. dos see eam ceeclncne ors @ heer oes Enterprise Building...:...........- C 
The Gugler Lithographic Co.......... Ralph Gugler......... GOT BONE WAV so. oo oslccnee s: ie 
Meyet-motier- late Co. ......i66. 6.606% R. W: Evans..:.......| 25 Van seuren Street... .......4... C—E 
Milwaukee Printing Co. & Milprint ° 
BPRS BOI oe ya = 6 piece eae os Roy Hanson........... 37 /-sho MiOriaa Street. 66s. ei os C—O-F 
a Le Perr ee ree cer rrr CC Ec ACTS a ee O 
Wisconsin Printing Co................ (RAS Dey CS, 2200 Port Washington Road........ . . 
Minneapolis, Minn......| Bureau of Engraving................. Si le Go 500 4th Avenue South ............. C—E 
Jensen Printing Co.................8: Carl A. Ringbloom....| 114-128 N. 3rd Street..........---. C—O 
Tineaaind Press inc;. ............0<: WV SONIA 5 si beca 406 6th Avenue South............. J 
UA... ., . . . \ ce cvairabeas eoaas buaeibenee eens | 700 6th Avenue South............. C—O 
Monmouth, Ill..........| Commercial Art Press................ Web W. Johnston... . .| € 25) eee C—E 
Mt. Carmel, IIll......... | The Gilbert J. Harris Co..............| Gilbert J. Harris. ..... | 418 Market Street...............-- J 
ee eee kt ee nn er re renee rrr | 159 Fourth Avenue, N....... 60. 60-{.-0 00 


C—Color Printing. 


E—Engraving. 


J—Job Printing. 


L—Multigraph Letters Only. 


O—Offset Lithography. 
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Direct advertising 
....a Medium 


Tue business of Evans-Winter-Hebb is the creation and execution of direct advertising 
as a definite medium. 


We are convinced that direct advertising is a medium which requires the application 
of definite principles and technique: 


—that where its use as an aid to marketing is indicated, nothing else can do the work so economi- 
cally and so well. 


—that satisfactory results from direct advertising demand the services of an organization with 
specialized facilities for its planning, preparation and production. 


The significance of our organization lies in the breadth and cumulative experience of 
our personnel, in the completeness of our productive equipment and in the concentra- 


tion of our entire energies and abilities upon those marketing problems that require 
direct advertising. 


The Evans-Winter-Hebb organization has within itself both 
the personnel and the complete productive facilities that 
are essential to the successful execution of direct advertising: 


Marketing Analysis—Facts are gathered and Engraving—A complete plant within the organi- 
thoughtfully analyzed for the guidance of all zation makes plates exactly suited for effective 
concerned. direct advertising printing. 


Plan—Professional care is given to the shaping of a 


Sitti F , 
deliaine plan efguvcniiam. rinting ighly niodernized pressrooms are 


equipped to produce either offset or letterpress 
Copy—Copy is prepared by seasoned men, experi- printing, as may be required. 
enced specifically in direct advertising. 
Binding—Usual bindery methods are augmented 


Dasign—Que degeateneet, aity memned, ie Coveted by special skill in direct advertising work. 


entirely to direct advertising layout. 


Art—Another art staff prepares the final working Mailing—Checking and distributing facilities are 
drawings, particularly for direct advertising. provided for the most comprehensive schedules. 


GBB» 


EVANS-WINTER-HEBB Inc. Detroit 
818 Hancock Avenue West 
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Leading Printers and Lithographers—Continued 


City Company Sales Manager Address nope 
Nashville,Tenn.(Cont’d.)| Williams Printing Company.......... Willard F. Deveneau...| 160 Fourth Avenue, N.............. C—E 
Pewask, N. J... sees ERS on cys vcs Kaisa nok R. W. Stanger........ 16-22 Lawrence Street............. Cc 

Alon G. Highton, Inc... 000... ee eees Frank K. Bragle...... DIG Mar wet Slleet. wc ks ccec cle cecss C—E 
New Britain, Conn...... Adkins Printing Company............ ere G6 Cito Stheet.......cccccccsseess Cc 
New Haven, Conn...... CUES BOS STALE SARS PEE | One Wie nee RRS, (SG TI eer Ot OOOO Can COC Ce Seem Cc 
The New Haven Printing Co.......... Wm. P. Gray... 66.6. 101-105 Meadow Street............ C—O 
Newport News, Va...... EAR OE, ee a a. | sate eR IR re (Neca ae ee Noe co roe eee c 
New Orleans, La........ American Printing Co. Ltd............ eee re ee ee Cc 
on Eee eg he Cn | en name (neers cr MGRERKEE Sp ecpebass ses C 
E. S. Upton Printing Co.............. | eee 535 Magazine Street............... Cc 
New York, N. Y........ American Colortype Co............... D. R. Morean......... Ol Wey PP EE ne vocivesceces C—E 
Mtns Eaengenpbing Co... .... os. licens vscvevesocscacins eee C—O—E 
PE RS BING. onsen ee ccecvccce Ns 5 5s cvas 406 W. 27th Gerest... ow... ce ccecese Cc 
Albert Becker Company.............. elson D. Becker..... | Cc 
TD os 4 i Kn wk.r cies ebiarebdesneGhiuse onan ke | C 
NG. Sick ang ae os +k 40ce Rn aoa oa elle RS) ee ree J 
SS en M. D. Pakula......... i re C 
Commanday-Roth Co., Inc........... Frank I. Commanday..| 175 Varick Street.................. C—O—E 
ec a ccwake cane Peter Coughlin........ 270 Lafayette Street............... C 
SGN NE Sig 5s S60 as oncahsdcescnewsesncar nye dien 60 Lafayette Street..........0000005 Cc 
I 5 ic ca vndchewceransvanbedtadestsnkie eT ee rene 
PNG RE BEE GD. 5.5 ok oe cakiperstecctenssesenwe’ys I cave Sava seneneaence O 
SP errr an res Re IR isi cnavnsdesenwnes C—E 
cds 0ccenshxg eee mercesPendeenanneakal 461 Eighth Avenue................ C 
SCPE ee ty hen 1067 Southern Boulevard........... Cc 
Wilbert Garrison Co................. Lewis F. Garrison..... 82-84 Beekman Street.............. C—O—E 
Ns vc kcccuncesdace H. E. A. Gibbs........ Be es CEE, ovine sv scceseeeece C—E 
William Green Corp.................. ohn J. O’Donnell..... G27 We. S000 Beveet: . 6. cvccececs C—E 
Hardingham Press, Inc............... I, N. Hardingham..... 80 Washington Street.............. C—E 
Herman & Brokaw, Inc............... Paul Herman......... 316 Hudson Street............0000. C—O 
EEE ey DERE, oe Se Ce TCTT TT. Tee TeerTe 
EE SR. ere ee eee - 1067 Southern Boulevard........... C 
ose ah kexedenwewwls Arthur J. Barlow...... 578 Madison Avenue............... Cc 
» Ma. Lawerty Gt Gom...... 0... 6s sees A. J. Laverty......... Bae We FOU Beheet, ... cece seeees J 
mtn Ge Ghemieman...............00 Ph. Sheinkman........; DT I ne scksccccavsvnsves O 
Montague Lee Co., Inc............... Montague Lee........ Pe le I ooo isc adenine nhyescescsed 
Clarence S. Nathan, Inc.............. Herman Jaffe......... A 8 C 
Nation Press Printing Co., Inc........ ee ae 57 Mow CHAMBOE, .. 6... cece vecses C 
TIT: TST Ree Be rs IE ood ned ocvacess O 
ee eS EE OR eee 330 Seventh Avenue............... C 
Sn re A. R. Hammerslag..... DOT WV DOU CREE ss sis. vis'as'es bacnes c 
Patmaet Gr Oliver, TAG... 6.5 «6 s.c os. o0 0s 0% Bie WeOUVers. <<é03 06's te ee C—E 
The W. F. Powers Co................ F. H. Hughes......... eee O 
SOF A oer he eee C 
Rediield-Kendrick-Odell Co... 2... fecsccccccccccccncvenes 10th Avenue and 36th Street........ C 
The Reffes-Sandson Co............... ph os EEE. 416-22 W. 33rd Street.............. C 
Rogers & Company, Inc.............. M. L. Griswold. ...... Printing Crafts Building............ C—E 
ee Sea Louis Rodesk......... oh? en rer Cc 
The Schilling Press, Inc............... W. L. Schilling........ Oe rere C 
Seettame? Mros., Inc... .. . 0... .00.00005 Morris Stettiner....... 424 W. Sind Street... ......csccees C—E 
‘The Stillson Press, Inc................ Samuel Graydon...... 461 Eighth Avenue................ C 
The Stiting Pret. ..........00005050 A. Stirling Smith...... 318 W. 39th Street..............-- C 
Strawberry-Hill Press, Inc............ William J. McQueeny..} 432 W. 45th Street................ . 
Weber-Earley Co., Inc................ William J. Weber...... 200 Hudson Street................. Cc 
ee ad eo gg ie Edw. H. Yerg......... ee ree C—O—-E 
EOE OR TPE TNC TT eer ne BOO VO GOIN. bc ncvwessens O 
Norfolk, Va............ I a. ua sc v4.0 d ira aK wate yn Nak nko e a ce wiies Aanceees atane Cc 
Oakland, Cal........... Bennett & Morehouse Fox Press... ...|.....220cceeeccceeeees CO rrr errrr es 
ce ee nr Ben D. Tooley........ NO ee C 
Ogden, Utah........... W. W. Browning Company........... W. J. Browning....... TIT CTE TCTs J 
ee rere ert rr rrr ners 408 W. 2nd Avenue................ C 
Omaha, Neb........... er. ee A. J. Samuelson....... 1214-16 Howard Street............. C 
Burkley Envelope & Printing Co....... H. V. Burkley, Jr...... RS Seer errr C 
Peterson Lithograph & Printing Co... .| D. L. Maddox........ 1309-15 Howard Street............. C—O 
ae The Delta Company................. R. L. Whitley......... 629-31 Main Street............00+: J 
Paterson, N.J.......... Biauvelt Bros. Co. <.............0005 Frank C. Blauvelt..... 680 Madison Avenue.............-. C 
Philadelphia, Pa........ MRC WROME BL ESB is 6 acess oa 0 5.0 6 ais oe Se eee Broad, 15th and Wallace Streets... . C—O—-E 
Biddle Paret Press... ... 6. ....00600% Edward S. Paret...... 129-37 N. 12th Street... ............ C—E 
The Bingham Company.............. George W. Scudder. ...} 139 N. Juniper Street.............. C 
Joseph Brennian Go... ......6.06.. 60% 5008 Joseph Brennian...... 3832-40 N. Jasper Street........... C 
Clark Printing House, Inc............ Kenneth S. Rolston....| 821 Cherry Street...............-- C 
Eakins, Palmer & Harrar............. Harry A. Palmer...... ee ee Cc 
pee de |, EET ETE ern Pe Teen e rs 518 Ludlow Stfeet........5.cceee0 cee: 
Been ty DOU Se BI 8 gc cs ads cncnwcanes eeecensncel LOTS EMA IROCE © 5 a.c6 ere @oikhereees c 
Puen Raney GE. Gtk... sss s chegesnceceesesenssne dee 4th and Arch Street... ..........6- C 
ee EE oe ee W. A. MacCalla....... 3640 Market Street................ C 
Edward Stern & Company............ Maurice Weyl......... RR 8 C 
Lo, 8 * Eee Clifford S. Ware....... SOOT PPT ere C—E E 
Pittsburgh, Pa..........| William G. Johnston Co.............. M. C. Henderson...... P. O. Box 559, N. S, Stat.........+- Cc 
Port Jervis, N. Y....... Mahoney & Werth... .........0060000. Vincent C. Mahoney...} 61 Church Street..............0065 C 


C—Color Printing. 


E—Engraving. 


J—Job Printing. 


O—Ofset Lithography. 
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re) : 
The printers listed render a complete Austin Bates for analyses, plans, copy and 
service in direct-mail advertising. They can art work. 
be of assistance to advertisers whose ex- The combined advertising experience of 
penditure is modest, as well as to the larger the Bates organization totals ninety-six 
ones. Ninety-nine businesses in one hundred  ionsoonia During the past five y ears, successful 
a tian ileal oalllie fit campaigns have been made in every con- 
oo ~~ a ceivable line of business. 
In addition to their own local service men, Inquiries may be addressed to the nearest 
these printers draw on the office of Charles office, or to New York. 
Altoona, Pa. Lincoln, England Rochester, N. Y. 
Mirror Printing Co. J. W. Ruddock & Sons Case Hoyt Corp. 
Boston, Mass. Little Rock, Ark. St. Louis, Mo. 
i Geo. H. Ellis Co. H. G. Pugh & Co. Skinner & Kennedy Stationery Co. 
Bristol, Tenn. Los Angeles, Calif. St. Paul, Mi 
King Printing Co. House of Ralston H.C. Sint. 
Charlottesville, Va. Louisville, Ky. , , 
a Ai San F Calif. 
The Michie Co. Kentucky Printshop Co. Laeeedeete tM ‘ 
Chattanooga, Tenn. Macon, Ga. a 
Purse Printing “a The J. W. Burke Co. Cosimentehtatem Printing Co. 
Cincinnati, Ohio Montreal, Quebec 
The Seyler Printing Co. Dodd-Simpson Press, Ltd. Senate, os . 
: The Commercial Printery 
Cleveland, Ohio Nashville, Tenn. 
Ohio Printing Co. Baird-Ward Printing Co. Stamford, Conn, 
Des Moines, Ia. Newark, N. J. sngnapiiane 
Success Composition & Ptg. Co. Alex. G. Highton, Inc. Sydney, N.S. W., Australia 
Erie, Pa. New Haven, Conn. Bloxham & Chambers, Ltd. 
Dunlap — The Printer Bradley & Scoville, Inc. Tacoma, Wash. 
Fall River, Mass. New Orleans, La. “Pioneer,” Inc. 
The Dover Press Steeg Ptg: & Publishing Co. Tampa, Fla. 
| Glasgow, Scotland Newport News, Va. The Tribune Press 
Gilmour & Dean, Ltd. The Virginia Press Union City, Conn. 
Harrisburg, Pa. Norfolk, Va. The Perry Press 
Nungesser Printing Co. The Southern Press 
Vancouver, B.C. 
Houston, Texas Paterson, N. J. Gehrke’s. Ltd 
O. L. Scrivner Co. Blauvelt Brothers Co. wea 
Jackson, Mich. Philadel phia, Pa. Washington, D. Cc. : 
DeMay’s Franklin Artcraft H. K. Advertising Service | 
Kansas City, Mo. Providence, R. I. Williamsport, Pa. 
The Union Bank Note Co. The Adam Sutcliffe Co. Williamsport Printing & Binding Co. 
Lancaster, Pa. Reading, Pa. Worcester, Mass. 
Intelligencer Printing Co. Rettew Printing Co. The Commonwealth Press 


CHARLES AUSTIN BATES, (Znc.) 


If you are not situated in a city near one of the associated printers, we suggest you write direct to this office. New 
connections with printers are being made constantly. 


67 W. 44th St., New York 
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Leading Printers and Lithographers—Continued 


(For Rotogravure Printers see page 406) 


City Company Sales Manager Address © ng hart 
i Re) Cane oe (0 PR oS 2 ee ree ee Lorne A. Cameron..... 199 Pederal Gtrect.c. cc cheeses es C—E 
Portland, Ore.......... MRE ACVRIONES PTCES./. 55 6 oss. siceces Graham Glass, Jr...... WOUs@ Prontstreet. . . csi cece Cc 
Providence, R.1........ The Akerman-Standard Co............| Donald H. Clauss..... SS OS Nn ee c 
po ee ee ee re Charles S. Bromley. ...| 80 North Main Street.............. C 
The Horn Print Shop................ 5. Se IT... ss es eee J 
‘ Snow Gt Pamham Go... ...- 60s cc... Isaac F. Chase........ 45 Richmond Street............... ‘ 
Pueblo, Colo........... The Rocky Mountain Bank Note Co...| B. F. Scribner.........| 112-16 E. 3rd Street............... C—O 
Reading, Pa............]| Rettew Printing Co.................. E. W. Rettew......... 420 Franklin Street................ Cc 
Red Oak, Ia............]| The Thos. D. Murphy Co. ........... a se RR oe EO Ee Oe ee ee ae ee ane c 
Richmond, Va..........| Garrett & Massie, Inc................ G. Edmond Massie 1309-11 E. Franklin Street.......... C 
' Wiliams Ponting Go.................) ©. He Batley... 00.4... P1605 WN, Poe treet... oc. cee se c 
Rochester, N. Y........ I os c's. sia beh pepe whaneeiated as Oo ale Gab St. Pant Garett... ......6...4 C 
OR PRR E ED wee og Gros kis ws, sig es ea eee ee mE ole oe re C—I 
Foss-Soule Press, Inc................. Karl Thayer Soule.:...| 24 Exchange Street................ hs 
¥ Gillies Litho. & Printing Co........... BR. Anthony -..;...< <2 42-48 Stone Street............5...: Cc 
John P. Smith Printing Co............ Milcon G. Siiver..:....| 195 Piatt Strect..............20005 Cc 
Rockford, Ill........... Bannen Printing Co... 56.0.0... 04545 RoW. Bafinen:.......... PIOCION: 2nd Street... cc es C—E 
Geo. F. McKiernan & Co............. NE, ne ee as ne eee C—O 
St. Louis, Mo..........| Clark-Sprague Printing Co............ Warren R. Sprague. ...| 19th and Locust Streets............ C 
Ss Harrison Company Engravers.........} V. B. Carrico......... [HS SR rr E 
Isler-Tompsett Litho. Co............. Ted Fleming.......... 2940 Benton Street................ o— 
Frank A. Roth Printing Co........... Frank A. Roth........ 318 N. Main Street................ C 
Tg ee a Ci a ae ea P. C. Simmons........| Pine at Seventeenth............... c 
Skinner & Kennedy Stationery Co.....]..... Erne. (2 Ya A hoe Aah / ee > PM ere ne ee yee C 
: Western Newspaper Union........... We So MicGlevey sc. cc] Zee Wy BIRO DUNDEE. oo i cies sen nse C 
St. Paul, Minn... .. UR ie eu. 9 unis nuens S9 crpeaatianteatataded pean bats 5c ee ae a a UN nh Pk A cig C 
Brown-Blodgett Co.................. Harold E. Blodgett... .| University and Wheeler Avenue..... C—O 
Eo ass 5s ov Sa a Wear bee 505 Minnesota Street.............. Cc 
San Francisco, Cal... ... H. S. Crocker Co., Inc................ Frederick E. Keast....| 565 Market Street................. C—0O-—F 
Gabriel-Meyerfeld Co................ Albert M. Meyerfeld...| 250 Broadway.................... C 
NE ETE EE OOO OT ee OR INET TE EE Re eee C 
Neal, Stratford & Kerr............... D. R. Pinney......... eS C 
I Rion ian swe dbosse cu damwepwawnsane pe Oe eee Terres O 
: I 9 i ci nk oink XN eR ae RRR en Semi ed 1045 Sansome Street............... C 
Savannah, Ga.......... Commercial Litho. & Printing Co...... Herman Vaisberg......| 117 Bay Street, East............... C 
Schenectady, N. Y......| Benche Printing Co.................. C. W. Kastensmith. ...| 31 Lafayette Street................ oar 
: Tne peewee Caemeeny.....:........«.] RB Peme..... een et ener C—E 
Ny eee RP Ra TT eee TY ee ee ee ee ee ee ee C 
Seattle, Wash.......... ee ep Cok 6a rn Howard B. Lee........| 708 4th Avenue................... C—E 
Sioux Falls, S. D........| Will A. Beach Printing Co............ W. Herbert Roberts. ..! Seventh Street and Robert Avenue. . C —O 
: Sessions Printing Co... 2... .. con deen Hal Sessions.......... ZAOTW SOUP CE ECE eles oo5.6:5,4. 0s: Grek 2 8 C 
South Bend, Ind........ De MMA OD eos ois cscs sa 8 hace d Ce ala eeera sateanape Maas pk ee ees 417 'S. St.josepnotrect...... acc: O 
South Weymouth, Mass.] The Crawford Press................. David N. Crawford... .| 25 Tower Avenue..................}| © 
Spokane, Wash......... Spokane athe: 'Co.. ... 66... eee ees bee mica Ana ements Browne and Pacific Streets......... ae 
RPE SONNI «<<... - IER R MUNG ho oss pS wed Gov wsha hess GLE yrall wks nye iar te Speck asks torauwlae ore PO GaN Al BECO E sie dis eres gre ov cree J 
ON TN A EE LN eee: Pe en a eer err tt rene ree C 
Syracuse, N. Y......... Car-Van Engraving Co., Inc.......... Geo. L. Cramer... 561 S. Clinton Street...............| E 
Onondago Printing Co................| J. Edward Hitchcock ..| 251 W. Fayette Street............. C 
Tacoma, Wash......... LSS ea arene renin TRS sy Coe Cee ee ORIG Ue Set centr i res cra es ee ret aaa C 
Tallahassee, Fla......../ T. J. Appleyard, Inc................. Paul S. Appleyard.....| Monroe and Pensacola Streets... ... C 
ReledeOnio. The Blade Printing & Paper Co....... Leroy E. Barnes.......| 320-24 Se. Clair Sereet............. C 
OO Teeny CE eR ara oh rarer aetna wr Meenme SIO] Monroe Street. 2656... es C 
WUIHGR IEP ROOST 6 5.5.5.5 5.5. 55,9 6 tive eens estes apse as Ug Be Sy oe vee 
The Roberts Printing Co............. HM. J. Vorttiode...... ..| Babee eee . s . e ees C 
Wonmnae Oe Pas WE UO... bocca ecu veeneennens J8 NN. Ontario Street... ............. ve 
Tepeka; Kans:........... PACE y aR WIR IIEB a,c oss dais 5... ccs sce no oe ae Pawns 415 Kansas Avenue................ C 
Amronto, Keansda:,.... .. .....<] ROP Bae ARNE MORIN Sess 5 5: a) oni diss ewwiarn [eee eames ates eee ara t nc wk see ORC re eee asain ie Reales C 
Superior Prnting Co........ 22... 6605 Ferdinand Voiland, Jr..| 701 Jackson Street................. C 
renton, IN. J... 0... WG BSRORB EP ESS, ANC» 56sec sie sc cee os Edgar T. Beers........ 238 E. Hanover Street........:.... C 
: Onion: WatrcrACUIMNMings. |... hat eaten eds oS eae 130 E. Hanover Street............. C 
Union City, Conn.......| The Perry Press..................... 8 Se 168 City Hill Street................,G 
RENEE CEES. Oo 5, , TI iy ek 5 snes hes hes eo eee SS fare eee epi eee ae enon nist C 
Waltham, Diass.........| The Potter Prets..............65..86 Wm. He Brady... ...... 515-537 South Street............... sees 
Washington, D.C...... ET, Cae ee eT ROE eC hee ee er eee C 
Waterloo, Ia...........| Stewart-Simmons Press.............. IES os Sk 5s nda eels eae ean sy Cee evs C 
Wichita, Kans..........| Western Lithograph & Office Supply Co. Herman H. Cast...... Ist and Topeka Avenue............ C-O-8 
Williamsport, Pa... Williamsport Printing & Binding Co. Re CaUimlaat:: ... oo 6c55 431-39 Hepburn Street............. C 
Winnipeg, Canada. EE SOTS OSS 0 hone es Fae ie See eee ee | Te Re cs ene TIE ere aeons ee C 
Winona, Minn....... Jones & Kroeger Co.................. fe ie ee ee ee C- 
Wooster, Ohio... . The Collier Printing Co............... NR i i5: a ee La A inci on glu hens C 
Worcester, Mass... . Commonwealth Press................ ae 44 Portland Street................. C- 
Gea: W. Bae & Gon... .............: Harold E. King....... | SE Ported Street... cc see C 
BE ens hie dins wees neve William J. O’Connor...| 25 Foster Street.................5. C 
ee ere Grace Belknap Swan...| 311 Main Street................-+- J 
York, Pa... . ae The Maple Press Co................. John V. Wisotzkey. . . | Pe I ae asicdss cece | C 
Trimmer Printing Co.................| Wm. H. Trimmer... . . | 324-26 W. Market Street........... | C 
Youngstown, Ohio The United Printing Co.............. Nathan Grosshandler. . | 320-22 W. Federal Street.........:.-| 


C—Color Printing. E 


Engraving. J—Job Printing. 
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PERSONAJETTERS 


EACH AND EVERY WORD !S TYPEWRITTEN INDIVIDUALLY IN EACH AND EVERY LETTER 


get better results 


—far beyond the ordinary 


Business correspondence receives personal attention; the im- 


personal mail is pushed aside, given secondary attention or none 


at all, while the other gets action. 


The more personal your message is made, the greater personal 


attention it receives. Results follow in greater volume, just as 


naturally as more personal interest gets more orders for a salesman. 


Direct-Mail Producers: 
Write for outline of money- 
making opportunity. 


Many Direct-by-Mail Agencies and Let- 
ter Shops are turning to personal letters 
steadily. Thereby they can offer their clients 
a genuinely complete direct-by-mail service 
of greatest result-producing efficiency. 


We invite correspondence from Direct- 
Mail and Letter Shop concerns who may 
be interested in making more money by 
supplying high-grade clients with personal 
typewritten letters. 


We can help you increase your earnings. 


Write us. 


Does 3 Girls’ Typing 


Good letters cost much less 
—in RESULTS! 


At slightly greater first cost, sometimes no greater, good letters 
expand results amazingly. In consequence your good letters cost much 
less in the only currency that means anything — RESULTS. 


Every step away from a dictated letter is a step downward in your 
result percentage. Every step away from the “form letter’ appearance 
is a big step upward in results. The only thing that can reduce cost of 
letters sensibly for you is increasing results. Personal letters do that. 


—then “results” 
determine your values 
Your letters will become more valuable in your mind as you see the 
results mount upward steadily. Individually written personal letters 


do actually produce unbelievably great increases in results. When 
intelligently used — they pay most surprising dividends. 


Write for More Details 


SELF-OPERATING 
TYPEWRITER 


MacPherson-Eames Mfg. Company 
417 South Dearborn St., Chicago 
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References to Direct-Mail Advertising 


To stamp or not to stamp. return cards—what results show. 
(International Projector Corp., Chicago Acme division.) SALES 
MANAGEMENT, October 29, 1927, page 757. 


Why I cooled off on return cards. PRINTED SALESMANSHIP, 
October, 1927, page 125. 


This plan brought forty-two per cent replies from one mailing. 
(Clarence A. O’Brien of Washington, D. C., sells an intangible— 
that is a service which has for its prospects attorneys and manu- 
facturers who have products to be patented or trade-marks to be 
protected.) SALES MANAGEMENT, February 5, 1927, page 236. 


Do you analyze your direct-mail returns correctly? (J. L. 
Hudson Company, Detroit.) ReTamw Lepcer, First June Issue, 
1926, page 9. 


Returns: Fifty-five per cent. (A campaign meant to secure 
the interest of the trade rather than to make people buy, and 
consisting of ten dual-use letters to be mailed at the rate of one 
every ten days.) PRINTED SALESMANSHIP, March 1927, page 49. 


Sales: $124,101; Cost: $1,397. How Sheaffer Pen opened 2,406 
new accounts. SALES MANAGEMENT, December 12, 1925, page 797. 


How a direct mail campaign sold coal in summer. SALES 
MANAGEMENT, September 18, 1926, page 446. 


Working 5,000,000 prospects three times with direct mail. 
(Chevrolet Motor Company.) SALES MANAGEMENT, February 
19, 1927, page 323. 


A direct-mail campaign that sells one out of four. (How the 
Ottawa Manufacturing Company sells milking machines by 
mail.) SALES MANAGEMENT, September 4, 1926, page 370. 


Industrial Advertisers build membership through direct-mail 
campaign. SALES MANAGEMENT, April 2, 1927, page 644. 


Montgomery Ward’s new tactics in mail order advertising. 
SALES MANAGEMENT, May 14, 1927, page 889. 


Why Nunn-Bush dealers doubled their advertising in 1926. 
SALES MANAGEMENT, May 14, 1927, page 927. 


How Marietta Paint introduced a new product. SALES MAN- 
AGEMENT, May 28, 1927, page 1044. 


Direct mail and sampling to sell coal. (Watkins & Winram 
Coal Company Ltd., Vancouver.) ‘THE Marpac, April 1927, 
page 216. 


Cellophane, a wonder product of war-time chemistry, put 
over to manufacturers by direct mail. THE Mar.pac, May, 1927, 
page 263. 


3,500 architects said “Keep me on your mailing list.’ (Cham- 
berlain Metal Weather Strip Co.) PRINTERS’ INK MONTHLY, 
August, 1927, page 82. 


When we checked out of shows and used better printing in- 
stead. (Midwest Fibre Company.) PRINTED SALESMANSHIP, 
November, 1927, page 223. \ 


Better direct advertising brings changes in selling methods. 
(Some sidelights on the convention of the Direct Mail Advertis- 
ing Association held last week in Detroit.) SALES MANAGEMENT, 
October 30, 1926, page 763. 


Direct mail as a solution to jobber indifference; Spiro Manu- 
facturing Company sells direct to the dealer. SALES MANAGE- 
MENT, August 21, 1926, page 287. 


How one company uses advertising to open new dealer ac- 
counts. (Keystone Varnish Company, Brooklyn, N. Y.) SALES 
MANAGEMENT, September 18, 1926, page 423. 


Tying up the loose ends of the sales plan with direct mail. 
(The Bartles-Maguire Oil Company, Milwaukee.) SALES MANn- 
AGEMENT, January 8, 1927, page 35. 


This direct advertising idea cut selling costs two-thirds. 
(Wynns Tire and Rubber Company.) SALES MANAGEMENT, 
January 8, 1927, page 55. 


How we took the deadwood out of our direct mail sales work. 
(Acme White Lead and Color Works, Detroit.) SALES MAN- 
AGEMENT, May 28, 1927, page 1007. 


Now we talk to industrial buyers in their own language. (The 
Trackson Company, Milwaukee.) SALES MANAGEMENT, June 11, 
1927, page 1101. 


Backing up the sales force with direct mail advertising. (An 
analysis of the things direct advertising will accomplish when it 
is coordinated with the efforts of the salesmen.) SALES Man- 
AGEMENT, June 11, 1927, page 1141. 


Fifty cents a name for direct mail. SALES MANAGEMENT, June 
25, 1927, page 1227. 


Cost of direct mail advertising. (Discussion by M. L. Page, 
Direct Mail Advertising Association.) SALES MANAGEMENT, 
August 6, 1927. 


Is your sales literature all that it might be? (Editorial.) 
SALES MANAGEMENT, September 3, 1927, page 426. 


The direct mail folks hold an “old home week” in Chicago, 
SALES MANAGEMENT, October 29, 1927, page 748. 


How to plan post cards, advertising cards and catalogs for 
direct mailing. (Rules and regulations prescribed by the Post 
Office.) NATIONAL RETAIL CLOTHIER, March 18, 1926, page 89. 


How Western advertisers use direct mail. WESTERN ApveER- 
TISING, April, 1926, page 23. 

Are you overlooking a good bet? RetTait LepcER, Second Oc- 
tober issue, 1926, page 4. 


Using direct mail to develop new markets. THE MaAIzsac, 
November, 1926, page 685. 


Current direct-by-mail advertising features “no sales” policy. 
NATIONAL RETAIL CLOTHIER, January 20, 1927, page 99. 


Why die-cut. THe Marpac, March, 1927, page 139. 


Things you must know about direct-mail to be certain of 
results. PosTaceE, March, 1927, page 184. 


The selling power of geniality and humor. PRrinTeED SALEs- 
MANSHIP, April, 1927, page 123. 

Getting the most out of your direct-mail advertising. Posrace, 
April, 1927, page 257. 

Principles of selling by mail. Book, published by A.-W. Shaw 
Company, 1927. 

How Remington eliminates waste in direct mail. ADVERTISING 
AND SELLING, May 18, 1927, page 34. 

Advertising and selling digest. Book, published by the Ad- 
vertising Club of New York, 1926. 

Personalize your direct mail to women. PRINTED SALESMAN- 
SHIP, July, 1927, page 431. 


Selling the specialty by mail. THe MAILBAc, July, 1927, page 
401. 


Utilizing your stenographer’s spare time. (Fulton Iron Works.) 
PostaGE, August, 1927, page 580. 


Ten things bitter experience taught me about direct mail. SALES 
MANAGEMENT, November 26, 1927, page 927. 


Applying the scientific test to advertising returns. (The Quin- 
lan Company, Chicago.) ADVERTISING AND SELLING, September 
21, 1927, page 28. 


Ingenious sampling in direct mail. (The Ady & Crowe Mer- 
cantile Company, Denver.) ‘THE MAtLBac, October, 1926, page 
612. 


Backing up the salesman. (Barrett-Cravens Company, Chi- 
cago.) PRINTED SALESMANSHIP, June, 1926, page 334. 


Calls by mail. SALEs MANAGEMENT, February 5, 1927, page 218. 


Sales control in direct mail exporting. (Florence Stove Com- 
pany.) Export TRADE AND FINANCE, December 12, 1925, page 13. 


What retail stores have discovered about the uses of direct 
mail. RevTatL Lepcer, First November issue, 1927, page 7- 


How much is the order worth to you? Posrace, June, 1927, 
page 412. 
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Developments in Paper for 
Advertising Use 


ELECTION of the proper kind of paper for the 

advertising booklet or catalog is too important 

a matter to be left to chance. There are 

many factors to be considered, and it is always 

advisable to consult an experienced printer or paper 
man on a printing order of any quantity. 

Points which influence the choice of paper are: 1, the 
type of illustrations to be used; 2, the impression which 
is desired upon the reader; 3, the amount of handling 
to which the printed matter is going to be subjected, in 
transit and after it arrives; 4, the nature of the product. 

Where it is necessary to illustrate the booklet or 
folder with halftones, the use of rough, antique papers 
is automatically eliminated. A smooth surface is neces- 
sary, and for photographs showing much fine detail, 
enamel stock is preferable, as it is also for four-color 
process plates. Offset, lithograph and rotogravure 
printing, however, are exceptions to this rule, as they 
use special papers of a distinct quality to meet certain 
conditions of the process. 

For a booklet illustrated with pen and ink drawings, 
generally speaking, antique stock gives the best effect. 
For a book or catalog, ease of handling must be con- 
sidered, and care taken to guard against having a vol- 
ume which is too bulky for convenience. Lighter weight, 
super-calendared or English finish papers enjoy the 
widest vogue for this type of work. 


Right Paper Important 


The impression which the printed matter is to make 
on the reader has much to do with the choice of paper. 
For a dignified, institutional type of advertising, an 
extremely high quality paper doubtless would be justi- 
fied. Where the printed matter is designed to reach a 
well-to-do type of prospect or advertise a costly product, 
cheap paper is apt to create the wrong impression. But 
for less pretentious efforts the paper houses have many 
attractive papers which are inexpensive—yet serve the 
purpose equally well. 

Sales literature which is subject to severe handling 
should, of course, be given a tough, durable cover and 
body stock. Folders sent through the mail without an 
envelope—broadsides designed to be pasted in dealers’ 
windows—promotional matter to be carried by sales- 
men and referred to frequently—printed pieces of these 
varieties need good substantial paper that will not 
crack. at the seams or become wrinkled easily. 

The past year has seen the development of many 
novel types of paper. ‘“‘Laid’’ papers, which have a 
pattern or weave showing through the smooth surface, 
have enjoyed a wide usage. The interest in ‘‘modern” 
art and typography has resulted in the creation of new 
papers designed for use with ‘‘modern’’ advertising. 
Imported papers are in favor for ultra-smart fashion 
advertising. Color is another factor of increasing im- 
portance. The paper makers are offering cover stocks, 

ok papers and bond papers in a wider range of colors. 
It is quite often possible to use the color of the stock, 
particularly in a cover, to give the impression that the 
Job has been printed in an extra color. 

There is a very definite relationship between the 
choice of a paper and the selection of a size for your 
booklet or folder. Advertising papers come in certain 
fixed sizes, such as 25x38, 32x44 for book papers, 17x22 


for bond papers, etc. It is well to check the booklet 
size with the paper size before ordering. Oftentimes by 
a slight alteration in size, it is possible to make a large 
saving on paper. Thus a folder 614x91% inches in size 
would cut perfectly out of a standard 25x38-inch sheet, 
whereas a folder half an inch longer might leave a large 
strip of waste paper along the sheet. It is true economy 
to fit the job to the standard size sheet, because this 
means a saving in money with no sacrifice of quality. 
Manufacturers Give Advice 

In recent years paper manufacturers have taken more 
and more interest in guiding buyers to the proper use 
of various kinds of paper. A number of the mills have 
prepared specification charts, showing the different 
types of papers for different jobs. 

Unquestionably there is too much haphazard selec- 


' tion of paper. A high quality paper will be chosen for 


a purpose for which an inexpensive paper would serve 
equally well. Cheaper papers are being ordered for 
occasions when only fine quality papers should be used. 
This is especially true in the ordering of letterheads 
and ledgers. The letter which is intended as a perman- 
ent record—the ledger sheet which may be filed away 
and referred to in after years—should naturally be of 
the most durable rag stock. But the form letter which 
is circulated in large quantities need not have this same 
durability. 

Here again, the shrewd advertiser will go to the 
expert for guidance. If his printer is not sufficiently 
familiar with the various papers, the wholesaler of 
paper is always glad to give the benefit of his knowl- 
edge. In most cases the wholesaler can produce speci- 
mens of printed matter of a similar sort which demon- 
strate the suitability of the paper which the advertiser 
has in mind. Where necessary, dummies may be made 
up to show exactly how the paper will look and feel in 
its finished form. 

Many of the paper manufacturers issue extremely 
practical portfolios or working kits showing various 
methods of using their product. Thus a bond paper 
maker has prepared an entire series on the design of 
letterheads of one kind and another—a maker of book 
papers sends out at regular intervals a helpful book on 
direct-mail advertising showing layouts, different color 
combinations, and specimens from users. 

There is ro lack of worth-while aids to the advertiser, 
and any one who wishes to familiarize himself with the 
subject of paper for advertising will find the manu- 
facturers’ material invaluable. If it does no more than 
arouse his interest in the paper question—in the im- 
portance of a judicious selection and the folly of picking 
the wrong paper because of a slight saving—this ma- 
terial will have served its purpose. 

As a matter of fact, several of the larger paper 
companies go a great deal further than merely to 
assist in the selection of paper. They are prepared 
to render expert advice and counsel on typography, 
on types and treatment of illustration, and even sub- 
ject matter. For they realize that the continued 
use of their product will depend more upon the suc- 
cess of the campaign as a whole than upon the 
suitability of a single element of that campaign. 
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Manufacturers of Advertised Papers 


“te Manufacturer cr Manufacturer 
1 | Advertisers Paper Mills (Taylor Logan Co., Papermakers)|| 18 | Gilbert Paper Co., Menasha, Wis. 
Holyoke, Mass. 19 | Hammermill Paper Co., Erie, Pa. 
2 | The Albemarle Paper Mfg. Co., Richmond, Va. 20 | Hampden Glazed Paper & Card Co., Holyoke, Mass. 
3 | American Writing Paper Co., Holyoke, Mass. 21 | Hampshire Paper Co., South Hadley Falls, Mass. 
4 | Appleton Coated Paper Co., Appleton, Wis. 22 | Holyoke Card & Paper Co., Springfield, Mass. 
5 | Beckett Paper Co., Hamilton, Ohio 23 | Howard Paper Co., Urbana, Ohio 
6 | Butler Paper Corp., 223 W. Monroe St., Chicago, IIl. 24 | Kalamazoo Vegetable Parchment Co., Kalamazoo, Mich. 
7 | Chemical Paper Mfg. Co., Holyoke, Mass. 25 | Kimberly Clark Co., Neenah, Wis. 
8 | Chicago Paper Co., 801 S. Wells St., Chicago, Ill. 26 | Knowlton Brothers, Inc., Watertown, N. Y. 
9 | A.M. Collins Mfg. Co., 158 Walnut St., Philadelphia, Pa. 27 | The Martin Cantine Co., Saugerties, N. Y. 
10 | Crane & Company, Dalton, Mass. 28 | Middlesex Products Co., 38 Chauncy St., Boston, Mass. 
11 | Crocker McElwain Co., Holyoke, Mass. 29 | Millers Falls Paper Co., Millers Falls, Mass, 
12 | Louis Dejonge & Company, 69 Duane St., New York, N. Y. 30 | Neenah Paper Co., Neenah, Wis. 
13 | Dill & Collins Co., Richmond & Tioga St., Philadelphia, Pa. || 31 | Parsons Paper Co., Holyoke, Mass. 
14 | District of Columbia Paper Co., Washington, D. C. 32 | Strathmore Paper Co., Mittineague, Mass. 
15 | Eastern Mfg. Co., 292 Madison Ave., New York, N. Y. 33 | S. D. Warren Company, 101 Milk St., Boston, Mass. 
16 | Esleeck Mfg. Co., Turners Falls, Mass. 34 | W. Virginia Pulp & Paper Co., 5th Ave., Bldg., New York, N.Y, 
17 | Falulah Paper Co., New York, N. Y. 35 | Whiting Plover Paper Co., Stevens Point, Wis. 


Papers and their Manufacturers 


BLOTTING PAPER 


Albermarle Cloth Finish Blotting 2 


Albermarle Enameled Blotting 2 
Albermarle Halftone Blotting 2 
Artillery Blotting 14 

Art Plate Blotting 6 

Cloth Finish Blotting 2 
Congress Blotting 14 

Duplex Offset Blotting 2 
Economy Blotting 14 
Eldorado Blotting 2 
Embossed Flora Blotting 14 
Executive Blotting 14 

Flore Blotting 14 

Florence Blotting 6 
Hollywood Blotting 2 

Marble Halftone Blotting 14 
National Blotting 14 

No. 1 Photographic 14 
Official Blotting 14 

Photo Finish World Blotting 2 
Pictorial Enamel Blotting 6 
Plant Drier Blotting 14 
Potomac Halftone Blotting 14 
Reliance Blotting 2 

Seed Germinating Blotting 14 
Vienna Moire Blotting . 2 
World Blotting 


BOND 


Acceptance Bond 3 
Agawam Bond 3 
Airpost Bond 3 

Alexis Bond 32 
American Trust Bond 6 
Anglo Saxon Bond 21 
Artesian Bond 35 
Atlantic Bond 15 
Atlantic Memo Bond 15 
Atlantic Vellum 15 


Avalanche Bond 18 

Bay Path Bond 32 
Biltmore Coated Bond 6 
Blandford Bond 32 
Brother Jonathan Bond 6 
Cabinet Bond 7 

Century Bond 8 

Certified Bond 11 

Chevron Bond 3 

Chicago Bond 8 

Chieftan Bond 30 

Cobweb Bond 6 

Collateral Bond 16 
Community Bond 11 
Conference Bond 30 
Contract Bond 3 

Coupon Bond 3 

Crane’s Bond 10 

Crane’s Artificial Parchment 10 
Crane’s Japanese Linen 10 
Crane’s Parchment Deed 10 
Cretonna Bond 7 
Crystallite Bond 30 
Dartford Bond 21 
Dartmouth Bond 29 
Direct Sales Bond 4 
Dreadnaught Parchment 18 
Efficiency Bond 30 
Equity Bond 6 

Fedelis Bond 8 

Fibrespun Bond 6 
Fleetway Bond 29 

Flivver Bond 24 

Fortified Bond 34 

Glacier Bond 30 

Gothic Bond 31 
Hammermill Bond 19 
Heather Bond 15 

Howard Bond 23 

Howard Laid Bond 23 


International Bond 35 
Iroquois Bond 31 

Itasaca Bond 21 

K. V. P. Bond 24 
Lancaster Bond 18 

Land O’Lakes Bond 6 
Mail Order Bond 18 
Manifest Bond 15 
Manuscript Bond 6 
Marketplace Bond 1 
Mercantile Bond 31 
National Bank Bond 6 
Neenah Bond 30 
Newmarket Bond 6 
Norman Bond 3 

Offering Circular Bond 1 
Old Council Tree Bond 30 
Old Deerfield Bond 29 
Old Deerfield Linen Laid 29 
Old Glory Bond 6 

Old Hampden Bond 31 
Old Hampshire Bond 21 
Old Holyoke Bond 7 

Old Reliable Bond 35 

Old South Bond 21 
Parsons Artificial Parchment 31 
Parsons Bond 31 

Parsons Linen 31 

Parsons Parchment Deed 31 
Persian Bond 3 

Plover Linen Bond 35 
Public Service Bond 1 
Radiance Bond 18 
Recorder Bond 16 
Register Bond 6 

Resource Bond 18 
Rittenhouse Bond 18 

Rob Roy Linen 21 

Robin Hood Linen 21 
Royal Mail Bond 1 
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| Better Broadsides 
at Reduced Cost 


CONSIDERABLE part of every advertising appropriation 
goes into the production of mailing folders and large 
broadsides. 


Their effectiveness is usually reduced by their monotony of 
appearance and the tendency of the paper to fracture and tear in 
the mails. 


Beckett Cover has now been developed to overcome these 
objections. It not only increases the usefulness of advertising 
folders but it reduces their cost. 


Printers and advertisers will do well to consider these points: 


ad (a) Color sets your broadside apart from the crowd and gets 
attention. Beckett Cover is made in seven interesting 
colors. | 


(b) Different colors can be used in each of a series of mailings. 


(c) The superior strength and perfect folding qualities of 
Beckett Cover insure safe carriage in the mails. 


(d) The use of line drawings gives greater latitude of treat- 
ment than is possible with halftones. 


(e) The cost is usually less than you have been paying. 


(f) Our reputation as makers of famous Buckeye Cover and 
Buckeye Antique Text is the best guaranty of our goods 
and our claims. 


May we send you examples of Broadsides on Beckett Cover? 


The Beckett Paper Company 


cMakers of Good Paper in Hamilton, Ohio, Since 1848 
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Papers and their Manufacturers—Continued 


BOND PAPERS—Cont’d. 


Saxon Bond 32 

Scottish Crown Linen Finish 30 
Sheridan Bond 18 

Strathmore Deed 32 
Strathmore Multicopy Bond 32 
Strathmore Onion Skin 32 
Strathmore Parchment 32 
Success Bond 30 

System Bond 15 

Telephone Bond 3 

Thrift Bond 6 

Titian Bond 21 

Tokyo Bond 11 

Tripoli Linen Bond 18 
Typewriter Bond 30 

Utility Bond 19 

Valiant Bond 18 

Volume Bond 15 

Voucher Bond 6 

Warren’s Thinweave-Carbon Paper Bond 33 
Wavecrest Bond 18 

Westvaco Bond 34 

Wireless Bond 18 

Wisdom Bond 30 

Woronoco Bond 32 


BOOK PAPER 


Alexandra Deckle Edge Book 32 
Alexandra Deckle Edge Narrow Width 32 
Alexandra Japan 32 BP 6 bie aes 
Ambassador Eggshell Book 6 E ij! 
Ambassador M. F. Book 6 * F 
Ambassador Super Book 6 i 

American Eggshell Book 3 

American English Finish 3 

American Handcraft 4 
American Super Calandered~ 3 
American Tinted Folder 3 
American Vellum D. E. 3 

Bay Path Deckle Edge Book 32 
Bay Path Imperial 32 
Berkshire Text D. E. 3 
Blandford Text 1 

Cambridge Opaque Book 6 
Campania Book 6 

Cantibury Book Wove 13 
Chemco Insert Folder 7 

Clear Spring English Finish 34 
Clear Spring Text 34 

Congress Text 14 

Conventry Antique Laid 6 

De & Se Tints 13 

Dilcol Machine Finish 13 

Dilcol Offset 13 

Dilcol Super 13 

Dresden Pamphlet Book 6 
Executive Text 14 

Flat White 13 

Flat Rock Plate Book 13 
Holyoke Text 1 

Interwoven Text 7 

Kamargo Folder 26 

Lithocraft Offset Book 6 
National Book and End Sheets 14 
Newfibre S&S C Book 6 


eS: 


Newfibre M. E. Book 6 

Old Stratford Deckle Edge Book 32 

Pilot M. F. Book 6 

Pilot Super Book 6 

Regal Antique 13 

Atar English Finish Book 6 

Strathmore Booklet Paper 32 

Strathmore Charcoal Book 32 

Strathmore Deckle Edge Narrow Width 32 

Strathmore De Luxe 32 

Strathmore Japan 32 

Suede Finish Wove 13 

Suede Laid 13 

Warren’s Cumberland English Fin. 33 

Warren’s Cumberland Super Plate 33 

Warren’s Library Text (Superfine English 
Finish) 33 

Warren’s Olde Style—Antique Wove 33 

Warren’s Olde Style—Antique Laid 33 

Warren’s Olde Style-Mimeograph-Laid 33 

Warren’s Thisitext—India Paper 33 

Westvaco Inspiration Super 34 

Westvaco Inspiration M. F. 34 

Westvaco Eggshell 34 


BOX COVERS 


Aerial Box Covers 14 

Aladdin Box Covers 32 

Analostan Box Cover 14 

Araby Box Cover 32 

Artillery Box Cover 14 

Cabinet Box Cover 14 

Currius Box Cover 14 

Congress Box Cover 14 

Executive Box Cover 14 

Flora Box Cover 14 

Florette Box Cover 14 

Foliage Box Cover 14 

Freeze Box Cover 14 

Hampden Ripple 20 

Middlesex Colored Glazed 28 
Multitone Box Cover 32 

Ripple Box Cover 14 

Rough Cast Box Cover 14 
Silvertone Box Cover 14 
Washington Brilliant Box Cover 14 
Woodbine Brush & Finish Enamel 4 
Woodbine Colored Glazed Papers 4 
Woodbine Colored Label Plate Papers 4 


BRISTOLS 


Acceptance Index 3 

Acorn Index 8 

Agawam Index 3 
American Post Card 3 
American Rope 3 
American No. 1 Jute Tag 
Benefit Index Bristol 7 
Bi-fold Enamel Bristol 6 
Brigadier Folding Bristol 6 
Campaign Bristol 6 
Chamois Bristol 6 

Chemco Index Bristol 7 
Derby Bristol 6 

Dilcol Translucent 13 
Economy Bristol 6 

English Kind Pasted Bristol 6 


Engravers Art Pasted Bristol 6 
Finetex Linen Pasted Bristol 6 
General Index Bristol 6 
Ledger Index Bristol 11 
Library Index Bristol 8 

Linen Ledger Index Bristol 6 
Longfibre Folding Bristol 6 
Oakland Bristol 6 

Official Index Bristol 14 
Parchment Bristol 31 

Peerless Bristol 6 

Postal Bristol 6 

Record Index Bristol 6 
Service Tinted Bristol 6 
Snowflake Coated Bristol 6 
Specimen Chart Bristol 6 

St. Charles Bristol 6 
Standard Tinted Bristol 6 
Tinted Enamel Bristol 6 
Unifile Index Bristol 6 
Vellum Plate Pasted Bristol 6 
Westvaco Index Bristol 34 


CARDBOARD AND POSTCARDS 


Aragon Translucent 22 

Beta Blanks 22 

Calendar Coated Blank 6 
Candidate Coated Blank 6 
Cararra Coated Blank 6 
Caxton Coated Blank 22 
Commercial Post Card 9 
Commercial Translucent 9 
Convention Blank 6 

Dejonge Art Mat Postcard 12 
Display Blank 6 

Esopus Post Card 27 

Excelsior Translucent 22 
Falpaco Coated Cardboard 16 
Federal Post Card 6 

Irex Melton Mounts 22 
Laidtone Coated Blanks 9 
Laidtone Translucent 9 

Lion Folding Satin 22 
Melotone Post Card 6 

Minton Translucent 22 

Parcel Post Card 6 

Perfect Post Card 6 

Pictorial Coated Blank 6 
Printbest Coated Blanks 9 
Printbest Colored Blanks 9 
No. 1 Quality Uncoated Blanks 22 
Rippled Mounts 20 

Tough Check 9 

Trade Blank 6 

Treasury Bristol 22 

Ultrafine Translucent 9 
Velvetone Post Card 27 
Warren’s Cameo Post Card 33 
Warren’s Silkote Post Card ~33 
Westvaco Coated Post Card 34 
Westvaco Satin White Translucent 34 
Westvaco Post Card, Cream 34 
Woodbine Tough Check 4 
Woodbine Campaign Bristol 4 


COATED PAPER 
Ambassador Enameled Book 6 


34 
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DO YOU KNOW THIS FELLOW ? 


THE “NO” MAN 


He doesn’t have to get out of bed wrong or go 
without breakfast to let out a volley of “nos”. 
With him “turndownitis” has become chronic. 
He’s never slow to voice dissatisfaction. Any 
time, any day, he’s a mighty hard customer to 
face. 


Next time you call upon your favorite “no 
man”, bring along samples of ARTESIAN Bonp* 
Let him feel it. The crisp, substantial texture 
tells with the touch. Let him see the pleasing 
colors —- the harmonious effects. He'll be satis- 
fied - and want ArTEsIAN Bonp for letterheads 
and folders. He'll say “yes” before he knows it. 


* We'll supply the samples. You'll find them a valu- 
able selling help. Your nearest distributor will gladly 
send them - and dummies too - if you desire. Just write. 


Whurttnc-Piover Paper Co., Stevens Point, Wis. 


ARTESIAN 30 


Pure water is the basic essential in the making of fine paper. ARTEsIAN Bonp 
is made with the purest spring water, even in temperature in winter and 
summer, the whole year ‘round. Contains a liberal percentage of rag stock. 
Hand-sorted and loft-dried — ready for the press without racking or hanging. 
Always uniform ! 
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ARTESIAN Bonp 
DisTRIBUTORS 


BALTIMORE, MD. 
The Baxter Paper Co., 


Inc. 

sree a MASS. 
C. Dodge Paper Co. 

CHICAGO. ILL. 

Midland Paper Company 
CINCINNATI, O. 

The Johnston Paper Co. 
DES MOINES, IA. 

Western eee Union 
EL PASO, 

<n a Co., 
FARGO, N. DAK. 

estern ge a Union 

FORT WAYNE, IND. 

Western Newspaper Union 
HOUSTON, TEX. 

L. S. Bosworth Company 
LINCOLN, NEBR. 

Western Newspaper Union 
LITTLE ROCK, ARK. 

estern Newspaper Union 

LOS ANGELES, CALIF. 

Fred H. French Paper Co. 
MADISON, WIS. 

Madison Paper Company 
MENASHA, WIS. 

Yankee Paper & Spe- 

cialty Company 
MINNEAPOLIS, MINN. 

Wilcox-Mosher Leffhelm 


Company 
NASHVILLE, TENN. 
Clements Paper Company 
NEW = 1 4 
A. M. Capen’ s Sons, 
Inc. (Export) 
Forest Paper Co., Inc. 
Paul E. Vernon & Co. 


_ OAKLAND, CALIF. 


General Paper 

Tribune Tower 
OMAHA, NEBR. 

Western Paper Company 
PHILADELPHIA, PA. 

E. Latimer, Jr. 
RICHMOND, VA. 

Cauthorne Paper Company 
SAN FRANCISCO, CALIF. 

General Paper Company 
SALT LAKE CITY, UTAH 

Western Newspaper Union 
SIOUX CITY, IA. 

Western Newspaper Union 
SPOKANE, WASH. 

John W. Graham & Co. 
ST. PAUL, MINN. 

F. G. Leslie Paper Co. 
TACOMA, WASH. 

Standard Paper Company 
YORK, PA. 

Andrews Paper House 

of York 
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Papers and their Manufacturers—Continued 


COATED PAPER—Cont’d. 


Artisian Enameled Book 6 

Brightwood Brand 22 

Coated Label Paper 12 

De Jonge Art Gloss Enamel 12 

De Jonge Art Mat 12 

De Jonge Blanca (Litho & Color Process) 12 
Dilco Coated Book 13 

Dilco Translucent 13 

Dilford Dull Coated 13 

Duro Enamel 12 

Forth-Fold Broadside Enamel Book 6 
Glazed and Plated Papers 22 

Invader Folder Coated 8 

Kotolith Coated 1 side book and label 6 
Laidtone Enameled Book 9 

Marquette Enamel 34 

Medallion Enamel Book 6 

Melotone Coated Book 6 

Old Ivory Coated Book 13 

Pilot Enameled Book 6 

Snowflake Folding Enameled Book 6 
Sterling Enamel 34 

Velvo Enamel 34 

Warrenfold Coated Writing 33 
Warrenfold Strong Coated 33 

Warren’s Cameo—Dull Coated Book 33 
Warren’s Litho Coated 33 

Warren’s Lustro Super Fine Coated Book 33 
Warren’s Photo Enamel 33 

Warren’s Printone 33 

Warren’s Silkote Dullo Enamel Book 33 
Warrenstown Coated Book 33 
Westmout Enamel 34 

Westvaco Ideal Litho C-1S 34 


COVER PAPERS 


Advertisers Cover 1 

Aeolian Covers 1 

Aerial Cover 14 

Aladdin Cover 32 

Algerian Cover 9 

Algonquin Cover 20 
Alexander Deckle Edge Narrow Width 32 
Alhambra Cover 26 

Allied Duplex Cover 14 
Ambassador Cover 6 
American Embossed Cover 3 
American Manuscript Cover 3 
American Standard Cover 3 
Anniversary Cover 9 
Antiquarian Cover 1 
Appleton Embossing Cover 4 
Araby Cover 32 

Argonaut Cover 22 

Artillery Cover 14 

Artist’s Sunburst Cover 20 
Arven Plate Cover 3 
Atlantic Cover 15 
Bannockburn Cover 32 

Bay Path Cover 32 

Ben Day Cover 13 

Berkshire D. E. 3 
Broadcloth Cover 1 

Buckeye Cover 5 

Cabinet Cover 14 


Campania Cover 6 

Carnival Plain Cover 8 
Castilian Cover 9 

Castilian Lightweight 9 
Catalog Covers 1 

Chinatex 14 

Cirrus 14 

Cloth-of-gold Covers 1 
Congress Cover 14 
Damascan Cover 9 
Damascan Lightweight 9 
Derby Cover 6 

Dilford Enamel Cover 13 
Doeskin Cover Papers 7 
Dragon Embossing Cover 4 
Duchess Cover 13 

Executive Cover 14 

Flora 14 

Foldwell Coated Cover 8 
Forth-Fold Enamel Cover 6 
Garage Cover 26 

Gay Head Cover 26 

Gay Head Morocco 26 
Hammermill Cover 19 
Hammermill Cover Double Thick 19 
Holyoke Cover 1 
International Cover 7 
Interwoven Cover 7 

Kroydon Cover 22 

Liberty Cover 26 

Librarian Cover 9 

Lodestone Cover 20 

Modern 14 

Morocco Cover 26 

National Cover 14 

Official 14 

Old Cloister Cover 32 

Old Stratford Parchment Cover 32 
Oxonian Cover 9 

Paradox Moss 3 

Parquetry Cover 32 

Pilot Cover 6 

Pinnacle Embossing Enamel Cover 34 
Potomac Cover 14 

Publishers Cover 8 
Reconstruction Cover 14 
Rhododendron Cover 32 
Rippletone Cover 9 
Riverdale Cover 3 

Strathlaid Booklet Papers 32 
Strathmore Brochure 32 
Strathmore Deckle Edge Narrow Width 32 
Strathmore DeLuxe 32 
Strathmore Munsell Cover 32 
Standard Cover 26 

Sunburst Cover 20 

Walrus Hide Cover 1 
Warren’s Cameo Cover 33 
Washington Brilliant 14 
Westvaco Folding Enamel Cover 34 
White House Cover 14 
Woodbine Embossing Cover 4 


LEDGERS 


Account Linen 3 
Artesian Ledger 35 
Atlantic Ledger 15 


Brunswick Linen 3 
Buyers Ledger 7 
Commerce Ledger 8 
Dauntless Ledger 18 
Defendum Ledger 31 
Dreadnaught Linen Ledger 18 
Economic Ledger 11 
Entry Ledger 18 
Extension Ledger 3 
Factor Ledger 8 
Fortified Ledger 35 
Hammermill Ledger 19 
Howard Ledger 23 
Howard Superfine Ledger 23 
Howard Posting Ledger 23 
Illinois Ledger 7 

K. V. P. Ledger 24 
Item Ledger 7 
Massasoit 3 

Mercantile Record 31 
Old Ironside Ledger 18 
Pilgrim Ledger 15 
Prestige Ledger 30 
Putnam Ledger 30 
Resolute Ledger 30 
Sales Record Ledger 29 
Scotch Linen Ledger 31 
Scriptum Ledger 6 
Statement Ledger 6 
Stonewall Ledger 30 
System Ledger 15 
Thrift Ledger 6 

Unit Posting Ledger 6 


MISCELLANEOUS 


Art Craft Vellum Wedding and Bristol 6 
Atlantic Offset 15 

Bantam Manifold 7 

Brightwood Post Card 22 

Butler Royal Wedding and Bristol 6 
Chemco Car Sign 7 

Clear Spring Offset 34 

Cloth Lined Paper 

Court Document Manila 6 

Crescent Jute Document Manila 6 
Dearborn Cold Pressed 14 
Domestic Onionskin 6 

Eldorado Paper Bats 6 

Erie Print 6 

Fairfax Wedding and Bristol 6 
Gilbert Superfine 18 

Hammermill Announcement 19 
Hammermill Safety 19 

Impression Tympan 6 

Jersey Parchment 6 

Kamargo Cheviot 26 

Kamargo Watermarked Mimeograph 26 
Liberty Pattern 26 

Merchants Document Manila 6 
Myriad Onion Skin 7 

Old Hampshire Announcement 21 
Strathmore Multicopy 32 
Typewriter Onion Skin 6 

Velocity Vellum 15 

Westvaco Offset 34 

Westvaco Opacity 34 

Westvaco Extra Strong End Paper 34 


26 


34 
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THE NATION’’S FESe BUSINESS 


Eastern Sales Office Western Sales Office 


Court Sq. Bldg. Otis Bldg. 
No, 2 Lafayette Street 10 So. La Salle Street 
NEW YORK CHICAGO 


The Clear Brilliancy of the Nation’s Business Paper 


HOWARD BOND—the Nation’s Business Paper—is nationally known for its flawless color, clearness, 
whiteness, wonderful strength and unusual printing qualities. @, The reason for the brilliant whiteness of 
Howard Bond is the chemically pure, clear, cold water used in its manufacture which is obtained from a 
vast underground lake. This lake, 74 acres in area and 200 feet deep, is beneath the land on which The How- 
ard Mills are situated and no water has ever been found that is more suitable for paper making. The pure 
quality in every sheet is evident— and constant. Every sheet is the same. Look for the HOWARD BOND 
name water-marked in every sheet. @, Ask us to send you samples of the HOWARD BOND line, white 
and thirteen colors. @. «A request on your letterhead will bring the New Howard Bond Portfolio. 


COMPARE IT! TEAR; IT! TEST IT! AND YOU WILL SPECIFY IT! 


THE HOWARD PAPER COMPANY, URBANA, OHIO 


SALES MANAGEMENT 


Itis GLUELOCKED 
Bankers Flap Style 


FOR SALESMEN’S MAIL—bulky reports 


and orders—so often mailed in a hurry—that must 
reach the house intact. Salesmen can cram Glue- 
Locked Bankers’ Flap Envelopes to capacity—seal 
them quickly—and they stay sealed. 


Deep Flap—High Shoulder—Over-Sized 
Seam Laps—Smooth Gumming (1%” 
wide) Clear to Corners. 


Made in all standard and special sizes—also all 


grades of paper. 


An exclusive product of the Associated Envelope 


Makers—manufacturers of 


Business Envelopes in 
Every Style and Size 


Printed — Lithographed — Embossed —Plain. 


Ask nearest maker for FREE SAMPLES, and valuable 
idea book~“Envelope Economies.” 


AssociaATED ENVELOPE MAKERS 


Better Equipped t Better Envelopes 
Leather Products Co. s poston osTON 
apie ORINTED © LITHOCRAPHED 
Berkowitz Envelope Co. EMBOSSED = PLAIN Berlin and Jones Co. 


KANSAS CITY 


NEW YORK CITY 


GLUE-LOCKED-—Reg. U. & Pos. On. 


Monasch Company Whiting-Patterson Co. 
Berkowitz Envelope Co. 
DES MOINES MINNEAPOLIS PHILADELPHIA 
Berkowitz Envelope co. 9 ao Ge Oles Envelope Corp. 
ST. LOUIS DETROIT BALTIMORE 
Brown Paper Goods Co. The Wolf Envelope Co. 
CHICAGO CLEVELAND 


| 
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List of Envelope 


Manufacturers 


Baltimore, Md. 
Oles Envelope Corp., 
Montebello Avenue 
Boston, Mass. 
Boston Envelope Co., 
315 Center Street 
Massachusetts Envelope Co., 
110 High Street 
Chicago, III. 
Brown Paper Goods Co., 
900 West Lake Street 
Chicago Envelope Co., 
50 E. Madison Street 
Duplex Onvelope Corp., 
3026 Franklin Boulevard 
Gaw-O’Hara Envelope Co., 
504 N. Sacramento Boulevard 
Heco Envelope Co., 
4500 Cortland Street 
The Outlook Envelope Co., 
564 W. Monroe Street 
Cleveland, Ohio 
The Standard Envelope Mfg. Co., 
1570 East 30th Street 
The Wolf Envelope Co., 
1749 E. 22nd Street 
Des Moines, Ia. 
Berkowitz Envelope Co. 
Detroit, Mich. 
Tullar Envelope Co., 
2766 W. Fort Street 
The Wolf-Detroit Envelope Co., 
530 Piquette Street 
Kansas City, Mo. 
Berkowitz Envelope Co., 
19th and Campbell 
Los Angeles, Calif. 
Coast Envelope and Leather Products Co., 
610 E. 2nd Avenue 
Milwaukee, Wis. 
Western States Envelope Co., 
255 So. Water Street 
Minneapolis, Minn. 
The Monasch Co., 
500 S. 5th Street 
New York, N. Y. 
American Envelope Mfg. Co., 
21 Howard Street 
Berlin & Jones Co., Inc., 
547 W. 27th Street 
Contl. Paper Bag & Mills Corp., 
100 E. 42nd Street 
Whiting-Patterson Co., Inc., 
265 Canal Street 
Philadelphia, Pa. 
National Fiberstock Envelope Co., 
427 Moyer Street 
Whiting-Patterson Co., 
314 No. 13th Street 
San Francisco, Calif. 
Natl. Paper Products Co., 
562 Battery Place 
Pacific Coast Envelope Co., 
400 2nd Avenue 
Springfield, Mass. 
The United States Envelope Co. 
St. Louis, Mo. 
Berkowitz Envelope Co. 
Commercial Envelope Corp., 
3024 Lemp Avenue 
Martin Crunden Mfg. Co., 
2nd and Gratiot Street 
St. Louis Envelope Co., 
113 S. 8th Street 
St. Paul, Minn. 
Capitol Envelope Co., 
151 East 9th Street 
Quality Park Envelope Co., 
Quality Park 


Developments in Typography 
During 1927 


OT in the last twenty years has there been 

such an upheaval in established typo- 

graphic fashions as is now taking place. 

Pick up any magazine or newspaper and 
its effect becomes apparent. Strange new type faces 
are forcing their way into prominence. Weird things 
are being done with type and design. Type is being 
made to “stand on its ear’ —to go uphill and down— 
to shape itself into queer forms—all in the name of 
“attention value.” 

Undoubtedly much of the present agitation in 
type is European—more specifically German and 
French—in origin. Fashion and class magazines 
were the first to feature it. Gradually even the most 
staid and conservative of periodicals are “going 
modern” in type dress. 

Average advertisers, however, will take all this 
with a grain of salt. Much of the new typographic 
design which, for want of a better name, is called 
“modernistic” is so extreme that it hampers, rather 
than helps the reading of the advertisement. It 
attracts attention—but after all, attention is only 
one of the steps in advertising. Hence the most 
seasoned advertisers and their agencies are avoiding 
radicalism in typography and concentrating upon 
getting their message read, 


Readability Comes First 


Thus, the advertisement which received the Har- 
vard advertising award for typographical excellence 
was not the ultra-modern style. It was one of the 
newspaper series for the new Ford car. As will be 
remembered, these were practically straight type 
matter set in regular columns, with sufficient white 
space and variation in layout to avoid monotony. 
Garamond, a “classic” type which possesses both 
beauty and legibility, was employed in the prize- 
winning advertisement. The judges gave primary 
consideration to the readability of the type matter, 
a quality which the advertisement chosen possessed 
to a marked degree. 

None the less, between the “jazz typography” of 
the new school and the neatly arranged, polite, 
rather dull typography of the admirers of Caslon, 
there is a middle ground. The new types are fresh, 
vigorous, forceful. In the main they lean toward 
blackness and sharp contrast. And used judiciously, 
they impart a virility and snap that make an old 
story take on new life and lure. 

Oddly enough, although the new movement has 
appropriated the name “modernism,” one of its out- 
standing characteristics is an almost universal use 
of one of the oldest of all type faces, Bodoni. This 
bold, sharp, rather condensed type face is utterly 
lacking in the grace and beauty of the “old style” 
types, but it combines perfectly with the “cubistic” 
or impressionistic style of illustration now so popu- 
lar. It was practically the only type face used for 
many years in European printing, later being sup- 
planted by other types, but just recently it has 
Staged a remarkable “comeback.” 
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Among the newly designed faces which have come 
into prominence during 1927, might be mentioned 
Nicholas Cochin, Eve, Broadway, Gallia, Bernhard 
Roman and Bernhard Cursive, Vogue, Marchbanks, 
Trenholm, Mendelssohn, Munder, Narciss, Cooper 
Black Italic, Deepdeene and Roman Boldface. 

One result of the so-called “revolution” in typog- 
raphy has been the introduction of such a wide 
variety of type faces that nowadays one is certain 
to find a face suitable for every kind of job. Several 
of the newer faces have a decided resemblance to 
hand lettering, and for the artistic booklet or ad- 
vertisement will frequently serve just as well. 

However, a great degree of skill and artistry is 
required in arranging typographic layouts with the 
modern faces, for they do not possess, as a rule, the 
flexibility and the general utility of the old standby, 
Caslon. In striving for novelty, the unwary may 
only produce confusion. 


Many Specialists in Typography 


. The typography of advertisements presents an 
entirely different problem from that of a booklet 
or catalog. The advertisement must compete for 
attention with other reading matter—hence the im- 
portance of carefully arranged display heads, white 
space and borders. 

This particular phase of advertising has become 
so highly specialized that there are now a number 
of advertising typographers in New York, Chicago, 
Detroit, Philadelphia and other large cities, devot- 
ing all their attention to setting advertisements. 
These firms give the advertiser the benefit of their 
experience and understanding, and it is good judg- 
ment to entrust the setting up of advertisements to 
one of these specialists. They are equipped with a 
wide variety of type faces for every display pur- 
pose. Their charges are based upon an hourly rate. 

In the typography of a booklet, the problem is 
not so much one of capturing the reader’s attention 
through the type arrangement, as of making the 
reading matter flow smoothly and uninterruptedly. 
Proper leading, correct length of line in relation to 
type size, and choice of type face are important. A 
competent printer is able to render invaluable aid 
and counsel in composition of this character, and 
his recommendations should be followed. 


Type Dress Gives Continuity 


One important function of typography should not 
be overlooked. This is to provide continuity between 
the various advertisements in a campaign, or be- 
tween booklets in a series. By selecting one type 
face and general typographic style the advertiser 
is able to obtain a cumulative effect from succeeding 
advertisements or mailings, even though the text 
and illustrations may vary. Here again, it is well to 
consult an expert before deciding upon a general 
typographic plan and select a conservative, legible 
style, The extreme or overdone effect soon becomes 
monotonous. 


Things to Remember in 
Using Type 


LL type usage falls roughly into two classes: 
display type, meaning type for headlines, sub- 
headings, and other points of special em- 
phasis; and body type, meaning the type 

which forms the main portion of any piece of printing. 

Display type is larger, as a rule heavier, and has more 
white space around it than body type. Type size is 
indicated by the ‘‘point”’ system. Seventy-two points 
make up one inch. A type which is eighteen point size, 
therefore, would be one-quarter inch high. This does 
not mean that each letter would be that height, for all 
type has a “‘shoulder’’ to provide for those letters which 
extend above or below the main part of the letter. A 
letter ‘‘o” for example, of the eighteen-point size, would 
not be as high as a “‘b”’, nor would it extend downward 
like a ‘‘y’’—yet all must be on the same height of type 
to keep the line straight. In judging the size of type 
you wish to use, remember to allow for this ‘“‘shoulder.” 

Certain type faces require leading or spacing between 
lines to avoid a cramped effect. Others look better 
when set with little or no spacing. A good printer 
should be consulted when you are deciding which type 
face to use for a booklet or catalog, and an advertising 
typographer when you are having your advertisements 
set up. 

Another important point to remember is to confine 
your choice of types to one “family” or ‘“‘series.’’ Mix- 
ing type faces is as unsatisfactory as mixing drinks. 
Within the type family you choose there is sufficient 
range to give any desired effect. Thus in the Caslon 
family there is Caslon Old Style, a popular type for the 
body; Caslon Bold and Caslon Italic for the headlines 
and sub-headings. In the Bodoni family there are 
Bodoni, Bodoni Book, Bodoni Italic, Bodoni Bold and 
Bodoni Bold Italic. In the Cooper series there are 
Cooper Old Style, Cooper Black, Cooper Italic, Cooper 
Black Italic, and Cooper Black Condensed. 

The printer or typographer who understands the 
proper relationship between various type forms can 
depart from this rule, but the layman is only too apt to 
run into difficulties. 

The kind of paper used also governs the choice of 
type faces to some extent. Types in which there is a 
sharp contrast of heavy and light lines does not print 
well on rough paper as does a type of more even tone. 


Make Corrections First 


Read proof before you send your copy to the printer 
and you will have far less proof-reading and far less 
charge for alterations after it is set up. Note any errors 
in spelling or grammar, any doubtful words or state- 
ments, and arrange them as you want them, before you 
give the copy to the printer. A large item of expense 
with unskilled advertisers is the “‘author’s corrections” 
—that is, changes made in the type matter which in 
most cases could just as well have been made on the 
typewritten sheet. It costs nothing to change type- 
writing—it costs real money to change type. 

Where a considerable amount of reading matter is to 
be set, or where there are a number of illustrations to 
be included, it is best to make an actual-size layout for 
the printer’s guidance. After the amount of space the 
copy will occupy has been estimated, this should be 
roughly blocked in on the layout. Each block of copy 


should be identified with a letter, for example, “Copy 
A,” “Copy B,” etc., and the same letter marked in the 
space it is to fill in the layout. Proofs of illustrations, 
or exact dimensions, are likewise included with the 
layout, as well as any border, panels or boxes, the 
“logotype”’ or special arrangement of the trade name, 
and the address. 


Estimating Copy to Fit Space 


“Casting up,” or estimating the amount of type a 
certain amount of manuscript will occupy, is not a 
difficult feat to master, and it will save much time and 
money from costly alterations. Here is a rough-and- 
ready method which gives fairly accurate results: 

Figure the number of characters—individual 
letters, spaces, punctuation marks, etc.,—in 
your copy, by counting several average lines 
and multiplying by the total number of lines. 
Then select from a book or magazine the type 
face you want to use, and count the number 
of characters in a line the length your printed 
matter is to be. Thus, if your catalogue is to 
be set in columns three inches wide, and you 
decide to use eight point type, count the char- 
acters in an average three-inch line of eight 
point. Divide the total number of characters 
in your manuscript by the number of charac- 
ters per line of printing and you will have the 
number of lines required. 

Suppose your total number of characters 
was 5830, and you found that your eight-point 
type ran 54 characters to a three-inch line. Di- 
vide and you get approximately 108 lines of 
type. Eight-point type runs nine lines to the 
inch in depth, which would make your manu- 
script fill a space approximately twelve inches 
long if set in a three-inch column in eight 
point type without leading. Of course, the 
number of characters and number of lines per 
inch vary with the size of type and the column 
width but these can easily be determined by 
examining a specimen of printed matter set 
as you would like to have your copy set. 

Many advertisers never take the trouble to ‘“‘cast 
up” a manuscript, even roughly, leaving that to the 
printer or typographer—sometimes with disappointing 
results. It is not possible even for experts to tell within 
a line how long copy will be, but by using the above 
method you can soon learn to tell within a fraction 
whether you have the right amount of copy or not. 
Then this copy should be shortened or lengthened, a 
different type size decided on, or the amount of space 
changed, to conform to the space it will fill. 

The advertiser who follows this simple method 
will find that it eliminates a large part of the charges 
made by printers for setting “overflow” matter —he 
will have better looking printed pieces and make the 
task of the printer and typographer easier. 


Aside from these few details, the average advertiser 
will do well to leave the question of arrangement an 
display in the printer’s hands. A competent printer 
will turn out a far more attractive piece of work, as a 
rule, if not handicapped by rigid instructions. 
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A Simple Method of 
Copy-Fitting 


Most methods of copy-fitting 
rely on an average number of 
words to the square inch, but va- 
riations in the character of copy 
and in the set width of different 
faces combine to make any such 
method inaccurate and deceptive. 


The most accurate system is 
one based on character count and 
with the help of the methods 
shown below this will be found 
easy and rapid. 


Number of Characters in Manu- 
script—Typewriters are so de- 
signed that each character receives 
the same space horizontally. On 
most typewriters there are ten 
characters to the inch. Multiply 
the average number of characters 
per line by the number of lines. 
Example: A manuscript has an 
average of 64 characters to the 
line, 25 lines to the page, 10 
pages: 64K 25 = 1600 K 10—16,- 
000 characters. 


The short lines at the end of 
paragraphs can be counted as full 
lines because there will be similar 
short lines when it is in type. Ex- 
ception: If there is a large differ- 
ence between the width of manu- 
script and width of type, say the 


manuscript averages 70 charac- . 


ters to the line and the type 30, 
this will not average out and 
some allowance should be made. 


To Find Depth in Picas—Mul- 
tiply the number of lines by the 
fractional relation which the body 
size bears to 12: i. e., 6 pt. = YY; 
8 pt. = 2/3; 10 pt. == 5/6; 12 pt. 
= 1; 14 pt. = 11/6; 18 pt. 
=1Y%. Example: We are setting 
320 lines of 10 point, 320 5/6= 
2662/3, or 266 picas, 8 points, 
which will be the depth of the 
column. 


If Matter Is Leaded—Leading 
does not affect the number of 
lines but it does affect the depth 
in picas. Be careful to use body 
Size instead of face size. 8 point, 
leaded 2 points, is on a 10 point 
body. Example: If the manu- 
Script is to be set in 10 point 2 
point leaded it is on a 12 point 
body and will therefore be 320 
Picas deep. 


Length of Line—The ideal 
length of line is about 40 charac- 
ters in any size. Lines of less 
than 30 or more than 50 charac- 
ters should be avoided. 


a business smash coming? 


BANKER writes prophetic 
new book on coming revolu- 


tion in business. 

7 7 ¥ 
‘*AMERICAN PROSPERITY—Its 
Causes and Consequences” is 
amazingly frank analysis of the 
queerly conflicting factors that 
have caused our present pros- 
perity .. and which, if not 
quickly harmonized, may cause 
a smash unparalleled in Ameri- 

can business history. 

1 1 7 


Topay, “unemployment,” “investiga- 
tions,’ and “bread-lines” are front-page 
news. Is something happening to our 
much-vaunted prosperity? 

Instalment buying is pyramiding. The 
buying power of a million families has 
been chopped in half. The economies 
of mass production are being eaten 
up by the cost of high-pressure distribu- 
tion. New “circular” mergers absorb 
independent business. Europe’s borrow- 
ings are now so huge it must either 
dump great masses of cheap goods on 
our markets or bar American products. 
Something must be done—or our pros- 
perity is ended. 


What “they say” 

“A distinctly individual contribution toward a_bet- 
ter understanding of the entire business situation.” 
KENNETH HocatTe, Managing Editor 

WALL STREET JOURNAL 
“A brilliant piece of work . . . the most fasci- 

nating book on economics I have ever seen.” 
NaTHAN Straus, Jr. 


“Particularly timely . . . by far the best treat- 
ment of the present business situation.” 


Vircit JorDAN, Chief Economist 
NATIONAL INDUSTRIAL CONFERENCE BoarD 


VIKING 


Nothing could be more timely than 
this momentous and prophetic book, 
“AMERICAN ProspeRITy—Its Causes 
and Consequences,’ written by a keen, 
far-sighted banker, Paul M. Mazur, 
partner in the banking firm of Lehman 
Brothers. 


Mr. Mazur has had an exceptional 
opportunity to study these tremendous 
conflicts, entirely uninfluenced by dis- 
tracting details. His cool, unsparingly 
frank analysis of these conflicts, their 
causes and consequences (and solutions), 
is invaluable if you wish to protect your 
own interests. 


Something is radically wrong with 
many of our present business oracles 
when a banker, of all men, becomes so 
aroused he heaves bombs at them, and 
blows their ideas sky high with the 
deadly accuracy of his facts. 


Already the heads of a dozen cor- 
porations, fired by the study of Mr. 
Mazur’s book, and realizing instantly 
its great aid to straight thinking, have 
ordered copies for all their executives. 


If you, too, see the absolute necessity 
of sizing up what is coming—and how 
to face it—get this book at once from 
your bookseller or The Viking Press. 
The price is $2.50. Clip the coupon as 
a reminder. Do not delay. 


| To your bookseller or 
| Tue Vrxktnc Press, 30 Irving Place 
| New York City | 
j Send me “American Prosperity — Its | 
| Causes and Consequences.” j 
CII enclose my check for $2.50 | 
: (J Please send C. O. D. 
| Name | 
I Address 


SALES MANAGEMENT 


Rotogravure Printers 


Marcu 31, 


Company Address Mie g ‘i Company Address Type 
Work Work 
AT LANT A, GA. LOUISVILLE, KY. 
Southern Gravure ee ST ok ee eee ° Louisville Color Gravure Co..... 11th and Broadway *_+ 
Southern Ruralist Company.....| 713 Glenn Street, S. W...| C Standard Gravure COPD... . 06s cc scree sc nnccen * 
~“— IMORE, — MEMPHIS, TENN. 
OR Feet eo es eae . Re a fol A OO iy) er * 
BOSTON, MASS. Pe cian ORION i cl cic es 
re ‘ , FLA. 
ig Co... 66.2... Boston Herald. ......... Mico Roto Corporation. ........ Miami Dailv News Bldg.) * 
Buffalo Gravure Co., Inc.. 327 Terrace Avenue..... *_t MINNEAPOLIS, MINN. i of 
Buffalo Times... ............... 195 Main Street......... N Minneapolis Tribune Co.........}....... N 
CHICAGO, ILL. NEW ORLEANS, LA. | 
Alco Gravure, Inc...............| 2242 Grove Street. ...... . Times Picayune Publ. Co........|........ | N 
Art Gravure Corporation........ 310 S. Racine Avenue... .| * ’ NEW YORK, N. Y. 
Chicago Rotoprint Co........... 4601 Belmont Avenue... .| C Alco Gravure, Inc.. 52 E. 19th Street.......| * 
OE eee 431 N. Michigan Avenue.} N-t American Multi-Color Corp... ...| 209 W. 38th Street.....) * 
Manz Rotogravure Co..... 4001 Ravenswood Avenue} * Art Gravure Corporation........ 406 W. 3lst Street... y 
Prismatone Company........... 1501 W. Congress Street .| C-t Elco Gelatone Company.........| 106 Seventh Avenue. C 
; Regensteiner * Sere 310 S. Racine Avenue... . Neo Gravure Printing Co., Inc. ..| 374-380 Secord Avenue .| *-t 
CLEVELAND, OHIO ns Rotaglio Corporation........... 225 W. 34th Street.... | C 
Alco Gravure, Inc............... Artcraft Building........| * New York Times........ 44th and 12th Avenue ..| N 
Art Gravure Corporation........ Plain Dealer Building... .| * PHILADELPHIA, PA. 
DELAND, FLA. Commercial Gravure Co........ Marshall and Noble Sts. | C 
Chi eee idle: ree . Public Ledger Co............... Sights * 
DETROIT, MICH. ST. LOUIS, MO. 
Evening News Association.......|..........6.0.yereeeseus N Alco Gravure, Inc.. PEE i | Cote eer * 
Late: eh EO EE ee : Pulitzer Publishing Co. Post Dispatch N-+ 
Free Press nm ta ge a EEE EREE EERE ETERS TS ’ World Color Printing Co. 
HOUSTON, TEX. ST. PAUL, MINN. 
Chronicle Gravure & Photo Eng. | Seomete Bigelow... cy. Sees +4 
LAL LALO Houston Chronicle.......| * || SAN FRANCISCO, CAL. 
JAMAICA, L. I., N. Y. ; : Pacific Gravure Co......... 629 Stevenson...... . 
_Rotoprint Gravure Co.........6. 184-10 Jamaica Avenue ..| C Rotogravure Press..............| 818 Mission Street. . C 
wes wont Mo. Fi SPRINGFIELD, OHIO 
LO st UO Sa ames Cana te ttre ete meron Mente ar ishi Mag 
LONG ISLAND CITY, N.Y. Crowell Publishing Co........... ae Mag 
Publishers’ Gravure Press, Inc....| Anable Avenue. . & CANADA | 
Oe. eee 14th and Van Alst Ave...| C MONTREAL, a 
PE UNTO SOs. 5 os og Fo Abo SOT RO Pea POOR RES C La Presse. . re Cee Ree are ee | N-f 
LOS ANGELES, CAL. TORONTO, ONT. 
Alco Gravure, Inc.. , tees? Soises Angeles.St..; .| * Dominion Gravure Co........... Phoebe Street is 
California Rotogravure ee 130: Ss] Broadway... ....- és CS eee ey rea ere ee reer (N_ 
*Plants doing commercial and newspaper supplement work. N—Plants doing only newspaper work. 
C—Plants doing only commercial work. tEquipped to handle color work. 
Advertising Typographers by Cities 
Company Address Company Address 
AKRON, OHIO NEW YORK, N. Y. 
Akron Typesetting Co.............| 42 Cherry Street Ad Service Company............. 313 West 37th Street 
CHICAGO, ILL. Advertising Agencies Service Co... .| 313 West 37th Street 
American Typesetting Co.......... 547 S. Clark Street The Advertype Co., Inc........... 345 West 39th Street 
A. R. Arkin & Company.......... 422 S. Wabash Ave. Associated Typographers, Inc... ... 460 West 34th Street 
rere 154 E. Erie Street E. M. Diamant Typographic Service | 195 Lexington Avenue 
J, Mo Bundscho, inc... ... 5.55.8. 58 E. Washington Street a ee: 207 West 25th Street 
EMU os rosy aos ppc los seine 12 N. Michigan Avenue David Gildea & Co., Inc........... 22 Thames Street 
ee 106 E. Austin Avenue Montague Lee Co., Inc............ 313 West 37th Street 
Se © ree 538 S, Clark Street Frederic Nelson Phillips, Inc... .... 314 East 23rd Street 
Lu-Wil-Ko Printing Co............ 725 S. La Salle Street Standard Advertising Service...... 250 West 40th Street 
Ben C. Pittsford Company........ 431 S. Dearborn Street Supreme Ad Service.............. 229 West 28th Street 
Shackleford and Runkle........... 525 S. Dearborn Street Tn-Arts Printing Corp............ 27 East 31st Street 
CLEVELAND, OHIO Typographic Service Co. of N.Y.Inc. | 209 West 38th Street 
Skelly Typesetting Co............. 2182 E. 9th Street eS Oe ere 215 East 37th Street 
W. R. Matthews Company........ Prospect Building Wienes Typographic Service....... 203 West 40th Street 
DETROIT, MICH. Woodrow Press, Inc............... 351 West 52nd Street 
George Willens & Co.............. 457 W. Fort Street PHILADELPHIA, PA. 
INDIANAPOLIS, IND. Progressive Composition Co........] Sheridan Building 
The Typographic Service Co....... 75 N. New Jersey Street i A ee rae 21 S. 11th Street 
LOS ANGELES, CAL. PITTSBURGH, PA. 
California Composition Co......... 1208-10 San Julian Street Edwin H. Stuart, Inc..............| 422 First Avenue 
re 919 Union League Building SAN FRANCISCO, CAL. 
Typographic Service Co... ........ 417 Pico Street John Henry Nash... «...........5. 448 Sansome Street 
MILWAUKEE, WIS. ST. LOUIS, MO. 
SS SSS ee Enterprise Building Warwick Typo, Inc................. 617 N. 8th Street 
NEWARK, N. J TOLEDO, OHIO 
_ Alex. G, tigtvon, Se ee 216 Market Street Kirtland Advertising Company..... 1819 W. Adams Street 
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Growth of Directory Advertising 
During 1927 


EFERENCE media is widely used to tie up 
other forms of advertising with sources of 
supply. In this field there are many con- 
sumer and specialized media which provide 

national and local advertisers with a method of keeping 
their names, lists of branch offices, agents and distribu- 
tors and other sources of supply permanently recorded 
for the benefit of regular and prospective buyers. 

The lines we often see in national advertising, 
“Agents in all cities,’’ ‘At all dealers,” or ‘‘At machin- 
ery supply houses,’’ are rather meaningless to the pros- 
pective buyer unless he can determine quickly at just 
what local dealer, agent or distributor the product can 
be obtained. 

This vague claim or assertion, however, when backed 
up by listing in consumer, trade, or professional direc- 
tories is immediately translated into a definite informa- 
tion service. 

Almost every profession and trade is served by one 
or more excellent directories or guides, which list all the 
major factors in the trade or profession. In addition to 
these specialized reference media there is the more well 
known and more accessible directories such as the tele- 
phone and city directories, the office building direc- 
tories and the classified directoi1ies of the various cities. 

In the use of reference media it must be remembered 
that it seldom attempts to create new business, but 
rather to guide the prospect or customer who is already 
aware of the need for certain products or services. 
While there are examples of creative advertising in 
certain types of directories, it is usually the reminder 
or informative type of advertising that is most widely 
used in reference media. 


Influence of Other Advertising 


The use of reference media enables an advertiser to 
reap a certain portion of the benefit to be derived from 
all advertising done by other factors in other media. 
For example, if a man were influenced to buy an adding 
machine through an advertisement in a consumer 
medium he might look up the local agency of the adding 
machine company and find half a dozen advertisements 
of adding machines in the directory. He might then 
call more than one advertiser in the reference medium, 
when he had been originally influenced by only one 
adding machine advertiser. 


The wide use of reference media is due to the stum- 
bling-block encountered by many prospects when they 
begin to take action as the result of an advertisement or 
as the result of a desire to purchase a given product. 
Before the prospect can take the first buying step he 
must know where the product can be seen, or where he 
can buy it. It is at this point that reference advertising 
steps in and picks up the burden of completing the sale, 
by informing the prospect where the product can be 
purchased. 

_So important is this information that many adver- 
users have tried to use newspaper and magazine adver- 
ising as a substitute for directory advertising; we see 
examples of this in many advertisements where lists of 

ealers are printed. While this information in news- 
paper and magazine advertising is of course an excellent 


idea, it must be admitted that it perishes quickly, and 
that while the prospective buyer may have been influ- 
enced by the advertisement itself he has not taken the 
trouble to note the address of the nearest dealer or 
distributor. With proper representation in reference 
media the advertiser can cash in on the portion of 
readers whose interest was gained by the advertising 
but who neglected to take immediate action. 


It is said that there is always a large potential market 
among people who are half sold by national advertising 
—people who need only a directive impulse to influence 
them to buy; here the reminder and informative value 
of the directory is valuable in supplementing the other 
forms of advertising the function of which is to create 
the buying impulse. 


Listings Bring Many Inquiries 


Listing in many directories automatically brings the 
advertiser in touch with many prospective buyers who 
make it a practice to ask for prices and specifications 
from everybody in a certain field. Listing in trade and 
professional directories actually brings many inquiries 
from prospects who would otherwise confine their pur- 
chases to known sources. In the average purchasing 
department great dependence is placed on directories, 
and a file of directories of supply sources is almost as 
frequently used as the file of catalogs in every purchas- 
ing office. 

In the planning of any advertising campaign the 
place of reference advertising should be carefully con- 
sidered in the light of its ability to pick up the sales job 
where other types of advertising leave off—in the light 
of its ability to guide and direct the purchaser who is 
in the market. 

Unfortunately, the same standards which govern the 
selection of other mediums cannot always be applied 
to directory advertising. It is usually a more difficult 
matter to differentiate between the valuable directory 
and the worthless one, for mere circulation is no final 
proof of value, and reader interest is less easy to deter- 
mine. But there are, nevertheless, certain standards 
which may lead the advertiser to measure with a reason- 
able degree of confidence the comparative strength of 
directories, such as the accuracy and dependability of 
their contents, their predominence in their respective 
fields, the care with which the subject matter has been 
arranged and classified, and similar considerations. 


Not All Directories Meet Requirements 


Just as there are trade papers, general magazines and 
other mediums which it would not be to the advantage 
of an advertiser to include in his schedules, however, 
so there are directories which would not meet his 
individual requirements. The careful advertiser buys 
more space in every directory soliciting his business 
than he does in every publication of other sorts which 
opens its columns to him. There are, naturally, many 
directories with slight justification for existence whose 
solicitors have proved successful on many occasions in 
obtaining portions of advertising appropriations which 
might have been spent much more profitably in other 
ways. 
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Principal Directories With Advertising Rates 
Adv. | Min. | Min. 
Publication Address Page | Space |Space} Published | Price 
Rate | Sold | Rate 
Abbey’s Western Lumber Register.......... The Industrial Service Co., Portland, Ore........ $50.00|14 page!$35.00/Annually $10.00 
Advertiser’s Guide (Sales Management) see 

IE IND: irs Fe welainne SESS Meee N eee Suse The Dartnell Corp., 4660 Ravenswood Ave., Chicago} 175.00/6thpage| 40.00/Annually 2.00 
Agricultural & Home Economics Leaders, 

NE. EERO LEE TOI ETT W. G. Wilson, 777 Concord Ave.,Cambridge, Mass.| 200.00|14 page|120.00/Annually 20.00 
American Paint Trade Buyers Guide........ American Paint Journal Co., St. Louis, Mo...... _.. See ee Annually t 
Automobile Blue Books................... 523 Plymouth Court, Chicago, Ill............... 250.00|% page| 40.00/Annually 3.00 
Automotive—Chilton Catalog and Directory |Chilton Co., Philadelphia, Pa................... 255.00|/144 page| 95.00/Quarterly 5.00 
Automotive Industrial Red Book........... ROLE AGO ss SIIACIO NIG Osis 6:5.00s, 6.6: 6.0%020 wis scece 125.00|4%4 page| 47.50\Quarterly |...... 
Baker’s Helper Supplement................ 431 S. Dearborn St. Chicago, Ill................ 75.00|14 page| 47.50|Triennially |...... 
Bank Reporter (Blue Book) American...... 149th St. and Bergen Ave., N. Y. C............. 100.00) page| 15.00/Annually  |....., 
Bankers Dir. (Guide Section) Rand McNally’s|Rand McNally & Co., 536 S. Clark St., Chicago | 215.00}1 inch | 45.00|/Semi-annually | 15.00 
Bankers Directory, Rand McNally’s........ Rand McNally & Co., 536 S. Clark St., Chicago | 200.00}1 inch | 50.00)Semi-annually| 15.00 
Banker’s Encyclopedia, Polk’s............. Banker’s Encyclopedia Co., 431 Howard St., Detroit} ° % ° {Annually 15.00 
Beverage Blue Book....................-. H. S. Rich & Co., 431 S. Dearborn St., Chicago 80.00|14 page| 50.00|Annually Free 
OCTET ETO T OTT Sampson & Murdock Co., 377 Broadway, Boston} 75.00/44 page| 30.00/Annually 15.00 
Builders Catalog, Home................... 1315 W. Congress St., Chicago, Ill.............. DOOD cos si onreleincre Annually 10.00 
Building Age and National Builder Year Book|243 W. 39th St., Chicago, Ill................... es See Annually * 
Buyer’s Guide for Latin America........... Shoe & Leather Reporter, 210 Lincoln St., Boston| 100.00/}4 page| 40.00/Annually * 
Buyer’s Guide in the U. S., American Dir. &.|Custom House, 7 Water St., N. Y. C............ 200.00/44 page| 40.00/Annually 5.00 
Canadian Trade Index. ....65..6...0.500%00- Canadian Mfgr’s. Ass’n., Toronto, Canada.......| 100.00)/44 page| 35.00/Annually 6.00 
Canners’ Directory, Annual................ National Canners Association, Washington, D.C..| 35.00)14 page| 10.00)Annually |...... 
Canning Industry, Almanac of the.......... The Canning Trade, 107 S. Frederick St.,Baltimore}| 50.00/14 page} 20.00)Annually + 
Car Builders Cyclopediaese, page 335....... Simmons-Boardman Publ.Co.30 Church St.N.Y.C.} 300.00}.......)...... Triennially 5.00 
Cement, Gypsum & Lime Mfgrs., Directory of Cement, Mill&Quarry,53W. Jackson Blvd.,Chicago} 130.00} page| 75.00/Annually 3.00 
Central Station Directory, see page 328..... McGraw-Hill Co., 475-10th Ave., N. Y. C....... F . ° {Annually 25.00 
Ceramic Products Cyclopedia, see page 338..|Industrial Publications Inc., 407 S. Dearborn St., 

RO MIGAIO IE cB cc B iss die nme Nowaelocntesccee POR e5:0'oeilletsiteeee Bi-annually 3.00 
Chemical Engineering Catalog............. The Chemical Cat. Co., Inc., 419 4th Ave., N.Y.C.| 250.00).......]...... Annually 10.00 
Coal Buyers Catalog, Keystone, see page 328 .| McGraw-Hill Catalog & Directory Co., N.Y.C. ..| 200.00].......]...... Annually 15.00 
Coal Field Directory, see page 328.......... McGraw-Hill Co., 475 10th Ave., N. Y. C....... ‘s . ° {Annually 25.00 
Coal Mining Catalog, Keystone, see page 328 .| McGraw-Hill Catalog & Directory eS eee) || ee Se Annually 15.00 
Coal Sales & Operating Companies, Mac’s 

Ee cc eccrine schaed answer Coal Information Bureau, Pittsburgh, Pa........ 100.00|1 inch | 25.00/Annually 5.00 
College and Private School Directory....... Educational Aid Society, 168 N. Michigan Ave., 

NST S S.C a en ert ose ee ae 300.00|14 page} 60.00/Annually 5.00 
Colleges and Schools, Directory of Catholic. .|Nat’l. Catholic Welfare Conference, Wash., D.C..} 100.00/1 inch | 20.00|Bi-annually 6.00 
Confectioner’s Blue Book, Manufacturing. . .|Manufacturing Confectioner Pub. Co., 

30 N. La Salle St., Chicago, Illl............... PSOHOO rose Sul ecm Annually - 
Contractor’s Catalog & Data Book, General .|221 E. 20th St., Chicago, SESS errr yd POE rere Annually i$... 
Cordage, Twine and Duck Trade, Davison’s.|Davison Pub’l. Co., 50 Union Square, N. Y. C. ..| 60.00/14 page| 20.00)/Bi-annually 3.00 
Costom Howse Golide......'........00.00000: Custom House, New York City................ 75.00/14 page} 30.00)Annually 5.00 
Dairy Produce Yearbook.................. Chicago Produce Co., 136 W. Lake St., Chicago..} 60.00|14 page| 35.00/Annually 1.00 
Decorative Furnisher Directory and 

NS Re ers > ot er ee 50.00/14 page} 18.00/Annually 50 
Decorative Trades, Handbook of the 

IN i iikc ccivianrerarceacsake Clifford & Lawton, 373 4th Ave., N. Y. C........ 60.00/44 page} 20.00/Annually 1.00 
Directory of Directors of the Pittsburg, Dist..|Bankers Service Corp.,247 4th Ave.,Pittsburgh,Pa.| 200.00|14 page|120.00)Annually 20.00 
Druggists Circular Red Book Price List..... ge i O) ree 155.00|4% page| 33.00|Semi-annually |...... 
Druggists Directory, Era.................. D. O. Haynes & Co., 154 Nassau St., N. Y. C....} 60.00/14 pagel 25.00/Annually 10.00 
Druggists Directory and Commercial Refer- 

ee ee Hayes Publ. Co., Detroit, Mich................. 100.00|14 page} 60.00)Annually 9.00 
Educational Directory, Patterson’s American |American Educational Co., 314 W.Superior St., 

ENS ERE A DOLLIES FEIT Rie 100.00|14 page| 20.00|Annually 6.00 
Electric Railway Directory, see page 328 ... .|;McGraw-Hill Co., 475 10th Ave., N. Y. C....... " " °  |Annually 7.50 
Electric Traction Pocket List.............. Kenfield-Davis Publ. Co., 431 S. Dearborn St., 

PS i vicccctess eucneesaaiaerened 50.00/14 page| 16.00|Semi-annually | 3.00 
Electrical Engineering Catalog, McGraw-Hill 

CM in cus bakin nna taieaewel McGraw-Hill Catalog & Directory Co., N.Y.C. ..| 250.00].......]...... Annually t 
Electrical Trade Catalog, McGraw-Hill, see 

SRE TE re axons iaueewus Ow wip ws we Sob McGraw-Hill Catalog & Directory Co., N.Y.C. ..| 250.00).......)...... Annually t 
Engineering Catalog, Sweet’s.............. Sweet’s Catalog Service, 119 W. 40th St., N.Y.C.. .| 250.00).......]...... Annually _—itk..... 
Engineering Catalog Directory, Domestic. . . .| Domestic Eng. Publ., 1900 Prairie Ave., Chicago ..| 145.00|14 page| 85.00/Annually 5.00 
Exporters’ Encyclopedia................... Thomas Ashwell & Co., Inc., 20 Vesey St., N.Y.C. | 150.00|14 page} 50.00/Annually 15.00 
Eye, Ear, Nose and Throat Specialists, 

a ere The Professional Press, 17 N. Wabash Ave., Chicago} 85.00/14 page| 17.50|Bi-annually 3.00 
Farm Implement News Buyer’s Guide... ... Farm Implement News, 431S. DearbornSt.,Chicago| 75.00/14 page| 20.00|Annually 1.00 
Fertilizer Handbook, American............. Ware Bros. Co., 1010 Arch St., Philadelphia, Pa...| 125.00|44 page| 45.00/Annually 15.00 
WPAN MIE RIOOK 5656 Fads ee eo <deeee 516 Murray Bldg., Grand Rapids, Mich......... 90.00|14 page| 47.50|Monthly Free 
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Gas Catalog and Directory, American....... American Gas Journal, 53 Park Place, N. Y.C...../$100.00].......)...... Annually sis... 
Gas Companies, Brown’s Directory of Am. .. .|Robbins Publ. Co., Inc., 9 E. 38th St., N. Y. C. .| 150.00).......)...... Annually $10.00 
Gas Engineering and Appliance Catalog..... Robbins Publ. Co., Inc., 9 E. 38th St., N Y C. .| 150.00).......)...... Annually 10.00 
Gas Industry, Directory of the............. Robbins Publ. Co., Inc., 9 E. 38th St., N. Y. C. .| 122.00).......)...... Annually 2.00 
Gift and Art Shop Buyers Directory........ Geyer Publications, 260 Fifth Ave., N. Y.C....... 50.00|14 page|$30.00| Annually 1.00 
Glass Factory Directory................... The National Glass Budget, 230-5th Ave., N.Y.C..} 30.00|/4 page| 15.00|/Annually |...... 
Great Lakes Red Book, see page 339........ Penton Publ. Co., Cleveland, Ohio.............. 35.00)14 page| 12.50\Annually 1.00 
Grocery Register, Thomas Wholesale. ....... Thomas Publ., Co., 461 8th Ave., N.Y. C......... 100.00/14 page| 60.00)Annually 10.00 
Hardware Buyers, Hardware Age Catalog for. !239 W. 39th St., N. Y.C.......005.00.00000000-- 200.00|44 page} 85.00/Annually . 
Hardware Directory, American Wholesale... .|1701 Arch St., Philadephia, Pa.................. 50.00/14 page| 10.00/Annually 2.50 
Hatter Directory, American................ Hat Trade Publ. Co., 1225 Broadway, N. Y.C.....| 75.00)14 page| 25.00)Annually 10.00 
Hide and Leather’s Yearbook and Directory. . |Jacobsen Publ. Co., 300 W. Adams St., Chicago. ..| 85.00)4 page| 20.00/Annually ’ 
Hospital Digest and Directory, American..... Crain Publ. Co., 537 S. Dearborn St., Chicago, Ill. | 150.00/14 page| 60.00/Annually |...... 
Hospital Yearbook, Modern................ Modern Hospital Publ. Co., 22 E. Ontario St., 

UT | | 9a Cee acne Se ae in 225.00) page| 75.00/Annually 1.00 
WIOteb REG BODE ke tetics out eeacuadueea: Hotel Red Book, 103 Park Ave., N. Y.C.......... 150.00|\4%4 page} 50.00/Annually 5.00 
Hotel Red Book, Wrigley’s................. Wrigley Directories, Ltd., 404 Homer St., 

WiRMNCOURC CHE Oraisre'e bce csciescinsy ia neded wad 100.00}1 inch | 15.00/Annually 5.00 
Ice and Refrigeration Blue Book & Buyers 

MON isc szevteeriy vase crea great era wnt Na as Nickerson & Collins, 5707 W. Lake St., Chicago, Ill.| 56.25/44 page| 18.75|Annually 12.00 
Insurance Guide with Key Ratings, Best’s. . . .|Alfred M. Best Co., 73 Fulton St., N. ¥.C........ 100.00) page} 25.00|Annually 5.00 
Insurance Reports, Best’s (3 editions)....... .|Alfred M. Best Co., 73 Fulton St., N.Y. C.. 2.2... 255.00}1 in. cd | 25.00)/Annually 30.00 
Iron and Steel Works of North America, 

Directory of, see page 339................ Penton Publ. Co., Cleveland, Ohio.............. . ° ° {Annually 6.00 
Jewelers’ Circular Buyers’ Directory......... LR hg A eee rere ee eee 35.00/44 page| 12.00/Annually 1.00 
Jewelers’ Directory, National............... G. P. Englebord Co., 536 S. Clark St., Chicago, Ill. | 75.00/44 page| 25.00)Annually 1.00 
DOE TOMI odin es 0dr nnesveeeuawe 42 Weybosset St., Providence, R. I............... 25.00|14 page| 15.00|Annually 1.00 
Key to Numerical System of the American 

MS cic Sven sucks eatuadue Rand McNally Co., 536 S. Clark St., Chicago, Ill.| ° ate °  |Bi-annually 2.50 
Knit Goods Trade, Davison’s.............. Davison Pub. Co., 50 Union Sq., N. Y. C....... 80.00|6th page| 20.00|Annually 6.00 
Knitting Trade, American Directory of the 

SEONG: SOM rad vot saves aa wna oe Bragdon, Lord & Nagle Co., 334-4th Ave., N. ¥.C.} 50.00/14 page| 18.00)Annually 2.00 
Leather Manufacturers, Pocket Directory of.|Shoe and Leather Reporter, 20 Lincoln St., Boston| 25.00).......]...... Annually 3.00 
Leather Products Directory, Frasers........ Fraser Publ. Co., 1070 Bleury St., Montreal, Can.| 50.50/44 page| 20.50/Annually 2.00 
Locomotive Cyclopedia, see page 335....... Simmons-Boardman Publ.Co.30 Church St.N.Y.C.} 300.00}. ......)...... Tri-annually 5.00 
MacRae’s Hendricks Bluebook (Consoli’ted)| MacRae’s Blue Book Co., 18 E. Huron St., Chi., Ill.} 375.00)4% page|125.00)/Annually 10.00 
Manufacturers, Directory of Illinois........ Ill. Mfgrs. Ass’n., 231 S. La Salle St., Chicago, IIl.| 100.00}44 page| 60.00|Irregularly 5.00 
Manufacturers, Thomas Register of American|Thomas Publ. Co., 461 8th Ave., N. Y. C....... 350 .00/6th page} 100.00) Annually 15.00 
ee er eee Administration Bldg., Fish Pier, Boston, Mass...} 125.00} page| 75.00/Annually  =|...... 
Market Data Book, The.................. 537 S. Dearborn St., Chicago, [ll................} 110.00}4% page| 65.00)/Annually  |f...... 
Mattress Directory, Davisons............. Davison Publ. Co., 50 Union Square, N. Y. C...| 75.00|%4 page} 25.00)Annually 3.50 
Medical Directory, American.............. 535 N. Dearborn St., Chicago, Ill.........0..... [YS oC | | gee Oar: Bi-annually 15.00 
Men’s Wear Directory, Chicago............ Fairchild Publ. Co., 8 E. 13th St., N. Y. C.......| 50.00|144 page| 18.75/Semi-annually| Free 
Men’s Wear Directory, Fraser’s............ Fraser Publ. Co., 1070 Bleury St., Montreal, Can.| 40.50)14 page| 20.50)Annually 1.00 
Men’s Wear Directory, New York.......... Fairchild Publ. Co., 8 E. 13th St., N. Y. C.......| 65.00|/4% page| 25.25|Semi-annually | Free 
Men’s & Women’s Directory of Fabrics, N. Y.|Fairchild Publ. Co., 8 E. 13th St., N. ¥. C....... 40.00/14 page| 25.00|Semi-annually| Free 
Merchandise Rating Register.............. Ie FU RU Gi gs Ian We ioe 55 ' b hws enaded ewe eae. 100.00|14 page| 25.00/Annually 10.00 
Merchants, Manufacturers & Shippers of the 

World, Kelly’s Directory of.............. Kelly Publ. Co.; 70 5th Ave., N.Y. C..... 2.02. 225 .00|/14 page|100.00)Annually 22.50 
Metal Products Directory, Fraser’s......... Fraser Publ. Co., 1070 Bleury St., Montreal, Can.| 90.50/4%4 page} 33.00/Annually 3.00 
MetalQuarry Catalog, Keystone, see page 328|McGraw-Hill Catalog & Directory Co., N. Y. C..| 200.00].......]...... Annually =i|...... 
Metal Quarry Directory, see page 328 ...... McGraw Hill Co., 475 10th Ave., N. Y. C....... be ‘: °  |Annually 25.00 
Mill Supply Buyer’s Guide..............2. Crawford Publ. Co., 537 S. Dearborn St., Chgo, Ill.| 100.00} 1 inch | 12.00)Annually ba 

Aillinery Directory, New York............ Fairchild Publ. Co., 8 E. 13th St., N. Y. C.. 2... 65.00\44 page| 25.25\Semi-annually | Free 
Millinery Trade Review Buyers Index...... Allen Business Papers, Inc., 1225 Broadway, N.Y.) 75.00/14 page| 20.00/Semi-annually 7 
Music Trade Directory, Fox’s.............. Music Trade Indicator, 25 E. Jackson Blvd., Chgo.| 90.00/44 page| 27.50|Annually 1.50 
New England Business Directory........... Sampson & Murdock Co., 377 Broadway, Boston| 60.00|\4% page| 25.00/Annually 15.00 
Newspaper Annual and Directory, American|N. W. Ayer & Son, Philadelphia, Pa............. : vs °. |Annually 15.00 

oh nnn eee Allen Business Papers, Inc., 1225 Broadway, N. Y.| 100.00/14 page| 35.00/Semi-annually . 
Oil Trade | REE Ae: Murray-Duff Corp., 533 Plymouth Ct., Chgo., IIl.} 225.00}.......)...... |Annually 10.00 
Optometrists and Opticians, Blue Book of. . .|The Professional Press, Inc., 17 N. Wabash Ave. 

ees QIGGGN Nee cco rand cwassncestalseuieaeds 85.00/14 page| 17.50|Bi-annually 3.00 
Paper & Allied Trades, Lockwood’s Dir. of 

OY 5: 0 xrete ae ceeweaioec bed Kaden Lockwood Trade Journal Co., Inc., 10 E. 39th St., 

INGW BOON GIES sion c in oiscacdicidenaenedtaeey 100.00/14 page; 40.00) Annually 7.50 
Paper Mill Directory, Post’s............... L. D. Post, 1440 Broadway, N. Y. C............ 60.00/14 page| 20.00) Annually 4.00 
etroleam Register (International Directory)|United Business Publications, Inc., 239 W. 39th St. 

; ING@UE MOSM O@NEW aos. ha eecunnua cece mdee 300.00'14 page| 75.00/Annually 10.00 
Pit and Quarry Handbook................. Complete Service Pubi. Co., 538 S. Clark St., Chgo.' 130.00'.......'. 00... ‘Annually T 
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Plastics Directory, Index and Buyers Guide. |461 4th Ave., N. Y. C............... 0.000000 $100 .00|14 page! $35.00) Annually 
i eee McCready Publ. Co., 381 4th Ave., N. Y. C.... 60.0014 page; 20.00/Annually 
Press, Pocket Directory of the American... .|Lord & Thomas & Logan, 400 N. Michigan Ave., 
CEES CL” (neat ne Pere eer er ee are: 100.00|144 page| 30.00!Annually 
Printing Paper Catalogue.................. Walden Sons & Mott, Inc., 41 Park Row, N. Y.C.| 50.00)14 page} 15.00|Monthly 
Printing Supply Catalogue................. Walden Sons & Mott, Inc., 41 Park Row, N.Y.C.| 50.00/14 page} 15.00)Annually 
Printing Trades Blue Book (Illinois Edition) |A. F. Lewis Co., 608 S. Dearborn St., Chgo, Ill. . 90.00) page| 30.00)Annually 
Railroad Officials, Pocket List of .......... Railway Equip. &Publ. Co., 424 W. 33rd St. N.Y.C.| 85.00 V6 page| 45.00/Quarterly 
Railway Engineering & Maintenance Cyclo’a 

PM SB 88s ise o's Cl cb aa AES Simmons-Boardman Publ. Co. 30 Church St.N.Y.C.} 300.00).......)...... Tri-annually 
ed TS: Sr <a Se Atlas Publishing Co., 150 Lafayette St., N. Y. C..| 100.00)4%4 page| 40.00) Bi-annually 
Seed Trade Buyers Guide................. Seed Trade Reporting Bureau, 1018 S. Wabash 

We sve Cy Iie 20) | | Rn ee eae ane Rare 85.00|14 page} 25.00|Annually 
Shoe and Leather Reporter Annual...... .|Shoe and Leather Reporter, 210 Lincoln St., Boston| 100.00)16th pg.| 15.00)Annually 
Shoe Manufacturers, Pocket Directory of.. .|Shoe and Leather Reporter, 210 Lincoln St., Boston} 25.00).......]...... Annually 
Shoes, Pocket Directory of Buyers of....... Shoe & Leather Reporter, 210 Lincoln St., Boston| ° 7 °  |Annually 
Silk Trade, DO re ae ree ey Davison Publ. Co., 50 Union Square, N Y.C....| 100.00 Vg page} 25.00) Annually 
Specification Record...............5...65- 162 W. Randolph St. BG) een (| Er rn WOO 00 cs ose Acs uoes Annually 
Sporting Goods Dealer’s Trade Directory... |Chas. C. Spink & Son, St. Louis, Mo............ 50.00) l inch} 8.00)Annually 
Steel & Metal Directory, Standard......... Atlas Publ. Co., 150 Lafayette St., N. Y. C...... 100.00)14 page} 40.00/Bi-annually 
Storage & Transfer Directory, Wrigley’s...../Wrigley Directories Ltd., 404 Homer St., 

ECC Cie Ob, «ot OF a ase Aen Rereeia ae ie ae: 50.00} 1 inch |card 1)0.00Annually 
Supply Houses, Seller’s Guide to........... Crawford Publ. Co., 537 S. Dearborn St., Chgo, Ill.|_ 50.00) 1 inch | 12.00/Annually 
Telephone Industry, Telephony’s Directory of 

Dg cca rete eke hee seen Telephony Publ. Co., 461 8th Ave., N. Y. C.....| 250.00/6thpage/100.00)Annually 
Textile Blue Book, Davison’s.............. Davison Publ. Co., 50 Union Square, N. Y. C....| 125.00)!¢ page} 30.00|Annually 
Textile Bands and Trademarks, Directory of 

Sk tte ho ee ee ee eee: Bragdon, Lord & Nagle Co., 334 4th Ave., N.Y.C.| 100.00)14 page} 35.00/Annually 
Textile Directory, Official American of, see 

BIS ER Serre 8 Aa oe shee psig Seer Bragdon, Lord & Nagle Co., 334 4th Ave., N.Y.C.) 70.00/14 page| 20.00)Annually 
Textile Merchandise, Directory of, see page 333|Bragdon, Lord & Nagle Co., 334 4th Ave., N.Y.C.} 100.00|14 page} 35.00)Annually 
Textile Merchandise, Directory of Branded,see 

EOE SC ae eA CRE Bragdon, Lord & Nagle Co., 334 4th Ave., N.Y.C.| 100.00)14 page} 35.00)Annually 
Textile Mills, Clark’s Directory of Southern. |Clark Publ. Co., Charlotte, N. C............... 1.97 | Rete lene Semi-annually | 
Textile Products Directory, Fraser’s........ Fraser Publ. Co.; 1070 Bleury St., Montreal, Can.} 75.50/44 page} 30.50|/Annually 
Theatre Equipment Directory..............|710 Federal St., Chicago, Illl.................... 150.00/14 page} 25.00/Quarterly 
Tours Guide, Associated................... if) RR! | LT ee Conn eee eee ane ee ee 300.00)14 page|100.00)Annually 
Toys, Buyers Directory of American........ Toys and Novelties, 620 S. Michigan Ave., Chgo.| 35.00/44 page| 20.00/Annually 
Trade Index and Buyer’s Guide, Patterson’s |American Educational Co , 314 W. Superior St., 

PARNAEN e Sohei orchs ote ao Seoeisa TES CES | | REA a ae ee ara! 100.00|14 page| 20.00)Annually 
(CEU OT: | 2 a a a eae 1701. Arch St., Philadelphia, Pa... ......bccses ss 80.00/44 page| 18.00/Annually 
Nyaidene AB Giouide..... >. 5.555 006055 004 Walden Sons & Mott, Inc., 41 Park Row, N.Y.C.} 50.00/4% page| 15.00}Annually 
Warehouse Directory, Anmual. ...s.... 0... <. Hea WeSGe Bt Ns Wi Gon hess bs scs sions sae 125.00/14 page| 50.00/Annually 
Waste Trade Directory....................|Atlas Publishing Co., 150 Lafayette St., N Y.C.} 100.00)14 page| 40.00|Bi-annually 
Water Works Catalog and Data Book...... .|221 E. 20th St., Chicago, Il.................... DSOROON iis h alee Annually 
Welding Encyclopedia.................... The Welding Engineer, 608 S. Dearborn St., Chgo | 100.00/14 page} 40.00|Bi-annually 
White-Orr’s Reference Directory........... White-Orr:& Go, 156 5th Ave., N. ¥.C...........2 200 .00)14 page} 75.00|Annually 
Who Makes It and Where................. Alfred Geyer, Inc., 260 5th Ave., N. Y. C....... 50.00/14 page| 20.00)Annually 
Women’s Wear Directory, Chicago......... ‘Fairchild Publ Co., 8 E. 13th St., N. Y.C.......| 50.00)44 page| 18.75|Semi-annually! 
Women’s Wear Directory, Fraser’s.. . . _.|Fraser Publishing Co., 1070 Bleury St., Montreal.| 40.50/14 page| 20.50|Annually 
Women’s Wear Directory, New York....... \Fairchild Publ. Co., 8 E. 13th St., N. Ti. 100.00|14 page| 37.50|Semi-annually | 
Wood Products Directory, Fraser’s...... _ Fraser Publishing Gu. 1070 Bleury St., Montreal.| 90.50 YY page| 33.00/Annually 
Wrigley’s British Columbia Directory... ... . | \Wrigley Directories, Ltd., 404 Homer ’St., Van- 

St eS OE er ee ee Tee 65.00'l4 page! 35.00'!Annually 
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Progress of Photo-Engraving and 
Other Illustrative Processes 


HOTO-ENGRAVING craftsmanship reached 
new heights of excellence during 1927. Constant 
study and effort have resulted in better ways of 
reproducing illustrations for printing. Particu- 

larly in the field of color reproduction was genuine 
progress made. 


For years photo-engravers have been working out a 
suitable method of making color plates direct from the 
object or setting, without the necessity of first taking a 
photograph and then rebuilding the colors into the 
finished plates. Today a number of engravers are doing 
this very successfully, and the result is a full-color 
reproduction which is rich in tones, and has a life-like 
depth and interplay of light and shadow. 


Broadly speaking, there are two main divisions of 
photo-engraving—line cuts and halftones. Line cuts are 
made from pen and ink drawings, type matter or any 
similar subject where no degree of shading between 
black and white is required. Line cuts are generally 
made on zinc, although for fine subjects or a large num- 
ber of impressions they may be made on copper. 


Within recent years the usefulness of line cuts has 
been vastly increased by the introduction of mechanical 
shading methods such as Ben Day. By this process it is 
possible to lay different patterns upon the line cut in 
such a way as to resemble closely the greys and grada- 
tions in tone of the halftone. Ben Day plates are some- 
times used on rough paper where shading is desired but 
a halftone might not reproduce satisfactorily. Ben Day 
plates may be made in several colors, and skilled opera- 
tives in this medium have attained truly remarkable 
effects. 

The halftone is the photo-engraving for reproducing 
photographs, oil or wash paintings, or making plates 
direct from an object. By means of a “‘screen,” varying 
in quality according to the printing surface to be used, 
virtually every degree of contrast from black to white 
can be obtained. There are several variations of the 
halftone process, notably the “highlight” halftone, 
usually made from a pencil sketch, in which the screen 
is entirely eliminated from the white areas on the draw- 
ing, and the ‘‘Bassani process” halftone, a new develop- 
ment using mechanical movement of the ‘‘screen” dur- 
ing exposure to control the tones of the finished plate. 


Color Process Engraving 


Color halftones using two, three, four or more colors, 
are now widely employed in every phase of advertising. 
For example, the Saturday Evening Post during 1927 
carried over 860 pages of four-color process advertising 
—an average of seventeen pages per issue. Catalogs 
of the big mail order houses carry sections in color pro- 
cess, and an ever-growing number of advertisers are 
following suit. A recent Dartnell survey showed that 
twenty-five per cent of the national advertisers queried, 
use three and four-color process plates in their cata- 
logs, and thirty-six per cent used two color plates. 
The “rising tide of color” is due in considerable degree 
to the improvements made by photo-engravers in color 
Process reproductions. 


Choosing a photo-engraver should be a matter for 


serious consideration to the advertiser. There is a 
tremendous variation in the quality of engravings. A 
few dollars additional spent in assuring faithful repro- 
duction, correct tone values, and the proper printing 
qualities, often times assure the success of an advertise- 
ment or a piece of printed matter where a poor plate 
would jeopardize the results. It is being penny-wise 
and pound-foolish to try to cut corners on engravings. 
To get the proper snap, depth, and accuracy in an en- 
graving calls for skill of a high order, and you will 
seldom if ever find such skill among engravers who 
solicit on a price basis. 


Other Illustrative Processes 


Rotogravure is a process of reproduction which has 
gained wide popularity in recent years. Many of the 
large newspapers now have Rotogravure supplements, 
as mentioned in another section of this book. And 
many of the mail order houses and national advertisers 
are employing this method effectively in their printed 
matter. 


Mail order catalogs generally use Rotogravure in the 
form of special inserts at intervals, to give variety to 
their pages. National advertisers have employed this 
medium in many ways, such as for house magazines 
and dealer helps in which a large number of photographs 
are to be shown. The public associates Rotogravure 
with the newspapers, and advertisers find that they are 
able to give a ‘‘newsy”’ flavor to booklets and bulletins 
by patterning them after Rotogravure supplements. 


Rotogravure originally was associated with one color 
effects in sepia or soft brown tones, but in recent years 
color rotogravure has been perfected and is gaining 
widespread favor. 

Lithography is a distinct process; originally all 
lithography was done from stone specially selected for 
the purpose. Now this type of printing is frequently 
done from copper or steel plates. Lithography is in 
general use for banknotes, stock and bond certificates, 
and certain types of letterheads. 


Offset is separate from lithography but is an out- 
growth of the older process. It permits of beautiful 
multi-color effects and is greatly favored for catalog 
and magazine covers, catalog and magazine color in- 
serts, and large-quantity runs of booklets, folders and 
letterheads. 


Space does not permit a fuller description of these 
various processes, but the advertiser will find in any 
good-sized city, plants which specialize in one or more 
of them. Each has its distinctive field, and when rightly 
used affords an economical, effective method of repro- 
duction. 


The ‘‘Aquatone” process has been newly developed 
and is licensed to a few printers in various sections of 
the country. It permits softness and accuracy of detail 
in the reproduction of photographs and like offset and 
rotogravure, requires special paper for best effects. 

Each of these processes has distinctive requirements 
for the preparation of copy and art work, and it is well 
for the advertiser to place full confidence in the special- 
ist handling them. 
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Glossary of Principal Terms Used 
in the Photo-Engraving Business 


Air Brushing—A method of placing smooth, tint 
surfaces on a photograph or wash drawing by an 
invention by which a liquid pigment is blown in 
a spray through a tool by aid of compressed air. 

Anchoring—Fastening plates on to wood blocks by 
metal columns through the back of block. 

Backing Up—A metal backing soldered to printing 
plates to make them 11 points (0.152”) thick for 
use on patent blocks or printing bed bases. 

Benday—A method of laying tints (composed of 
dots, lines and other textures) on negatives, metal 
prints or copies. Benday was name of inventor 
of the process. 

Bleed—Area of plate or print extending beyond 
edge to be trimmed. 

Blocking—Fastening the plate upon a wood base. 

Burnishing—To rub plate with polished steel bur- 
nishing tool to darken printing area of plate, by 
spreading dots. 

Color Separation—Separation of colors in negative 
making by means of color filters, and in plate 
making by means of drawing upon the plate with 
acid resisting paint. 

Combination Plate—Halftone and line work com- 
bined on one plate and etched for both halftone 
and line depth. 

Contrast—The quality of an illustration possessing 
a wide difference in tone values. One in which the 
high-light and shadow tones are strongly in evi- 
dence. 

Copy—The original, be it photograph, drawing, 
painting, design, object or anything that is in 
process of reproduction for printing purposes. 

Crop—To cut off an edge or trim. 

Deep Etch—Sinking or “running down” the open 
parts of a photo-engraved plate to acquire the 
necessary printing depth. 

Double Print—Prints from two different negatives 
occupying fixed positions on the same piece of 
metal but not necessarily superimposed. 

Electrotype—A plate made by electrolytically de- 
positing metal—copper, nickel, etc., on a mold of 
wax or metal taken from the original plate or 
(wood cut). 

Embossing Plate—A plate cut or etched below its 
surface into which the paper is forced for the pur- 
pose of raising the image of the printed surface. 

Finish—Term used to designate treatment of outer 
edges of plate such as: square finish, hair line 
finish, vignetted finish, etc. 

Halftone—A relief photo-engraving, the negative 
for which has been made by photographing a copy 
through a halftone screen. Also, the printed im- 
pression from a plate so made. 

Highlight Halftone—A plate made from a halftone 
negative wherein the highlight dots have been so 
exposed and etched that they will not print on 
the metal. 

Key Plate—The plate of maximum detail in a color 
set, to which other colors are registered. 

Laying Tints—Trade term for printing Benday or 
similar tints on metal before etching. 


Minimum—Size of plate, below which, cost of manu- 
facture remains fixed. 

Mortise—Enclosed aperture cut within area of 
plate or block into which other printing forms 
may be inserted. . 

Outline Finish—A halftone with the removal of 
all background surrounding or showing through 
or within the outline of an illustration. 

Pattern—The checkered, mottled, moire or watered 
silk effect produced in halftone reproductions 
from originals possessing screen or fine parallel 
ruled lines. Caused by the pattern of the copy 
crossing or interfering with the lines of the half- 
tone screen. 

Progressive Proofs—A set of proofs of color plates 
showing each color alone, as well as in combina- 
tion with each succeeding color in-~ printing 
rotation. 

Register—Correct relative position of two or more 
colors when printed from color plates. 

Retouching—Corrective treatment of negative, posi- 
tive or copy by means of brush, pencil, pen, air 
brush or other means. 

Routing—A mechanical means of removing the un- 
essential metal or wood from any part of a print- 
ing plate, or lowering the surface of such parts 
that are not intended to be printed. 

Screen—The term used to denote the particular 
ruled screen to be used for halftone reproduction. 
Screens are ruled for practical purposes from 50 
to 200 lines to an inch. The coarser rulings are 
used for plates to suit the conditions of news- 
paper printing, and the finer ones for the higher 
printing requirements. The numbers between are 
more generally employed to meet intermediate 
conditions. The character of the paper and press 
work, and to a certain extent the nature of the 
copy, determine the selection of the most suitable 
screen to be used in each instance. 

Shoulder—The projecting ledge on an etched plate 
below printing surface. 

Square Finish—A halftone with an unbroken screen 
surface finished in rectangular shape with or 
without border line. 

Three Color Process Plates—Printing plates pro- 
duced from colored copy or objects, to reproduce 
the picture or object in its original colors by a 
photochemical separation of the primary colors 
and etched halftone plates to reproduce each 
separate color, usually printed in yellow, red, and 
black. 

Tint Block—A solid plate to be used in printing a 
light flat color. 

Tooling—Engraving white lines with a graver. 

Vignette—A gradually shaded off edge, from dark 
to light, as on a photograph or engraving. A hall- 
tone with the background setting blending into an 
invisible finish. Due to the gradual reduction 1n 
the size of the dots of the background as they 
approach the printing edges. 

Zinc Etching—A photo-engraved line plate on zinc. 
Action of acid on zine. 
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Photo Engravers in Principal Cities 


Company 


ATLANTA, GA. 
Photo-Process Engraving Co....... 
Wrigley Engraving Co............. 


BALTIMORE, MD. 


BOSTON, MASS. 
American Engraving Co 
Donovan & Sullivan 


BUFFALO, N. Y. 
Buffalo Engraving Co............. 
Rapid Service Engraving Co... .... 

CHICAGO, ILL. 

American Colortype Co............ 
Barnes“ peony Co................ 
Jahn & Ollier Engraving Co........ 
Manz Corporation 


Art Reproduction Co.............. 


Repro Engraving Co 
Schultz-Gosiger Co 


DAYTON, OHIO 
Dayton Process Eng. Co., Inc 
Hermes & Knuge Co 
Shaw & Marchant 

DENVER, COLO. | 
Cocks-Clark Engraving Co........ 
Seeleman-Ehert Photo-Eng. Co... .. | 
Smith-Brooks Printing Co 


INDIANAPOLIS, IND. 
Indianapolis Engraving Co......... | 
Stafford Engraving Co...........__ | 


NEWARK, N. J, 
Art Photo-Engraving ae 
_ New Jersey Engraving Co 


| 215 W. Superior Street 
CINCINNATI, OHIO 


| N.W. Cor. 5th and Elm Streets 
| 514 Main Street 


| 1741 E. 24th Street 

| Caxton Bldg. 
- | 1457 Superior Avenue N. E. | 
| 1150 W. 3rd Street | 
| | 
| 230 W. Fifth Street | 


| Dye Bldg., 5th and Main Streets) 
| 24 N. Jefferson Street | 


» Barclay Block 


| 222 E. Ohio Street 


Address | 


bieiintetedcRenainbegl 


1314 Cone Street 
110 Cain Street 


Fayette and Howard Streets 
Falconer Building 


94 Arch Street 
235 Congress Street 
72 Lincoln Street 


Ellicott and Division Streets 
229 Oak Street 


1151 Roscoe Boulevard 

9 N. Franklin Street 

817 W. Washington Boulevard 

4001 Ravenswood Avenue 

1030 Fullerton Avenue 

509 S. Franklin Street 

418 S. Market Street i] 

223 W. Erie Street 1 
| 


812 W. Van Buren Street 
2001 Calumet Avenue 


N. E. Cor. Court and 


120 E. 8th Street | 
Sycamore Streets 


1104 Prospect Avenue 


1950 Champa Street 
1733 California 


70414 Walnut Street | 
19th and Grand Avenue 
715 Locust Street 


661 Plum Street 1 


822 Hancock Avenue W. 
409 Jefferson Avenue E. 1 
41 Burroughs Avenue 
51 Hancock Avenue W. | 


Meridian and Pratt Streets 1 
| 


8th and Wyandotte Streets 


| Coca Cola Building 


7th and Central Streets 


227 W. First Street 
232 E. Fourth Street 
407 E. Pico Street 
223 E. Fourth Street 


116 Michigan 
Cawker Building 
West Water and Wells Sts. 


500 S. Fourth Street 
314 Fifth Avenue S. 
305 S. Fifth Street 


91-93 Halsey Street 
48 Mechanic Street 


Company 


Pee eesti escescse ews 


Scientific Engraving Co............ 
Standard Engraving Co............ 
Sterling Engraving Co 
Stockinger P. E. Co 


ie eee ee 


We dee we aeuee 


OMAHA, NEB. 


Meee ees eee 


PROVIDENCE, R. I. 
Bickford Eng. & Electro Co 
Crahan Engraving Co 
Gardner & Sons 


ST. LOUIS, MO. 


ST. PAUL, MINN. 
Art Engraving Co................. 
Buckbee-Mears Co 


SAN FRANCISCO, CAL. 
American Engraving & Color- 


~ 2 De a ea a gat ae 


SEATTLE, WASH. 
Seattle Engraving Co... 


Western Engraving & Colortype Co. 


1 
ps 
3 


Address 


11 Orange Street 
87 Orange Street 
949 Grand Avenue 


25 City Hall Place 
461 Eighth Avenue 
409 Pearl Street 
424 W. 33rd Street 
140 Fifth Avenue 
344 W. 38th Street 
324 E. 23rd Street 
114 E. 13th Street 
147 W. 22nd Street 
205 W. 39th Street 
144 W. 18th Street 
39 Barclay Street 
406 W. 31st Street 
225 W. 39th Street 
209 William Street 
475 10th Avenue 
461 8th Avenue 
141 E. 25th Street 


1741 Broadway 

13th and Franklin Streets 
324 Thirteenth St. 

306 Twelfth Street 

| 385 Fifth Street 


22 Harvey Street 
E. Cor. 12th & Howard Sts. 
3 S. Fourteenth St. 


I 


| 620 Sansom Street 


.| 1227 Race 


| 1304 Arch Street 

230 S. Seventh Street 
29 N. Sixth Street 
811 Cherry Street 
147 N. 10th Street 


711 Penn Avenue 
723 Liberty Avenue 
8th Street and Penn Avenue 


| 45 Fourth Street 
| Commonwealth Building 


| 20 Mathewson Street 
50 Exchange Place 
63 Washington Street 


| 414 N. 12th Boulevard 
114 N. 7th Street 

1324 Washington Avenue 
703 N. 16th Street 


114 East Third Street 
90 E. Third Street 

1931 University Avenue 
386 Minnesota Street 


248 First Street 

121 Second Street | 
343 Front Street 

563 Clay Street 

215 Leidesdorff Street 


Maritime Building 
2030 Fifth Avenue 


| Washington Post Building 


Maurice Joyce Engraving Co....... Evening Star Building 


1212 G Street N. W. 
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Recommended Artists in Principal Cities 


Cincinnati, Ohio 


Columbus, Ohio 


Birmingham, Ala..... 


Boston, Mass......... 


Buffalo, N. Y...2.... 


Cedar Rapids, Iowa. . 
Charleston, W. Va.... 


Shrcavo, Th, oo. c a 


Raymond E, Jenkins............. 
SR rrr 
joann McCormick... ...6.0.65c0ss 
Jess Harrison Mason............. 
ES cis nx 'raasa lew wale 


aN OS) Cy i ae aed 
OS eer re 
PARTON IV STOEL os. oss casa iecsccws 
johu Ti, Coopeman......... 2066605 
Charles W. Dennis.............. 
WV GAS SOWIRGIDB ., 0:36.00 see paoesue 
IN ho rsny exude ee 
Ceara ee 
TAU) FAB WIROING 6 6is:5 0 5.5.65 eos a 
Hope-Lobe & Associated Artists... 
PN FMB a xcs w ceed ices wens 
ng CP Pere ree 
BOMESE WV OEES ok icin isonieca ane 


(Et SECS eee eR Ter 


VEE CCPC NAIR paientennt ne, Seed iret Pa EMRER kor 


BU PRUREAS ect eer aise octane rag POSE 
Edwar Rawaleki..............00: 
NCO (oa ae ee ae ae 
Fredric Manning.........+...... 


H. O’Neil 


Walter W: Thayer............... 
Bis I ARTARUIAG 6 is 4..c'eev2d sien ses BS 
ENS re 
ATVI VV BIIS aie. cs:0 5-205 0% 0 25008 
OW WORUGON: 6.65 c55c%c cece ce 
RST AIE WN OOG oon fo Sars Sista. cave iste 
RRS WN SAWAB s iaskce, Sica vues 6 Demis ona 


SHAPES AGIGRGY 6c .s dog eae cae 
OY MOOHINGS 2 63.0.6 Soe dewey oe 
EATCUB AVIS 6 Seas cis oadenmndesse 
OO aio se nk cS Og Dare Ron 
gS ORR ere re ee 
ee 
Charles Kingham................ 
Andrew LOOMiG. . .. 6. cece ue 
3! ee ere 
i re 
Paul Ressinger 
BOAT MOY S082 od sisceis sie wale sae Oe 
SETTER 
Hadon Sandblom................ 
es ocyag eg bien 
oo eS 
ee Fi) 5 ea ee 


| SE Ene rent ee 
C. H. Schaten Studio 
(Sl) ds WROAWAIG 5 6. <6 5-5 6.o% donate ee 
SR errr er reer 
Paul Hann 


2932 Ellicott Drive.......... 
522 N. Charles Street........ 


723 Eversham Ave........... 
New Amsterdam Building... . 
315 W. Redwood Street...... 
10 E. Franklin Street........ 
702 Farley Building.......... 
Ala, Engraving Co........:-. 
Birmingham News........... 
80 Boylston Street........... 
30 Ipswich Street............ 
Fenway Studios............. 
1269 Great Plain Avenue..... 
30 Ipswich Street............ 
32 Boylston Street........... 
DO MAMESIPECE 60s. ee ses 
344 Boylston Street.......... 
36 Bromfield Street.......... 
6 Newberry Street............ 
80 Boylston Street........... 
50 Congress Street........... 
270 Boylston Street.......... 
20 Newbury Street.......... 
Ue ree 


80 Boylston Street........... 
80 Boylston Street........... 
% Barton, Durstine & Osborn 
477 West Ferry Street....... 
493 Franklin Street.......... 
47 Niagara Street........... 
493 Franklin Street.......... 
92 Bissell Avenue............ 
73 West Eagle Street........ 
265 Delaware Avenue........ 
470 Bird Avenue............ 
138 Ont Streets... 6.5. 6. ss oc 
41 Berkley Place............ 
493 Franklin Street.......... 
Bendrat & O'Neill. ..6.:5. 6s c0 
103 Kensington Avenue...... 
76 Springville Road.......... 
211 Tacoma Avenue......... 
493 Franklin Street.......... 
207 Vermont Street.......... 
144 Woodward Street........ 
% Barton, Durstine & Osborn. 
376 Oakwood Avenue........ 
SON OP AUOY wc dos crstcaw dee 


ee ee ee ee a ee ee fe ee Ra ee 


58 E. Washington........... 
6 N. Michigan Avenue....... 
410 N. Michigan Avenue..... 
4660 Ravenswood Avenue.... 


Cree ee eae ee ee ee ee See ie | 


NeA8 1) OMS co ec) 3 = | rn 
35 E. Gay Street... 6.6605 
145 E. State Street. ......... 


City Name Address Recommended for = 
Akron, Ohio... ....<: Bernard Andreas.................<. + 109 N. Union Street......... General work 
BA DAWES Nek o6b bana cioaasd osGe 109 N. Union Street......... General work 
AMIS OMONOV so. os oes acon 109 N. Union Street......... General work 
Atlanta, Ga.......... WW MINS ST NG TRIN oreo, caves SAY rakes aOR eed Oe enahs Still life, figure work, oils and wash drawings 
ES EEE LET. BEECTE SOIR TE PTC T Still life, figure work, pen and ink or dry brush 
hes oS aa oeeerir ees 4 (CeO ame Me ae Tepe em reer Be Decorative design D 
RU APUTIU EA INN UICC 5 och cts ut lov NY eset cpaemtenrcis ec hanstonoscin GATTO Name Still life and figure work,pen and ink or dry brush 
Baltimore, Md....... Harrison & Landauer............ 325 N. Charles Street........ Poster and car cards, decorative 


Decorative design and lettering 

Still life and figure work,pen and ink or dry brush 
Still life and figure work 

Poster and car cards 

Still life and figure work, oil 

Lettering 

Decorative design, lettering 

Still life and figure work, poster and car card. 
Posters and car cards 

Still life and figure work, oil and wash, lettering 
Still life and figure work, black and white, decora, D 
Cartoons 

Still life and figure illustration 

Illustration 

Illustration 

Design and lettering 

Char. studio-charc’l, color, dry brush, oil & wash 
Decorative designs 

Decorative line and color figures 


General illustrator, car cards and posters D 
Design and lettering 

Lettering and designs 

Decorative figure, illustrations 

Illustrations in color and black and white 

Lettering and design 

Lettering and design 

Decorative figures, layout and general illustra’s 

Lettering and design 

Figure, and still life, car cards and posters 

Decorative design, lettering 

Still life and figure work, oil and wash drawings Fa 
Lettering . 
Still life and figure work,pen and ink or dry brush 

Still life & fig. work, oil & wash, pen & ink or dry 

Decorative design Er 
Posters and car cards Fo 
Lettering Fo 


Posters and car cards 

Still life and fig. work, oil & wash drawing, poster Gr 

Still life & fig. work, oil & wash draw., pen & ink - 

Decorative design 

Decorative design 

Decorative design, lettering 

Decorative design, lettering 

Still life & fig., oil or dry brush, poster and car 

Lettering 

Decorative design 

Still life & fig. work, oil & wash draw., decor. des. 

Lettering 

Lettering 

Figure work and still life, oil and wash 

Still life and figure work, pen or ink or dry brush 
decorative, design, lettering 

Decorative, illustrative 

Still life in oil 

Decorative and still life, oil 

Lettering 

Figure work in oil 

Still life 

Figure work in oil 

Figure work in oil 

Figure work in oil 

Figure work in oil 

Lettering and design 

Lettering 

Lettering 

Figure work in oil 

Pen and ink and wash 

Figure work in oil 

Lettering 

General pen and ink work 

General art work 

Still life and figure work 

Still life and figure work in oil 

Lettering, wash drawing and general design 

Poster work and line drawing 


Hat 
Ind 


Los 


—— a, 


1g 
ra, 


rush 
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Recommended Artists in Principal Cities 


City 


Name 


Address 


Recommended for 


Columbus—Cont’d. . . 


Denver, Colo........ 


Des Moines, Iowa.... 


Detroit, Mich........ 


SS re 
Fond du Lac, Wis..... 
Fort Wayne, Ind... .. 


Grand Rapids, Mich... 


Halifax, Nova Scotia.. 


Hartford, Conn..... . . 
Indianapolis, Ind... .. 


Los Angeles, Cal 


Louisville, Ky 


Minneapolis, Minn... . 


Murdo McDonald............... 
Finsmiote Nate?... oss s ice tcccns 
Will Ramee: ..<c. x esses cole nes 
A Gn 


Guy Browi Wiser. oc... cece. 
SE Serre a 
NS Ee ee 
Margaret Galloway.............. 
io sain) ce hence 
CALE EIMCOAN S655 odie ares 
RITA EAI os. 2c e sh wacteeas 
ed Bee WIN = 550 Ul bw occekelcwer 
Roper Rng neues cei c ce ences 
ER ee ee 
SS eer ree 
ES errr 
i 
Harry Seidenstricker............ 4 
i 0 ee 


ReCONE WEEE 56 ooo 5 nc ce drew ols 
Chas; ©. WisOhic« .. 2 os oscs cc cws 


CUSED C1 a 
William Allured.........:......06% 


Al Grann 


ere eT re 
Arthur Limbrock................ 
Bret bere: NOSOi<6s..s. 6 oc 2osdiese wee 
a re 
Nicholas Reinsoff................ 
Claude O. Hagman.............. 


StewatO BOWIS<. foe bdsisacscdncds 


Advertising Art Studio........... 
Ee ener 
eee 


J. A. Hol 
8 Sa eee ee 
IISEIINGEEY 3 copied. ae vewioe ow San 


The Graphic Arts Co............. 
A 2. ere 
PO ee 
Randolph Coates................ 
ich ii dedinddnnkn aes 


Helen A. Humphrey............. 
fe eee 


SN NE 625 is e's ines vawwads 
‘Turner. Massick. .. 0.5... .s00% 
I ik i Sains ccsa cd 
©. Stewart Unhof®. . .....0.......0% 


Chivas. B. Nuttalte cc cc osc eocwe 
SR re 
Cee NONE aca ales dain divas 
ere 
W. Terrell Dickey............ —. 
Fred O. Kleestelle............... 


IR os ea Wis ends encauen 
Clarence Conaughy.............. 
CRORE Garr re 


390 E. Broad Street......... 
116 West Spring Street....... 
57 Lexington Avenue........ 
314 E. Broad Street......... 
314 E. Broad Street......... 
390 E. Broad Street......... 
243 Coronado Building....... 
Central Savings Bank........ 
Colorado Building........... 
201 Barclay Block........... 
Security Building............ 
Security Building............ 
American Furniture Co....... 
3030 E. Colfax Avenue....... 
Welch Hoffner Co............ 
SMMC COOKS 5.66.06 65 oa x 
Aspen Building.............. 
410 Steele Building.......... 
| a 


% Central Eng. Co.......... 
Ce ee 
438 Liberty Building......... 
433 Liberty Building......... 
% Comm. Engraving........ 


% Central Eng. Co.......... 
Gray-Garfield LaDriere...... 
2457 Woodward Avenue...... 
Gray-Garfield LaDriere. ..... 
Gen. Motors Building........ 
Gray-Garfield LaDriere...... 
2457 Woodward Avenue...... 
2457 Woodward Avenue...... 
eR ae 
% G. Stewart, Maccabees Bl.. 
W. O. Floing-GM Bldg....... 
2457 Woodward Avenue...... 
Gray-Garfield LaDriere...... 
Northampton Bank Building.. 
736 Washington Street....... 
95 Summit Avenue 
Phillipsburg, N. J.......... 
Commerce Building.......... 


Fond du Lac, Wits..... 0.6.5. 


610 Bldg. & Loan Building... 
Industrial Bank Building..... 
% Royal Print & Litho...... 
45 Sackville Street........... 
Nova Scotia College of Art... 
Nova Scotia College of Art. .. 
eg eee 
% Indiana Theater.......... 
40 West Ohio Street......... 


316 Chamber of Commerce. . . 
Route 6, Box 529............ 
705 Century Building........ 
316 Chamber of Commerce. . . 


336 Farmers Trust Building. .. 
817 Merchants Bank Bldg... . 
404 N. Broad Street......... 
727 Peoples Bank Building. . . 
231 S. Spring Street......... 
631 S. Spring Street......... 
129 West 2nd Street......... 


5060 Franklin Avenue........ 
739 S. Hope Street.......... 
739 S. Hope Street.......... 
po Se ene 
Our Home Life Building. ..... 
MoE. ), Boilling........<-.. 
89 S. 10th Street............ 
Bureau of Engraving......... 
900 Baker Building.......... 
713 Lincoln Bank Building. . . 


Still life and fig. work, pen and ink or dry brush 

Poster work and lettering 

Drawing of dogs 

Lettering and general design 

Wash figure, pen and ink illustrator 

Still life and figure work, oil and wash 

Still life and figure, oil and wash 

Lettering 

Poster and car cards, decorative 

Lettering, still life figures 

Still life and figure, oil and wash 

Still life and figure, pen and ink 

Still life and fig., pen and ink & dry brush decora. 

Still life and figure, oil and wash drawings 

Lettering, still life and figures 

General 

Lettering, still life and figure 

Lettering, still life and figure 

Still life & fig., oil & wash drawings, post. & car 

Still life in all mediums, posters, car cards decora- 
tive designs, lettering 

Decorative design, lettering 

Still life & fig. work in all med., post., car card 

Poster and car cards, decora., designs, lettering 

Still life in all mediums 

Fig. work, oil & wash, pen & ink, dry brush, poster 
and car cards 

Figure work in pen and ink 

Still life and figure, oil 

Still life and figure work, pen 

Still life and figure, oil 

Lettering 

Decorative designs 

Still life and figure work, oils 

Still life and fig. work, pen & ink & dry brush 

Still life and figure, pen and ink and dry brush 

Lettering é 

Still life and fig. work, pen and ink & dry brush 

Still life and figure work, oil 

Posters and car cards 

Mechanical and Lettering 

Lettering 


Lettering 

Posters and car cards, decora., design, lettering 

General 

Still life and fig. work, oils and wash drawings 

Lettering 

Fig. work, oils and wash drawings, still life, pen 
and ink and dry brush 

Still life, wash drawings, decora. design & draw. 

Figure work, pen and ink and dry brush 

Posters and car cards, decora. design, lettering 

Still life and fig. work, pen & ink or dry brush 

Still life and figure work, oils and wash drawings 

Still life and figure work, oils and wash drawings 

General 

Poster and car cards 

Still life in oils and wash, poster and car cards 

Figure work in oils 

Still life and fig. work, pen and ink or dry brush 

Still life and fig. work in oils and wash drawing 

Decorative design 

Still life and fig. work, pen and ink or dry brush, 
decorative design, lettering 

Lettering 

Still life and fig. work, oils and wash drawings 

Figure work and still life in pen and ink 

Still life and figure work, pen and ink or dry br. 

Decorative design 

Lettering 

Poster and car cards 

Fig. work, oils & wash draw’s pen and ink or dry 
brush 

Still life, oils and wash 

Fig. work, oils and wash draw., pen & ink or dry 

Still life, oils and wash drawings {brush 

Poster and car cards, decorative design, lettering 

Decorative design 

Decorative design 

Figure work, pen and ink or dry brush 

Figure work, oils and wash drawings 

Decorative design, lettering 

Still life, pen and ink or dry brush 
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Recommended Artists in Principal Cities 


Minneapolis—Cont’d . 


Montreal, Que., Can.. 


Muncie, Ind...... 


New York City, N. Y. 


Oklahoma City, Okla. 


Oshkosh, Wis... . 
Pasadena, Cal. 
Peoria, Ill... .... 


Philadelphia, Pa.. 


| L. Moen 


Address 


Recommended for 


Big INDEED oo oobi kdososere 
Byron C. Robertson 
Walter Traube..........5..05-5. 
Leslie Wentworth 
Joe Abrams 
ie Cl CC ts i rs 
WAG AMON sos oe es tee eee 
Mr. Gillompie...... 0.06... ccc cee 
Sybil Gittleson.................. 
G. Y. Kaufman. . 


Felix Shea 


| Chas. W. Simpson, R. C. A... ... 


Roy Srill...... 


A. C. Valentine... 


Jack Wilson. 


Paul Koons.............. 500.605 
ee 


Rex Pierce 


Be | 
McClelland Barkley 
Bensinger Studios 
Franklin Booth................. 
Stanford Briggs, Inc 
Preett Carte? ... wc. ccc ee iws 
Jos Cavanaugh. 05. ay ce codes 
Chas. E. Chambers.............. 
T. M. Cleland 
AS. 
Floyd M. Davis... . 
Bernard de Norwel 
Harvey Dunn 
ie ne 
Ethridge Ass’n of Artists 
rere 
James Montgomery Flagg 
Floing-Plumer.................. 
Guild of Advertising Artists...... 
Halpert Studios................. 
Frank B. Hoffman............... 
W. Parke Johnson... 


onn DaGatta... 6.00.6. dso od 


J. C. Leyendecker 
Wallace Morgan................. 
George O'Neill... ..000000....... 


| William Oberhardt...... 


| Walter Teague 


Pousette Dart Co... 
Henry Raleigh 
Rice Studios 


Guy Rowe...................... 
Miss Sheldon 
Fred Siemsen................... 


Edward Staloff.................. 


Joseph Stella........00...0000... | 


fie Sia: Ode Siw: @ ope EE OG: eee 0 eo) eta be | 


Herbert Stoops... ............55- 


Adolph Treidler................. 
Martin Ullman Studios. 
George Van Werneke 
The Colonial Art Co 


Geo. De Long................... 
Commercial Art Studio........... 
Peoria Engraving Co............. 
William Alexander 
Benedict Bentley................ 
IM Lblmenthial..s.6.3)é5-si0%s sain 


1200 2nd Avenue, South 
618 Baker Building.......... 
Bureau of Engraving......... 
Bureau of Engraving......... 
Bureau of Engraving......... 
Bureau of Engraving......... 
1200 2nd Avenue, South...... 
716 4th Avenue, South....... 
3502 Colonial Avenue........ 


911 Keefer Building......... 
% Canadian Pacific Ry...... 
4260 Dorchester St., W....... 
81 Sherbrooks Street 
741 Victoria Avenue 


1140 University Street....... 
65 McGill College Avenue. ... 


1 Park P1., Westmount, Que.. 
747 St. Catherine St., W..... 


Drummond Apt., Drummond 

Lt a Re 
% Delaware Eng. Co......... 
616 E. Adams Street......... 
% Delaware Eng. Co........ 


54 West 74th Street 
The Herkshire Building. ..... 
285 Madison Avenue........ 


392 Sth Ave 
33 West 67th Street 


598 Madison Avenue 
| Sutton Place 


33 West 42nd Street 


| 1 West 67th Street.......... | 


| 420 Lexington Avenue....... 
| 2 E. 23rd Street............. 
108 West 57th Street 
| 250 Park Avenue 


| 6. 43rd Street... 5. ccc es | 


| 25 W. 45h Street |... 6.550%. 


| New Rochelle, N. Y.......... 
| 1 West 67th Street 
| 392 5th Avenue 


1 West 67th Street 
67 W. 44th Street........... 
140 West 57th Street........ 
| New Rochelle, N. Y.......... 
inion IN Mts cies a Se ccsere 


Batten Ltd., 275 Craig St., W. 


Graybar Building. . eased 
Waldo Avenue.............. 
% Players Club............. | 


% Thomas Auto Top Co.... .| 


245 West 34th Street........| 


M4 Christopher, « .cescecinke Se 
129 East 23rd Street 
| 2 West 46th Street 


10 East 9th Street........... 
210 Madison Avenue......... 
Bast 60th Strect...........0.... 
250 Park Avenue............ 
| 33 West 67th Street......... 
1336 W. First Street 


‘Federman Building.......... 
109 Main Street 


218 Walnut Street 
1523 Spruce Street 
518 Walnut Street 


Decorative design 

Poster and car cards 

Poster and car cards 

Still life, pen and ink or dry brush 

Figure work, oil and wash drawings 

Lettering 

Still life, oil and wash drawings 

Figure work, pen and ink or dry brush 

Lettering, poster and car cards 

Lettering 

Still life and fig. work, pen and ink or dry brush 

Poster and car cards 

Still life & fig. work, modern pen & ink & wash 

Posters and car cards 

Still life and fig. work, oils and wash drawings, de- 
corative design 

Decorative design 

Still life and fig. work, oils and wash drawings pen 
and ink or dry brush 

Still life and fig. work, oils and wash drawings, pen 
and ink or dry brush 

Still life and fig. work, oils and wash, pen and ink 
or dry brush 


Still life, figure work, pen and ink or dry brush 
Still life and fig. work, pen and ink or dry brush 
Still life and fig. work, oil and wash drawing 
Posters and car cards 

Posters and car cards 

Still life in oil, poster and car cards 

Figure work in oil 


.| General Work 
58 West 57th Street......... 


Decorative illustration 

General work 

Figure work in oil 

Lettering 

Figure work in oil 

Decorative design 

Lettering 

Figure work in pen and ink and dry brush 
Figure work 

Figure work in oil 

Figure work in pen and ink and dry brush 
General work 

Posters 

Figure work in pen and ink and dry brush 
General work 

General work 

General work 

Figure work in oil 

Decorative design and lettering 

Figure work in pen and ink and wash 
Figure work in oil 

Figure work in oil and dry brush 

Posters and car cards 

Figure work in oil 

General work 

Figure work in oil 

General work 

Figure work in oil 

Figure work in oil 

Decorative design, lettering 
Still life and figure work, oil and wash drawings 
Poster and car cards 

Still life in water color 

Still life and fig. work, pen and ink and dry brush 
Decorative design 


_ Figure work in oil and dry brush 


Decorative design 

Posters 

General work 

Figure work in pen and ink and dry brush 

General service. 

Lettering, still life and figure work, oil and wash 
drawings, pen and ink or dry brush. 

General 

Decorative design 

Posters and car cards, decor. design and lettering 

Still life and figure work, oils and wash drawings, 
pen and ink and dry brush 

Still life and fig. work, pen and ink or dry brush 

Decorative design and lettering 

Still life and figure work, pen and ink or dry brush 
decorative design 


St, 


sh 


vash 


-ering 
vings, 


brush 


brush 
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_ City 


Recommended Artists in Principal Cities 


Pittsburgh, Pa........ 


Portland, Maine..... . 


Portland, Ore.. 


Providence, R.f., 


Rochester, N. ¥ 


St. Joseph, Mo... .... 


| Charles R. Hargens..... . 
Arthur Henderson 


Granville Clark. . 
Jules Doriot..... 


Harvey Hopkins Dunn...... 


W. E. Elcome.... 


Paul Froelich... . 
Elanor Guild..... 


Earl Horter...... 


| Horace Paul. .... 
| Henry Petz...... 


Fes 2: Seats... 


William P. Schoomaker..........| 22 


Vernon Sisson... . 
E. H. Snydam... 


Ray Spreter..... 


Leon Yarnall.... 


Frank Lippincott....... 


Miss Pauline McJunkin..... sacl 
Rohe Reidenbach................ 
Miss Jeanette Shirk..............| 


C. M. Vannicola. 


Miss Hilda Vollkommer. 


W. P. Greiling. .. 
PF. Clark. ......... 


Jack Bieber. . 


Charles E. Bracker. Seine Cee: 


Sidney Crossett. . 


David Darling... 
Walter Edwell. we 


Wallace Krapf. . . 
Elmer R. Lapp... 
Mi, Fs Lapp... ..-.. 
Batiste Medalena 


J. Alexander Scott. . 2.5.0... 005. 


Walter W. Shaw. 
Lillian O. Titus. . 
Clifford M. Ulp.. 
Ralph Merrill We 
John Wernick.... 
Herman Wild.... 
bBo rank... 


VED CCE |: ae earn Bair isig td Sanscalsl ean hits ohare 


Fred Harmon... . 
James Minter (2) 


Address | 


| 


25S Sa Sth Streets c...... 52s: | 
1622 Chestnut Street... ..._.| 
44 Westview Avenue......... 

328 Chestnut Street......... | 


ra 


152 


7 Sansom Street... ... 


34 South 17th Street... 


1415 Locust Street..... 


518 Walnut Street 


713 Professional Building... . .| 
| 545 6th Avenue............ 


Pitt Studio, 4029 Bigelow Blvd. 
Graphic Studio, Crafts Bldg.. | 


Nixon Building. . 
Pitt Studio, 4029 Bigelow Blvd. 
Glenshaw, Pa 


DES Pirale Street... is soos: 
ee Ni | 
&% Walton & Staff, 44 Franklin) 
145 St. Paul Street SR arb 
328- Mam Se; Fast... -< ..... | 


328 Main Street, East....... 


328 Main Street, East..... 
Lincoln Alliance Bank Bldg. . 
| 367 Orchard Street.......... 
| 154 E. Avenue.............. 
328 Main Street, East........| 


154 East Avenue............| 
R. D.-2 Honeoye Falls, N. Y..| 
R. D.-2 Honeoye Falls, N.Y. . | 
% Eastman Theater......... 
328 Main Street, East....... 

Mercantile Building......... | 
72 BaSGAVENUe: ...2 25.5 260 | 
55 Plymouth Ave., South.... .| 
% Schaeffer-Ross, Inc........ 
Reynolds Arcade............ | 
SO 
Pee Ara. cum ita | 20 Exchange Street.......... 


bster 


Recommended for 

Still life and figure work, oils and wash drawings, 
pen and ink or dry brush 

Still life and figure work, oils and wash drawings, 
pen and ink or dry brush 

Figure work, oils, wash, pen and ink or dry brush 

Figure work, oils and pen and ink and dry brush 

Decorative design, lettering 

Still life and figure work, oil and wash drawing, 
pen and ink or dry brush, posters 


| Still life and fig. work, oils and decorative design 


Still life and figure, pen and ink or dry brush, de- 
corative design lettering 


Figure work, oils, wash and pen & ink & dry brush 
| Still life and figure work, oil and wash drawing 
| Still life and figure work, oils and wash drawing, 


pen and ink or dry brush decorative design 


| Still life and figure work, oils and wash drawings, 


pen and ink or dry brush 


| Still life and figure work, oils and wash drawings, 


pen and ink or dry brush 


.| Still life and figure work, pen and ink or dry brush 


Still life and figure work, oils and wash drawings, 
pen and ink or dry wash. 


.| Decorative, design and lettering 
| Still life and figure work, oil and wash drawings, 


pen and ink and dry brush 

Figure work, oils and wash pen and ink and dry 
brush 

Still life and fig. work, pen and ink or dry brush 

| Still life and figure work, oils and wash drawings 

pen and ink or dry brush, poster and car cards 

Decorative design and lettering 

Decorative designing, lettering 


g...| Decorative design, lettering 


| Still life and figure work, pen and ink or dry brush 
decorative design 
Still life and figure work, oils and wash drawings, 
pen and ink or dry brush 


| Still life and figure work, oil and wash drawings, 


pen and ink or dry brush 


..| Still life and figure work, pen and ink or dry brush 


poster car cards 
Decorative design 


| Still life, oils and wash drawings, pen and ink or 


dry brush 
Still life and figure work, pen and ink or dry brush, 
poster and car cards 
| Still life and figure work, oils and wash drawings, 
| pen and ink and dry brush 


| Lettering 


Still life and figure work, oil and wash drawings 

| Decorative design 

Posters and car cards 

Lettering 

Decorative design, lettering 

Pen and ink or dry brush 

General 

| Decorative design 

Still life and figure work, oils and wash drawings, 
pen and ink or dry brush, posters and car cards 

Still life and figure work, oils and wash drawings, 
pen and ink or dry brush 


_.| Still life and figure work, oils and wash drawings 
.| Figure work in pen and ink 


General 

Still life and figure work, pen and ink or dry brush 

Still life and figure work, oils and wash drawings 
pen and ink or dry brush 

Lettering 

Figure work oil and wash drawings 

Figure work, pen and ink or dry brush 


| Posters 
.| Decorative design 


General 

Figure work, in pen and ink 

Still life and figure work, oil and wash drawings 
Posters 

Figure work, pen and ink or pencil 

Figure work, oils and pen and ink 

| Lettering 

| Lettering 

| Still life and figure work, oil and wash drawings 
| Still life and figure work, pen and ink or dry 

| brush, poster and cir cards 
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Recommended Artists in Principal Cities 


City Name Address Recommended for a 
Se em Ei Cae ee ag oi 6a vc coins ed Re ee etneicds pesdpeseeeneess Lettering 
Coes age COT: 2, C2 er aCe. Eee ee eee ree eee ete eee a, Lettering 
Se. Louis, Mo...) TA G2)... w . . e iecen se 1501 Locust Street...........| Figure work, oils and wash 
Howard French (2).............. Studio Building 
Jefferson & Washington...... Figure work, oils and wash, pen and ink 
eer ey Pere Cer Ss Windsor Co., Jefferson and 


San Francisco, Cal. . . 
San Antonio, Texas... 


Scranton, Pa......... 
Seattle, Wash........ 
South Bend, Ind...... 


Springfield, Mass... .. 


Syracuse, N. Y....... 


Toledo, Ohio......... 


William Heede (2)............... 


Jerome Lonergan................ 
Louise Bachman Parks........... 


ERLUEL (3) () a eee 
Elmer Rebholz.................. 


George Schult? <5. 66 5 esas 
ee eer 


i Ceeet OC 


Windsor Company............... 
Raymond Prohaska.............. 
eee rere 


Zavier Gonzales................. 
Doyle Ginstead........... sci 
ee Tee 
Mrs. W. T. Pancoast............ 
en 
Peas Ae SE os rr 
Sigfried Schaeffer................ 
ee err rere 
Art Dept. of Interna. Cor. School.. 
NVM OOK 25S 55 he eed loner ee 


Reatarett WMS = lose ches cSawoe ean 
Kitson & Neuman Studio......... 


ng De 
Byron G. Newton,............... 
Onondaga Photo-Engravers (2).... 
Thompson & Flood Studios (2)... . 
THUNOW ATES... 5... ccc ccd 


Mr. Aithmaster 


E. C. Schwartzkopf Studios....... 
Mr. Talbert 


Mr. Westland 


W. S. Crawford (2) 
Walter J. Reagles 


Russell Sambrook 


A. M. Isenberg 


Sk 
Mary M. Schachtel, (2).......... 
VE Oo) << dt (2) 


WaSMINGtON.......66.06 500555 
Windsor Co., Jefferson and 
WAGIINBEON 655 6.6is 660 cn en <- 
Windsor Co., Jefferson and 
MR civ avncakcnut 
Paul Brown Bldg., 9th and 
en 
Windsor Co., Jefferson and 
WIN ccs ewscnee'ss 
Windsor Co., Jefferson and 
Wi@SRINGtON 5.0.56 6 65-0045 0a 508 
Windsor Co., Jefferson and 
d,s 
Oxard Bldg., 10th & Pine..... 
Taylor Rebholz, 6th and 
Market Street............. 
Graphic Studio, 17th & Locust 
Taylor, Robholz, 6th and 
Market Street......... hws 
Graphic Studio, 7th & Locust 
Arcade ‘Building................ > 
Jefferson & Washington Ave.. 


Service Engraving Co........ 
50s Lamar Sivect............ 


829 W. Craig Place.......... 
Service Engraving Co........ 
St. Anthony Hotel 


209 Traders Building........ 
Meinzinger Studios, 

305 Pythian Building...... 
Indiana Engraving Co. 

118 St. James Court....... 
158 Sherman Street.......... 
168 Bridge Strect.......5...5 00: 


174 Shotwell Park........... 
Griffin Square Building....... 
AGiHOPd SECC 65 ssep ces oo 
BoH &:J. Building... 
Fayette Park Building....... 


Felz & Schreiber, 
1104 Jackson Avenue...... 
Second Natl. Bank Building. . 


The Caslon Co., 3101 Monroe 
Felz & Schreiber, 1104 Jackson 
Home Bank Building. ....... 
E. C. Schwartzkopf, Home 

Bank Building............ 


Printing Plates, Inc., 14 N. 
St: Claw Street. «<< 5050028 


1579 Tibbits Avenue......... 
% Gen. Electric Co., 
Schenectady, N. Y......... 
721 Fourth Avenue, 
Watervliet, N. Y.......... 
188 Proctor Boulevard....... 


14 Fairfax Place............. 


814 Mildred Avenue......... 
1209 State Street. .........5. 
10 Hopper Street............ 


Figure work, pen and ink 

Figure work, pen and ink 

Still life, oils and wash 

Figure work 

Still life and figure work, pen and ink 

Figure work, oils and wash, pen & ink, deco. des, 


Figure work, oils and wash, pen and ink 
Figure work, pen and ink 


Decorative design 
Figure work, pen and ink 


Figure work, oil and wash 

Figure work, oil and wash 

Decorative design 

Lettering 

Pen and ink or dry brush 

Still life and figure work in all mediums, decora- 
tive design, poster and car cards, lettering 

Still life and fig. work in pen & ink or dry brush 

Figure work in pen and ink or dry brush 

Still life in pen and ink 

Still life in oils and pen and ink 

Still life in oils and decorative design 

Still life in oils and pen and ink 

Lettering 

Still life in oils and pen and ink 

General 

Pen and ink or dry brush 


Still life & figure work, oils, wash & pen & ink 


Lettering and decorative design 

Figure work, oil and wash drawings 

Lettering, posters, wild life and figure work, oil 
and wash drawings 

Decorative design and lettering 

Figure work, oils and wash and pen and ink 

General 

General 

Figure work in oil, wash and pen and ink, poster 
and decorative design 


Decorative design and lettering ; 

Figure work, oils and wash drawings, pen and ink 
and dry brush, poster and car cards 

Figure work, oils and wash drawings 

Still life, oils and wash drawings 

General 


Decorative design and lettering 


Figure work, oils and wash drawings, pen and ink 
and dry brush 

Still life and figure work, pen and ink and dry 
brush, decorative design and lettering 

Decorative designs and pen and ink figure work 


Still life and figure work, oils and wash drawings 

Still life and figure work, oils and wash drawings, 
pen and ink or dry brush, posters and car cards, 
decorative design 


Still life and figure work, oils and wash drawings, 
pen and ink or dry brush, posters and car cards, 
decorative design 


Posters and car cards, decorative design 

Posters and car cards, decorative design h 

Still life and figure work, pen and ink or dry brus 
decorative design 


is 
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Recommended Artists in Principal Cities 


City Name Address Recommended for 
Utica, N. ¥.—Cont’d | Rudolph Taudler................ 265 Genesee Street.......... Still life and figure work, oils and wash drawings, 
pen and ink or dry brush, posters and car cards, 
decorative design 
| ee ee ee 10 Hopper Street............ Posters and car cards, decorative design, lettering 
Wheeling, W. Va.....| Walter V. Gerdau............... West 43rd Street, 
Shadyside, Ohio........... Still life, wash and pen and ink 
ST SRE oR ae % Fort Henry Lithograph Co. 
Hawley Building.......... Pen and ink 
Pe I he xiWet snes aveys 1417 Chapline Street......... Portrait and figure, oils 
Claude E. Stephens.............. prep Of eee Still life and figure work, wash pen and ink, pos- 
ters and lettering. 
A ak ans iekss denen e: «4 The Kepner Home, 
Chapline Street........... Still life and figure work 
Wichita, Kan......... ee ee 1036 Jefferson Street......... Still life and figure work, oil and wash drawings, 
pen and ink or dry brush 
Tere GIR ik oc kh cn ices 3230S. Se: Peameie..........5.. Still life and figure work, oil and wash drawings, 
pen and ink or dry brush 
Herschel C. Logan............... 440 N. Madison Street....... Decorative design, lettering 
aS a's 6 bes ke dao ees 3221 E. First Street.......... Decorative design, lettering 
eS Re ree ere 1534 N. Holyoke Avenue..... Still life and figure work, oil and wash drawings, 
pen and ink or dry brush 
Wilmington, Del.....| Stanley M. Arthurs.............. 1305 Franklin Street......... Still life and figure, oil and wash drawings 
BOR AS DEE soins iic cic cnc eee 1108 Franklin Street......... Still life and figure, oil and wash drawings, pen 
and ink or dry brush 
Louise Arden Roberts............ ree Posters, figure work, pen and ink or wash draw’s 
Worcester, Mass... ... WWORGE Sa OURS go ogi 5s Fans 2% 1171 Main Street............ Decorative design and lettering 
Arthur E. Howard............... 44 Portland Street........... Still life and figure work, pen and ink or dry brush 
N. Earle Taylor................. 17 Federal Street............ Posters and car cards 
William H. Tomajan......... :..' 44 Portland Street........... Still life and figure work, oils and wash drawings 


Artists given highest ratings not keyed; (2) second rating; (3) third rating; (4) fourth rating; (5) fifth rating. 


References to Art Work and Photo-Engraving 


That vague something in the ad that puts it over. PRINTED 
SALESMANSHIP, October, 1927, page 162. 

Advertising camera goes in for extraordinarily new devices. 
PRINTERS’ INK, August 18, 1927, page 158. 

How to get newsy pictures for your advertising. ADVERTISING 
AND SELLING, October 19, 1927, page 23. 

Putting unusual effects into backgrounds. PRINTERS’ INK, Oc- 
tober 20, 1927, page 28. 

Color becomes audible. PRINTERS’ INK MONTHLY, January, 
1928, page 49. 

Dramatized advertising. SALES MANAGEMENT, November 26, 
1927, page 942. 

Effective economies in preparation costs. ADVERTISING AND 
SELLING, December 28, 1927, page 32. 

Finding new ways to illustrate the industrial product. PRiNnt- 
ERS’ INK, January 5, 1928, page 112. 

Has the public an imagination? Printers’ INK MONTHLY, 
January, 1928, page 33. 

Illustrating the family of products without confusion. PRINTERS’ 
INK, January 12, 1928, page 152. 

Illustrations which return to the age of picture-language. 
PRINTERS’ INK, December 8, 1927, page 166. 

Pictures in industrial advertising. PRINTERS’ INK MONTHLY, 
December, 1927, page 53. 

Showing the product from new angles. PRINTERS’ INK, Decem- 
ber 15, 1927, page 155. 

Business looks to the camera. NATION’s BUSINESS, January, 
1928, page 24. 

Pictorial headline is now all the rage. Printers’ INK, Decem- 
ber 2, 1926, page 129. 

Pretty is as pretty sells. PRINTED SALESMANSHIP, April, 1927, 
page 139, 

That extra ounce of interest in the newspaper illustration. 
PRINTERS’ INK MONTHLY, May, 1927, page 32. 

What can be left out of the illustration? Printers’ INK, 
December 16, 1926, page 173. 

When imagination plays with the advertising illustration. 
PRINTERS’ INK MonTHLy, March, 1927, page 43. 

Camera gets a new point of view. PRINTERS’ INK MonrTHLY, 
January, 1927, page 40. 

When good illustrations go bad. (Some pointers on engraving 
to help the sales manager.) SALES MANAGEMENT, February 6, 
1926, page 171. 


Setting that enhances the products. ADVERTISING & SELLING, 
January 26, 1927, page 40. 

Striking a different note in illustrative advertising; construc- 
tion engineers win good will with pictorial direct-mail effort. 
PRINTERS’ INK MONTHLY, May, 1927, page 73. 

What imaginative photography can do for industrial copy. 
PRINTERS’ INK, June 2, 1927, page 84. 

Be subtle when you use pictorial allegories. PRINTERS’ INK, 
November 11, 1926, page 97. 

Before-and-after theme is given new illustrative life. PRINTERS’ 
INK, June 30, 1927, page 103. 

Civil engineer criticizes advertising art. PRINTERS’ INK 
MonTHLY, March, 1927, page 82. 

Detour around the stock picture trail. PRINTED SALESMANSHIP, 
March, 1927, page 43. 

Eye-jolters—that’s what advertising art needs. PRINTERS’ INK, 
November 25, 1926, page 179. 

Food advertisers aid American art. PRINTERS’ INK MONTHLY, 
April, 1927, page 54. 

Futurism breaks into newspaper advertising art. PRINTERS’ 
Ink, November 18, 1926, page 145. 

Get people into the catalog picture. PRINTERS’ INK MONTHLY, 
May, 1927, page 48. 

It’s pretty—but what else is it? PRINTED SALESMANSHIP, Jan- 
uary, 1927, page 435. 

Let the illustration pave the way for the typography. PRINTERS’ 
INK, January 13, 1927, page 150. 

Make the product a natural part of the illustration. PRINTERS’ 
INK, February 24, 1927, page 125. 

Making the picture help the story. PRINTED SALESMANSHIP, 
December, 1926, page 335. 

Color in selling—where and when it pays. SALES MANAGE- 
MENT, December 24, 1927, page 1109. 

How to make a second color pay a profit. SALES MANAGEMENT, 
January 7, 1928, page 18. 

How much color? SALES MANAGEMENT, February 4, 1928, 
page 219. 

When words fail you! — TRY PHOTOGRAPHS!! SALes 
MANAGEMENT, September 18, 1926, page 421. 

Advertising that makes a staple article picturesque. SALES 
MANAGEMENT, September 18, 1926, page 435. 

Improving the photographic illustration. PRinTERS’ INK, Jan- 
uary 27, 1927, page 198. 
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PHOTOGRAPH FOR YOU IN ANY DISTANT CITY 


INTERNATIONAL 


‘] HIS emblem is the mark of a master pho- 
tographer; a craftsman who embraces 
new-fashioned ideas, old-fashioned ideals. 


HEN you want a photograph of a subject in Seattle, 

or Syracuse, or wherever it may be, just call in your local 

photographer, the man who makes your regular com- 
mercial photographs. Tell him your requirements. He is part 
of a service that will help you out. . . . Your local photog- 
rapher transmits the order to his associate in the distant city (a 
responsible member of the Photographers’ Association of Amer- 
ica). The photograph is made —a print sent to your photog- 
rapher — and promptly delivered to you. You are relieved of 
all worry and responsibility. And the service is not only de- 
pendable, but economical as well. Try it out — today! 
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Portrait Photographers Who Photograph Prominent Men 


City Name and Address City Name and Address 

DORCOR PAGES. a oes ive dw aiwlewe Bachrach, Inc. Los Angeles, Cal—Cont’d ........ Hartsook’s 

647 Boylston Street 636 South Broadway 
BIG ING Bo. -5.2 boinc dando ee Howard Beach Keystone Photo Service 

Virginia Street 1231 South Olive Street 

C. J. Kennedy Witzel’s 

218 Main Street 536 South Broadway 

CN Tc ic amiss cd cewasineneee Gibson Studios Se eT Bachrach, Inc. 


Cincinnati, Ohio... 6 666s ce scaes 


Cleveland Bio... o.oo occas 
Detroit, Mich........ 


58 E. Washington Street 
Matzene 

6 N. Michigan Avenue 
Moffett’s Studios 

57 E. Congress Street 
Underwood & Underwood, Inc. 

125 N. Wabash Avenue 
Bachrach, Inc. 

111 Dixie Terminal Bldg. 
Benjamin Studio Grand 

Eighth and Race Streets 
W. B. Poynter 

112 Odd Fellows Temple 
Webb Studio 

126 W. Seventh Street 
Young & Carl 

Seventh and Vine Streets 
The Newman Studio 

1706 Euclid Avenue 
Arthur Studios 

1534 Woodward Avenue 
Bachrach, Inc. 

214 Book Building 
C. M. Hayes & Co. 

Fine Arts Building 


ees 


co , 


Se ee ere 
DUMEOUIG SIMOS. 66h econ 6 cacee sete 


507 Fifth Avenue 
Pirie McDonald 

576 Fifth Avenue 
Jack Price 

55 W. 42nd Street 
Bachrach, Inc. 

1715 Chestnut Street 
Elias Goldensly 

1626 Chestnut Street 
Phillips Studios 

1507 Walnut Street 
Photo-Crafters 

1501 Walnut Street 
Bachrach Studio, Inc. 

4000 Fifth Avenue 
Russell P. Hay 

2319 Forbes Street 
Johnston Studio 

800 Keenan Building 
Parry Studio 

212 Oliver Avenue 
Trinity Court Studio 

Granite Building 
Schaefer-Ross Co., Inc. 


J. C. Strauss Studio 


Indianapolis, Ind................. Bachrach, Inc. . 
1008 Roosevelt Building 3514 Franklin Avenue 
Charles F. Bretzman San Francisco, Cal... ....... 5.4... Ralph Young, Inc. 
1518 Fletcher Savings and 419 Sutter Street 
sicscieg meee i er Harris-Ewing ; 
1290 Odd Fellows Building Many: hina, aeho 
Senniaid. tas. eet Brothers Company 
1435 N. M —_ 723 Fourteenth Street 
Pag ee Underwood & Underwood 
Photo-Craft Studio, Inc. 1220 C cae Mine WE 
1549 N. Meridian Avenue ssaiarinscesersediaa anal 
Los Angeles, Cal.................. Baye Studios proronto, Ontario.: ......06556 6.0004 British & Colonial Press, Ltd. 
643 South Olive Street 129 Adelaide Street, W. 
News Photographers 
City Company and Address City Company and Address 
8 rr eer rT International Newsreel Corp. New York, N.Y.—Cont’d......... Keystone View Company, Inc. 


re 
ok a rr 


326 W. Madison Street 
Pacific and Atlantic Photos, Inc. 

435 N. Michigan Boulevard 
Underwood & Underwood 

125 N. Wabash Avenue 
Wide World Photos, Inc. 

326 W. Madison Street 
Eugene J. Hall 

719 South Blvd. 
Acme Newspictures, Inc. 

461 Eighth Avenue 
Central News Photo Service 

105 W. Fortieth Street 
International Newsreel Corp. 
226 William Street 
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91 Seventh Avenue 


Pacific and Atlantic Photos, Inc. 


25 Park Place 
Publishers Photo Service, Inc. 
105 W. Fortieth Street 
Underwood & Underwood 
417 Fifth Avenue 
Wide World Photos 
229 W. Forty-third Street 


Harris & Ewing 
1311 F Street, N. W. 
Underwood & Underwood 


1220 Connecticut Avenue N.W. 
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The Importance of the 
Mailing List 


DIRECT-MAIL advertising campaign is 
often a success or a failure in proportion to 
the quality of the mailing list used. Recent 
reports from advertisers indicate that dur- 

ing the past year more attention than ever before 
has been given to accuracy and care in selecting 
names. “Too much emphasis cannot be placed upon 
the importance of the list. A mailing that brought 
five per cent orders from a list of subscribers to a 
well known magazine, pulled less than one-half of 
one per cent from a list of business executives com- 
piled from various other sources. 

It is not too much to say that a difference of 100 
per cent in results is possible in nearly any cam- 
paign, if the names are hand-picked, as compared 
with names that are selected at random from gen- 
eral classifications. 

While it is possible to buy some good lists, as 
there are a number of reliable concerns specializing 
in mailing list compilation, the most satisfactory 
way to build a mailing list is choose each name care- 
fully and then when you have satisfied yourself as 
to its accuracy, have it put on an addressing stencil 
for use in an addressing machine. In large organ- 
izations, where it is not possible for the sales execu- 
tive or advertising manager to personally hand-pick 
each name, this work can be distributed among the 
salesmen and each salesman picks the names to go 
on or stay off the list in his territory. While this 
may seem like a large expense and a dissipation of 
time, which salesmen could better afford to spend in 
selling, it should be borne in mind that a mailing 
list that is worked twelve times a year, represents 
an investment of at least one dollar a name. This 
includes not only the cost of the mailing pieces sent 
out, plus the postage, but also the cost of maintain- 
ing the list, the original cost of the address plate 
and the interest and depreciation on the mailing 
equipment. 

Checking Mailing Lists 

_The cost of keeping poor names in the mailing 
list is a considerably greater expense than the actual 
cost of checking. For this reason, if for no other, 
mailing lists should be checked periodically to weed 
out undesirable names. Below is a tabulation of 
methods used by representative concerns in check- 
ing lists: 

1. Butler Bros., Chicago, check the ratings of all 
retailers on their lists at specified intervals. Dun’s 
and Bradstreet’s are used in this work. Only re- 
tailers whose ratings are maintained may remain on 
the list. 

2. The Addressograph Company divides lists by 
territories and sends each section to the salesman 
covering that territory. The salesman goes over his 
portion of the list and makes necessary changes. As 
the salesman sends in many of the names on these 
lists, he readily recognizes needed alterations. 

3. A manufacturer of ladies’ wearing apparel sets 
a definite time limit after the last order, following 
which names are dropped from the mailing list. This 
keeps list down only to live names. 


4. Many concerns subscribe to a clipping service 
which promptly informs them of any specified class 
or classes of concerns which go out of business, burn 
out, are newly incorporated, consolidations, enlarg- 
ing line, change of name, etc. For example, Hib- 
bard, Spencer, Bartlett & Co., receives such a ser- 
vice for checking mailing lists, from the Commer- 
cial Service Bureau, Milwaukee, Wis. 

5. A manufacturer of machinery and supplies al- 
ways precedes every important direct advertising 
campaign with a letter sent under first class postage, 
the post office returns on which tell them the names 
to be removed from list. 

6. Every year or so an office device manufacturer 
writes a letter frankly telling those who have not 
responded the actual cost of keeping his name on 
the mailing list, asking recipient to please reply if 
he desires to be kept on the list. 


Postmasters Check Lists 


7. A large physician’s supply house periodically 
lists the names in each town and sends them to the 
postmaster for checking and correcting. (This ap- 
plies only to communities of a reasonable size.) In 
large cities postmasters were paid at the rate of 
forty cents per hour for doirig this work. It is pro- 
vided in the postal regulations that this work be 
done, no charge being made if time is available, and 
a minimum charge of 35 cents being assessed other- 
wise. Work of this kind made the average cost of 
checking lists about three-quarters of a cent per 
name. 

8. Another concern in order to eliminate the unin- 
terested as well as the “moved” or “deceased” 
names, lists them by territory and asks their dealers 
or jobbers to make such corrections as may be nec- 
essary and to add new names as well. This plan has 
a selling as well as an efficiency advantage, as it 
keeps before the dealers the fact that a manufac- 
turer is spending considerable money to advertise in 
his territory. While all dealers will not do this, and 
others will fail to return the lists, a sufficient per- 
centage will send them back to make the plan worth 
while. 

9. Another plan commonly used by mail order 
houses is to divide lists into active and inactive 
divisions. The inactive group is circularized only 
at long periods, and active names are worked regu- 
larly. By following this plan the A. A. Vantine 
Company found that out of a list of 50,000 supposed 
live names, only 15,000 were really active. 

One of the great faults in direct-mail advertising 
is that too much emphasis is laid on coverage and 
not enough on effectiveness. Perhaps this is be- 
cause there are some printers who think of direct 
advertising campaigns in terms of impressions for 
their presses. In the printing business the profits 
come from impressions—long runs. So, just as there 
are advertising agents who are more interested in 
commissions than they are in getting results for the 
advertiser, there are printers who are more inter- 
ested in impressions than they are in results from 
the sales literature they produce. This leads to 
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many unnecessarily wasteful mailings to large lists. 

The secret of effectiveness in direct mail is to 
concentrate a heavy fire on the cream of your pros- 
pective buyers, rather than to scatter your fire all 
over the map. In nearly every business eighty per 
cent of the sales of that business are made to twenty 
per cent of its customers. The same ratio holds true 
in working lists of prospective customers. If you 
have a limited 
amount to spend for 


and addresses are accurate, the cost is small since 
the prospect pays the postage, and he is good be- 
cause he is already a customer. A mailing list ob- 
tained in this way is useful to the salesmen in the 
field as well as to the promotion department. It is 
the best evidence a man can present to convince a 
dealer that the line will sell. 

A middle western manufacturer of office special- 
ties has found that 
their best prospects 
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cent of all the pros- 
pective buyers. 
These lists are accurate and the expense of obtain- 
ing them is small. These same sources can be used 
to obtain names for a mailing list by any business 
whose buyers can be classified on the basis of use 
or occupation. 

The J. B. Williams Company inclose return cards 
in each package of their product. These cards offer 
to send a sample of some other product to anyone 
who will sign and mail in the card. They have found 
this an effective method, for the reason that the names 


a valuable mailing 
list, indicating in 
many cases that the contestant is interested in the 
product as shown by his suggesting a name. The 
mailing list feature which is one of the valuable 
results in any contest, is sometimes overlooked 1n 
the work of running the contest itself. 

Many manufacturers are adopting plans for re- 
ducing the number of “curiosity seekers” who have 
a complex for answering advertisements making 
free offers by charging a small amount for the 
booklet or merchandise offered. Usually, the buyer 
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who will pay for this material is a warm prospect 
and these names make up a valuable mailing list. 

In many cases, the new buyer is a source of names 
because he is usually enthusiastic about his pur- 
chase and glad to show it to his friends. These 
friends, if reported to the manufacturer, are warm 
prospects. ; 

The Permutit Company secures approximately 
2 per cent returns from every direct mailing every 
month. According to B. H. Miller, advertising 
manager, more than 6,500 live inquiries were turned 
over to the sales department as a result of direct- 
mail advertising in twelve months. Approximately 
10 per cent of these inquiries were turned into orders 
on which the unit of sale exceeded $2,000.00. 

“The secret of our method lies in the fact that our 
direct-mail advertising is done continuously, month 
after month, year after year, and we are able to add 
names slowly and build up mailing lists over a 
period of time,” writes Mr. Miller. “By watching 
all sources of trade and building construction news, 
it is easy to pick up the information you want, but 
it cannot be done quickly and that is where the ma- 
jority of manufacturers get into trouble.” 

The sources of names for mailing lists which are 
used by this company are as follows: 

1. Exchanging lists with non-competing sales- 


men. Salesmen in other allied fields can also benefit 
from this exchange as well as the home office itself. 

2. Lists from Trade and Business Associations. 

3. News items in trade papers, magazines and 
newspapers. 

4. Names supplied by salesmen. Mr. Miller states 
that this is the best source of names for his mailing 
list. 

5. Directories. These are used as the basis for 
the mailing list. 

6. Lists purchased from mailing list companies. 

7. Telephone directories are used for checking 
addresses. 

8. Mail returned with improper address is checked 
up in the telephone directories, Bradstreet’s, or in 
some other directory. 

9. Once a year, all the lists are run off on cards 
which are sent to the salesmen. They check them 
over and frequently make valuable additions and 
corrections. 

10. By working the mailing list regularly at least 
once a month it is kept in first-class condition. 

By continually working the above sources for 
mailing lists and getting proper information on each 
name as the opportunity arises, any concern can 
develop an effective list in its own particular field. 


Advertising Department Equipment 


City Company and Address 


City Company and Address 


ApprEssING MACHINES 


Cambridge, Mass....... The Elliott Addressing Machine Company 


ae The Addressograph Company 
901 W. Van Buren Street 
Speedaumat Addressing Machinery, Inc. 
2033 Willow Street 
New York, N. Y.......<. Pollard-Alling Mfg. Company 
222 W. 19th Street 


een ee The Rapid Addressing Machine Company 


Automatic TYPEWRITERS 


MOG TEs 66 vs vecnas Hooven Automatic Typewriter Company 


417 S. Dearborn Street 
MacPherson-Eames Mfg. Company 


Dupiicatinc MACHINES 
co eer The Addressograph Company 
901 W. Van Buren Street 


736 W. Jackson Boulevard 
Ditto, Inc. 

125 W. Austin Avenue 
Individualizing Co. of Illinois 

1132 S. Wabash Avenue 


Cleveland, Ohio........ The American Multigraph Company 
1802 E. 40th Street (see page 430) 
Dayton, Ohio.......... The Rotospeed Company 
F 3rd and Jefferson Streets 
New York, N. Y........ The Beck Duplicator Company 


476 Broadway 
The Derby Letter Machine Company 
175 Fifth Avenue (see page 374) 
Graphic Duplicator Company 
43 Wooster Street 
The Speedograph Duplicator Company 
476 Broadway 
Matting Macuines 
Everett, Mass.......... Standard Mailing Machines Company 
Stamford, Conn........ Postage Meter Company 
749 Pacific Street (see page 381) 


Waukesha, Wis 


biiecbase as The Insertograph Company 


Map AnD Tack Systems 
Ln a | | ene George F. Cram Company 


VistBLE Recorps SysTEMS 


417 S. Dearborn Street (see page 391) Chicago, FIL. .........- Acme Card System 


The A. B. Dick Company, “Mimeograph” 


111 N. Market Street 
Rand, McNally & Company 
536 S. Clark Street 


Indianapolis, Ind... .... National Map Company 


Murphy Building 


New York, N. Y........| American Map Company 


7 W. 42nd Street 
The Blum Map Company 
432 Fourth Avenue 


Lonpon, S. E. 12, Enc.. | Salmanger Map Company 


Grove Park 


116 S. Michigan Avenue 


Cleveland, Ohio........ The Brooks Company 


1241 Superior Avenue, N. E. 


Long Island City, N. Y. | C. E. Sheppard Company 


Van Alst and 14th Street 


New York, N. Y........ Remington-Rand Business Service 


374 Broadway 


Rochester, N. Y........ John C. Moore Corporation 


69 Stone Street 
Yawman and Erbe 


1099 Jay Street 
CoNncERNS SUPPLYING 
Matte Lists 
oe ere re Buckley-Dement & Company 


1300 W. Jackson Boulevard 
A. F. Williams 
116 W. Adams Street 


Detroit, Mich.......... R. L. Polk & Company 
431 Howard Street 

INGWatae las. ccc cf eews Reuben H. Donnelley 

New York, N. Y........ Boyd City Dispatch 


120 E. 23rd Street 
W. S. Ponton Company 
307 Sixth Avenue (see page 426) 


Se, Lees MGes 2. sos: Ross-Gould Company 


309 N. Tenth Street 


Toronto, Ontario....... Might Directories, Ltd. 


Advertising Building 
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by direction . . or by indirection? 


D. you control salesmen 


By W. C. DUNLAP, Vice President in Charge of Sales 
The American Multigraph Sales Company 
Better organization of selling, more intensive sales methods, are 
in the air. Only thus can many concerns meet a situation in which 
decreasing profit accompanies increase in volume. In selling, they 
find little to aid them beyond the two forces with which they have 
greatest familiarity ——salesmen’s hours and advertising dollars. They 
are prone to say: ‘““We can’t increase the number of dollars, but we 
can have more intensive direction of the hours by General Sales 
Management. We can turn those hours to more profitable account, 
use them to get the kind of orders that cost less in calls per sale, 
or bring more repeat business, or entail fewer slow accounts.” 

So far, so good; but will the men cooperate? My contention is 
that they will not— at least to the fullest extent—if the attempt is 
made to control them purely by direction, that is, by executive orders. 
They will, however, cooperate willingly in plans which they under- 
stand, which they see working out to their personal benefit, and in 
which the House commits itself to carrying out, and paying for, its 
just part of the program. It’s merely one more illustration of the 
fact that Management must really manage, and that the indirect in- 
fluences of its actions are often more powerful than its direct orders. 

What I am coming to is this: that among the indirect influences 
upon which a salesmanager can rely, as I know from experience, 
is a more definite relation between those advertising dollars of which 
we made mention and what the salesman does with his time. The 
Multigraph enters into it, because it reduces the cost and shortens 
the time of establishing such a working partnership between adver- 
tising, company policy and salesmen’s day-to-day activities. This 
partnership has certainly been one factor in the present healthy and 
successful condition of our own business as shown by (1) higher 
average earnings of salesmen, (2) larger volume, (3) lower cost of 
advertising to sales, and (4) increased net profit. 

Similar results have been attained by many of our customers. 
I shall appreciate the opportunity to discuss this further with you. 
Address your letter to W. C. Dunlap, 1832 E. 40th St., Cleveland, O. 
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The Market in Great Britain 
for Advertised Products 


URING the past several years there has 
been a steadily growing interest on the 
part of American advertisers in the oppor- 
tunity offered by the British market. The 

unfavorable business situation which for some time 
deterred American advertisers from undertaking 
sales campaigns in Great Britain and Ireland are 
now largely passed. Unemployment is steadily 
growing less, and conditions are more favorable 
than they have been for many years for an aggres- 
sive advertising effort. American advertisers who 
have gone after British business intelligently and 
persistently are generally well satisfied with the 
results of their effort. These advertisers (a partial 
list of whom appear elsewhere in this issue) are 
already beginning to reap the benefit of the improv- 
ing buying interest in this market. Those who are 
contemplating campaigns should lose no more time 
in getting started, as there is every reason to believe 
that this market during the next few years may 
prove an invaluable anchor to windward, in the 
event that competitive conditions at home reduce 
still further the possibilities of profit. It is signifi- 
cant that many of the large American corporations, 
in reporting their 1927 operations, were able to show 
a gratifying profit on their British and Canadian 
subsidiary companies in the face of curtailed profit 
on their domestic operations. 


Types of Selling Organisations 


Broadly the following are the four main types of 
selling organisations—with individual variations— 
utilised by American firms trading in the British 
and Irish markets :— 
(1) British Limited Company, registered in 
Great Britain ; 

(2) British subsidiary Company (Limited or 
otherwise) of the parent Company in 
UU. a 

(3) Sole Concessionaires, who may function 
under either of the above categories, or 
may be an independent British Company 
(Limited or otherwise) handling several 
non-competing lines. 

(4) Selling Agents, usually small British con- 

cerns operating in a specialised field, who 
give a whole time service to one line in a 
specific section of the market. 

All of these categories are represented in the list 
of firms included in this section. The great 
majority of these recorded are separate British 
Limited Companies, a form of organisation which 
long experience of the British and Irish markets has 
proved to be best adapted to the trading conditions 
in these territories. American firms who decide to 
develop these markets seriously and to enjoy all the 
facilities and prestige which make for ultimate suc- 
cess form a separate British company rather than a 
branch of the American company. So far as the 
question of liability to taxation is concerned it is a 
matter of indifference what form of organisation is 


set up in the British market. A leading British 
authority sums up the situation in this way :— 
“British law recognises the clearest distinction be- 
tween trading im the country and trading with the 
country. If you trade with Britain you do not pay 
taxes here. If you trade im Britain you do.” Within 
these broad definitions there will arise individual 
problems calling for careful consideration, but by 
this time they have all been “tried and proved” by 
various American firms according to the extent to 
which they want to penetrate these markets. 


Marketing Through British Agencies 


Very many pharmaceutical proprietary lines (me- 
dicinal and toilet) are marketed in Great Britain and 
Ireland through British concerns who act as sole 
importers and distributors on “a complete service” 
basis. In the British Section of this book details are 
given of many such concerns who have been oper- 
ating successfully for American firms for periods 
of anything from five to thirty years or more. An 
efficient organisation of this type can render a thor- 
oughly satisfactory service and possesses very 
marked advantages over any other channels of 
marketing and selling. They are directed by very 
experienced marketing specialists fully conversant 
with the preferences, prejudices, attitude of mind, 
and actual needs of wholesale factors, retail dealers, 
and the consumer. Many examples are quoted of 
American firms—marketing goods of nation-wide 
reputation in many countries—who have utilised 
leading British concerns of this character and have 
built up a highly prosperous market position in the 
territories covered by these organisations. Proprie- 
tary patent medicines and toilet specialties are the 
classes of merchandise chiefly handled through such 
agencies. 


British Branch Offices of American Firms 


Where the parent Company in the U. S. A. is an 
incorporated concern they sometimes choose to 
form a registered British Branch—a process which 
is relatively simple and inexpensive as regards 
formalities. This necessitates the filing of the an- 
nual balance sheets of the American Company— 
which balance sheet need not disclose a profit and 
loss statement. In actual practice it is not the 
British Branch that is assessed but the parent Com- 
pany in the U. S. A. The taxation is really levied 
on the increased net profits of the Company due to 
the trading operations of its British branch. Many 
instances are given elsewhere of American concerns 
who have been merchanting in Great Britain and 
Ireland for many years through an organisation of 
this character. As against this type of organisation 
the formation of a separate British Company gives 
no greater trading rights or secures any special 
relief in the matter of taxation or similar matters. 
But on many general grounds—of policy, of conve- 
nience, of “atmosphere,” of a more definite “an- 
chorage” in the market, of becoming an actual 
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national entity in the British commercial world— 
the structure and working of a separate British 
Company is usually found to be the more suitable. 


British Attitude to American Merchandise 


A good deal of misconception exists on both sides 
of the Atlantic on this factor in the merchanting of 
U. S. A. products in the British market. It can be 
said quite definitely that so far as the general body 
of consumers is concerned there is neither a con- 
scious reluctance to buy nor a positive hostility 
against American products. The amazing yearly 
volume of sales of all classes of American merchan- 
dise in these markets proves the accuracy of this 
judgment. In everyday household needs—whether 
of domestic utilities or foodstuffs—the widespread 
retail distribution of hundreds of U.S. A. lines and 
the ready consumer acceptance they enjoy are two 
of the most noteworthy features in the merchandis- 
ing of these goods. 

What has been called “the psychology of the 
British consumer” is obviously a vital factor in this 
connection. But in many respects the import of this 
expression is often merely academic and as a phrase 
it is somewhat overworked. If we except the well- 
known trait in the British character of being much 
more conservative in adopting “new things” or any- 
thing savouring of a “novelty” or “gadget” it is 
difficult to enumerate any other “psychological bar- 
riers” to the successful marketing of American goods 
in the British market; certainly none that cannot 
be overcome by commonsense attitude to the ordi- 
nary methods of merchanting, distribution, and 
selling which generations of American firms have 
successfully utilised. As in all other countries there 
is a proportion of the population in Great Britain 
which insists on having goods of British manufac- 
ture—in some cases going so far as to seek an 
assurance that they are “all British.” But, frankly, 
this attitude is exceptional, viewing the market as 
a whole. Possibly it has been fostered to some 
extent by the official propaganda in recent years on 
the note of “Buy British Goods.” In actual practice 
the average British consumer is not discriminating 
as to the “nationality” of the goods—certainly not 
in most of the proprietary articles backed by general 
advertising. We refer to products like breakfast 
goods, dentifrices, toilet specialties, canned fruit, 
and similar “popular” groups of merchandise, In 
these categories some of the best-selling lines on 
the British market are either of direct American 
manufacture or in some cases are manufactured in 
whole or in part in Great Britain by British Com- 
panies or branches or American firms. 


“American” or “British” ? 


Relevant to the foregoing considerations, some- 
thing may be said of the strange attitude adopted 
by many American concerns in Great Britain when 
the matter of “nationality” is raised. Our comments 
are based on actual experience while engaged in the 
compilation of the material for the British Section 
of this “Guide.” Eager to combat what they con- 
sider to be “the prejudice against American firms,” 
and striving to be in tune with the campaign for 
“British Empire products,” these firms not merely 
refuse to allow their names to be included in this 
“Guide” but virtually disown their American origin 
or connection in any way. We are not suggesting 
that this is the attitude of all American firms trad- 


ing in the British market whose names are not 
included in the “Guide” list; the latter does not 
pretend to be anything like exhaustive. This out- 
look is noted here because we want to emphasise 
that it is fallacious; it is at least a form of an 
exaggerated nervousness on the “nationality com- 
plex”—“British or American ?’—on which the Brit- 
ish consumer is assumed to base his buying-habits. 


Preference for American Specialties 


Summing up the actual market position in this 
matter it is safe to say that whether the product 
be a vacuum cleaner, dentifrice, a gramophone, a 
fountain pen, a tooth paste, or a typewriter of 
American manufacture or sponsored by a firm of 
American origin or under American control, the 
great mass of “prospects” in the British market are 
in no way possessed of a priori prejudices against 
the merchandise because of its “nationality.” A 
frank declaration (although such is not formally 
necessary or expected) in no way militates against 
the market prospects of the goods and, in any case, 
it is futile to attempt to conceal the pedigree or 
present “nationality” of well-known products, es- 
pecially when they are sold under the same trade- 
name in both markets and are even advertised in 
leading American publications circulating in Great 
Britain! In the case of most American specialties 
it might be said to be a positive market asset to 
declare the country of origin. 

These remarks do not imply that where the firm 
has a British or Irish factory, where the goods are 
wholly or partially manufactured, full use should 
not be made of the fact as a selling-point ; obviously 
this factor can be and is justifiably featured at all 
stages of the merchanting process and in press 
advertising and sales-promotion matter. “Manufac- 
tured in England” or “Empire Product” as a descrip- 
tion may well exert additional buying-influence on 
“prospects” who have a conscious preference for 
merchandise so described. But the point we want 
to stress here is that there is no necessity for trying 
to hide the American origin of the product (which 
may have been previously sold for years, and is so 
identified by the consumer, as an avowedly Ameri- 
can line) even when, subsequently, a British factory 
is set up. It must be said that many such firms 
operating in the British market adopt the defensive 
attitude, and appear to be more race-conscious than 
the majority of British factors, retailers, and con- 
sumers! 


The Irish Market 


A word should be said about the Irish market in 
relation to the merchanting of American products. 
It will be noted in the “British Section” of the 
“Guide” that in almost all cases American goods 
are handled by a London organisation “covering 
Great Britain and Ireland.” We refer here to Ireland 
as a geographical unit. For all practical marketing 
purposes it should be so considered; there are many 
fallacies about the alleged differentiation in market- 
ing methods between the two folitical units, “North- 
ern Ireland” and “Southern Ireland” (Irish Free 
State). In actual practice this is very largely mythi- 
cal. Stated broadly the people of Ireland exercise 
very little positive discrimination against foreign 
products or, putting it more precisely, against prod- 
ucts of non-Irish manufacture. In existing condi- 
tions Ireland is compelled to import the vast bulk 
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of manufactured products, especially proprietary 
lines and specialties for domestic and commercial 
use, and to the great mass of consumers (North 
and South, which are, incidentally, misleading terms 
as having any real bearing on territorial marketing 
methods) it matters little whether the article re- 
quired be British, American, German, or otherwise. 
The same fundamental essentials of success in 
marketing and selling apply to the whole of Ireland 
just as they do to England, Wales, or Scotland. It 
is understood, of course, that territorial and local 
market conditions in any part of Ireland can only 
be gauged intelligently by the use of market re- 
search in the same way as the variations in different 
zones of the British market should be ascertained 
by the same process. 

We know of many cases where British and Amer- 
ican manufacturers (usually on the advice of their 
advertising or selling counsel) deliberately suppress 
the country of origin of their goods, particularly 
in their advertising. This is a sheer fallacy. On the 
other hand we know of a particular instance where 
the merchandise bearing the words “Made in U.S.A.” 
was shipped for sale to Ireland instead of the goods 
made in the Company’s British factory. This is not 
necessarily sound selling, and is not, as is thought, 
a shrewd judgment of Irish consumer “psychology.” 
Given direct representation (in such cities as Bel- 
fast, Dublin, and Cork), vigorous selling, efficient 
distribution, and systematic advertising, American 
merchandise will sell in any part of Ireland on its 
merits (granted consumer-acceptance on the usual 
essentials) regardless of its “nationality”’—and the 
same points apply to British merchandise. There is 
no more specific preference for American goods 
than there is conscious prejudice against British 
goods in any part of Ireland. While both in Great 
Britain and Ireland there are national movements 
to foster the buying of “home products” the ratio 
of response in the respective communities, as re- 
gards the bulk of consumers, is about the same— 
only a relatively small percentage of the people do 
their buying on “national” lines. 


Advertising in Great Britain and Ireland 


The survey of American firms operating in these 
markets shows that the great majority use British 
advertising agencies located in London. This is, no 
doubt, the result of a definitely planned policy to 
attune the selling methods, form of appeal, and 
general outlook to the requirements of the British 
market. There are, of course, several American ad- 
vertising agencies in London, and a number of 
American firms prefer to utilise such organisations. 

No hard and fast general rule of guidance can be 
laid down in this matter. Although the style of 
advertising copy released in recent years — whether 


on behalf of British or American advertisers — js 
less restrained than was hitherto the “tradition,” 
and in some respects approximates to what are 
usually termed “American methods,” it is vitally 
essential that it should be free from blatent “stunt” 
effects or too “free and easy” in its appeal to the 
consumer. The conservatism of the British consumer 
to novelty and innovation is very much of a reality; 
it is nevertheless a facet of the national character 
that may be unduly exaggerated, and if too literally 
interpreted may act as a brake on projected pro- 
gressive selling methods. American firms should 
make contact with a reliable and experienced ad- 
vertising agency to ensure intelligent control of 
advertising policy. It is also wise to give considera- 
tion to the desirability of utilising separate advertis- 
ing agencies for Scotland and Ireland, particularly, 
perhaps, the latter. This is a policy which has come 
into favour in the last few years in the case of 
many British firms. 


Continental and British Dominion Markets 


A fair percentage of American firms merchanting 
on the Continent of Europe and in the British over- 
seas Dominions operates through London selling 
organisations. In this connection it is vitally im- 
portant to select a firm with its own overseas 
branches or accredited sales executives if any sub- 
stantial sales-volume is to be expected. There are 
many such organisations in London equipped to 
render a full and efficient service in Continental and 
overseas territories; several of the more important 
are included in the British Section of this “Guide.” 
It will be seen that some of these concerns have 
been acting as the selling organisations for leading 
American manufacturers in foreign markets for 
very long periods. 


We have been referring more specifically to 
independent British Limited Companies specially 
organised for this work —a class of concern where 
the element of selectivity has to be exercised by 
the American manufacturer. The position is alto- 
gether different where the parent U. S. A. Company 
establishes a British Limited Company or a series 
of branch houses in different territories. Many in- 
stances of each of these categories are recorded in 
the British Section. 


From the facts and suggestions advanced in this 
article, and the many examples of successful pene- 
tration of British, Continental, and overseas markets 
by hundreds of American manufacturers, it will be 


realised that the potentialities for the further ex- . 


tension of trade are almost illimitable, provided that 
the sales and advertising policy be skilfully directed 
and that market research is made an integral part 
of the intelligence service. 
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s England and Wales 


The detailed analyses of population, etc., are based on the Census of 1921, there being no later statistics 
Y’ covering all the factors involved. In his Statistical Survey for 1925, however, the Registrar-General pub- 
lished official estimates of population in that year. These estimates are used in the following tabulation, 


i and the figures compared with the populations given in the detailed analyses. 
T 
T : Population Estimated Population Increase or 
y aeaiiitd * 1921 1925 Decrease 
)- 
d 
1- Bedfordshire and Huntingdonshire...................--- 261,203 268,130 + 6,927 
yf BRR GIN Ordo acc daw ioe Des eke 4 Ras RUE RS RUE ORY Te Ae 294,821 297,870 - 3,049 
‘= ES Fae OC OE ee 236,171 244,800 + 8,629 
™ Cambridgeshire (including Isle of Ely).................. 203,419 206,290 + 2,871 
y, rey ae err rE rer re eT rr ere 1,025,724 1,060,990 + 35,266 
‘. 
‘ GONNA sooo vo aiden re cow ave Hae acadadautwataadee. 320,705 317,100 _- 3,605 
Cumberland and Westmorland.....................005. 338,919 337,830 _ 1,089 
| EEE IES in Te 714,662 746,400 + 31,738 
ie Werhig Mitts 32ers hoe aa caevaata ciate oastiierar Caw Renae 709,614 698,210 — 11,404 
WRIGE Cos sree ene wea ee rn ae re a aa ee 228,160 228,900 + 740 
4 
‘i i hla! nate ata dal ac ea 1,479,033 1,555,120 + 76,087 
Is Pe Pace tages ce Make en en cae setae 1,470,257 1,527,760 + 57,503 
wl STA INON NANG sree 21S iar d xc anu sles Sain g Were che a alW moa oi storaiar aes 1,252,481 1,316,820 + 64,339 
1S ARE CGE CR OTNNN N50 oi) ar 9 rd a Pot 9 2 Grae ne 757,651 773,060 + 15,409 
D- Hampshire and Isle of Wight ..............00000eeeeeee 1,004,918 1,025,440 + 20,522 
re 
to Herefordshire and Shropshire .................0000e ees 356,251 360,980 + 4,729 
id ES aT ae ener rene mre rT 333,195 346,600 + 13,405 
nt MONt eee est ate dame ket ae welcome ee enesens 1,141,666 1,134,800 _ 6,866 
y PR chika ies nkege ni xs Aneeckekedwkeaeneeenas 4,927,484 5,061,730 + 134,246 
ve ee Ns kik x tixccsnxxericdcnsneaws 512,845 535,140 + 722s 
1 
: ECORI GNE NO 3.00, 0592 5 Serine tire wich a late ae RO a 602,202 612,300 + 10,098 
| ALENT NEN 8) 4,484,523 4,612,000 + 127,477 
om IRR TEN PESOS Cg 2 ions chia aia ere ane oatana he ar cher dorratar eae aaa 1,253,002 1,306,430 + 53,428 
~ IROINIONNE Be Serr ic acicrsoraere ein aha Sean rere nraeaa cae 450,794 471,980 + 21,186 
= EE ee ere Se 504,293 504,710 + 417 
oY Northamptonshire (including Lake of Peterborough)...... 349,363 357,790 + 8,427 
adi NII 3. 0 oud avd sume svataGaneuaneads 746,096 766,680 + 20,584 
ny IN, 55. si Sewewcncsdvesannwacasoweseened 641,149 664,000 + 22,851 
€s Ee nn Terre rn er Rea eat Meroe: We 189,615 191,160 + 1,545 
n iit aacy ena cecict sas weaiemencruseeun erie 465,710 467,050 + 1,340 
in 
UNINC. re cet aeew gather onenerue 1,348,877 1,421,560 + 72,683 
‘is BN etnies datas wadeenslaca dad dena tmatotel 400,058 405,780 + 5,72 
1e- 0 ROE ROR eT rae eT NO 930,086 957,300 + 27,214 
ts ee oa ard secre acai peapuca ean eect tel 727,997 707,470 — 20,527 
he IR ss cnsirerinxnnnysenernespaateithgnase 1,389,977 1,436,900 + 46,923 
ie I a csctcersss xc osan cage ennnne ace 292,208 306,900 + 14,692 
we" MR oe eas a arte iu ae actuletenmaas 405,842 416,840 + 10,998 
ot eT ONT T SOOT enn en S 4,182,529 4,291,230 + 108,701 
PN casa ire ica ica ccna wee 540,528 531,210 - 9,318 
South Wales (excluding Glamorgan) ...........2....05. 412,671 416,740 + 4,069 
NR i ors ecapaminek etwas 37,886,699 38,890,000 +1,003,301 
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Anglesey (see under North Wales) 


Bedfordshire and Huntingdonshire 


Distribution of Population and Character of Buying Units 


O ing 9-R No. of Female 
- . Children Separate ee Percentage a on, 
Population os Dwellings : Domestics 
Under 12 Families of Whole , 
or Larger Per Family 
Urban......... 149,784 30,492 35,962 1,746 4.86 0.128 
Rural.......... 111,419 23,370 27,789 1,600 5.76 0.131 
Total........ 261,203 53,862 63,751 3,346 5.25 0.129 
Particulars of Retail Trade 
a ee 235 | SE ne ee ee 113 Hardware, Ironmongers and Oilmen 3 
Per 10,000 Pop............... 9.00 | Per 10,000 Pop................ 4.33 2, Se | 
Boot and Shoe................. 344 | Drapers and Hosiers............ 218 Stationers and Newsagents....... 120 
Per 10,000 Pop................ 13.17 | Per 10,000 Pop................ 8.35 eg 
MGHGHNGOS sis liiec ce ces cae ea eens 53 | Grocers and Prov. Dealers....... 406 i ee 95 
Per 10,000 Pop................ 2.03 Per 10000 Pop................ 164 ee 
Confectioners................... 182 | re 112 
Per 10,000 Pop................ 6.97 Per 10,000 Pop................ 4.29 Total No. of Shops 4,794 


Details of Occupational and Economic Status 


; Sex of Occupied No. of No. of No. in Business 

Nature of Business Persons Employers Employees on Own Account Total 

Agriculture.............2200. eee Male 2,063 17,316 2,405 21,784 
Engineering and Allied (including 

Electrical Apparatus) ........... Male 249 11,097 368 11,714 
Dress and Textile Goods........... Male 578 2,899 527 4,004 
Female 121 8,543 694 9,358 
DomesticS............000 0c e eee Female | __.......... | re 8,246 
Builders, Decorators, etc............ Male 315 5,519 259 6,093 
General Labourers................. Male | _........e- a rn 4,562 
Wood and Furniture............... Male 160 3,192 388 3,740 
Proprietors, Managers, etc.......... Male 7 552 1,460 3,189 
Female 122 97 468 687 
Road Transport................... Male 77 2,887 189 3153 
Public Services.................... Male | .......... ZOWQ thaw da 2,619 
Clerks, Typists, etc................ Male =| _—.......eeee i nn reer 2,570 
Female | .......... 1.) i ee eee 1,814 
Professional...............0......- Male 145 1,463 238 1,846 
Female 28 2,229 240 2,497 

Sales and Shop Assistants.......... Male | .......... pA |) ea a eee ree 222 
Female | _—.......... v7) |C a 2,142 
Food, Drink and Tobacco Trades... . Male 253 1,334 150 1,737 
Railwaymen...................... Male | _—.......... 620 | casseceren 1,620 
Paper and Printing Trades......... Male 80 1,012 34 1,126 
Female 3 1,218 3 1,224 
Warehousemen, Packers, etc......... Male | .......... 1) nn 1,207 
Female | _.......... _ Jae Sars 510 
Total Classified... ..........Jecc cece e eee c eee ees 5,371 86,860 7,423 99,654 
es eee eee 728 14,709 2,043 17,480 
i ee ene 6,099 101,569 9,466 117,134 

IE rene cevgrdacadisandchnantctenes §.21 86.71 8.08 100.00 
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Berkshire 
Distribution of Population and Character of Buying Units 
a — a ——ans — i’ ame 3 en ap — = SRS SE TE NET | <ancoennnSionaanangean —— 
, | |O ring 9-R | | No. of Femal 
ae : | Children Separate — ‘ ae Percentage | pedi — ‘ 
; Population | Under 12 Famili Dwellings § Whol | Domestics 
| endive | —_— | or Larger Ria _ Per Family 
: + —_—_—__—| ‘s een oe ee SS ee isis —|— ae 
-—— rah ak orcs 159,677 32,448 37,957 1,780 4.69 0.175 
| | ee eee 135,144 27,133 30,575 2,665 8.72 0.287 
Nota. Gea 294,821 59,581 68,532 4,445 6.49 0.225 
Particulars of Retail Trade 
83 _— So seit sant eias 
3.19 WOES ice rte ee enc eeu tielanes 229 BREEN a hierar etre Greco tt hie, 140 | Hardware, IronmongersandOilmen 103 
120 Per 10,000 Pop................ 7.77 Per 10,000 Pop. .............. 4.75 Per 10,000 Pop................ 3.49 
4.59 Boot andl Glee... ...........-...- 348 Drapers and Hosiers............ 217 Stationers and Newsagents..... 146 
95 Per 10,000 Pop................ 11.80 Per 10,000 Pop................ 7.36 Per 10,000 Pop................ 4.95 
5.64 NOS te yeas es cece tonne 62 Grocers and Prov. Dealers....... 468 Tobacconists ......  ..... ae 128 
Pet 10,000 Pop... .... 0.5. sah. 2.10 Per 10,000 Pop......... 15.87 Per RRINMU ORI as osc aie Se cas 4.34 
ConlectiONePS.....5.0.062 6000 necnss- 211 Fiawrdressers............. 135 
Per 10,000 Pop................ 7.16 Per 10,000 Pop................ 458 Total No. of Shops 4,837 
: Details of Occupational and Economic Status 
nN eee Sex of Occupied No. of No. of No. in Business Total 
Nature of Business Persons Employers Employees on Own Account _ 
GIN TCO)( 0 CCA gr ee Ne Male 1,084 16,255 937 18,276 
NI ec ncakhxn cine eee ei uk Female ...... 1A Se ) ) nn ee ce rrr 15,411 
Engineering and Allied (including 
Electrical Apparatus)............ | Male 274 7,159 381 7,814 
Builders, Decorators, etc........... e Male 381 6,486 327 7,194 
General Labourers.................- Male | bce delewens fn ee eee 7,012 
i ee | Male 126 4,662 345 5,133 
Wood and Furniture............... Male 126 4,118 353 4,597 
Public Services...............0008. Neate Fe eee eee iN hl ee kere 3,989 
WII lea co koe isyceaee on Male 282 2,891 430 3,603 
Female 49 3,427 328 3,804 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 1,267 826 1,319 3,412 
Clerks, Typists, etc................ Wetec eeod we KS 3) nn eee eer e 3,336 
Female |__.......... 235 | SE) Ces ee ae a 2,331 
Food, Drink and Tobacco Trades. .. .| Male 249 2,916 130 3,295 
Sales and Shop Assistants.......... MR sta Scie t B)5 Paes ar 3,034 
| Female | .......... | A errno 2,717 
Dress and Textile Goods........... | Male 157 787 440 1,384 
| Female | 94 2,214 666 2,974 
sg. ee | Nae CL Cee, eee 4 ere 2,289 
aT ee ee aeeeR, a ee ee alias de chain — ee Cee ee 
Total Classified............. Eee | 4,089 91,860 5.656 101,605 
Unclassified........... | Ue in ree» | ¥223 23,157 | 3,290 27,670 
Se Seater | - a Se 
Total Occupied.............. b dilad pantie hoanes | 5,312 115,017 8,946 129,275 
LET: SMe aR ee ey 4.11 88.97 6.92 100.00 
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Brecknockshire (see under South Wales) 
Buckinghamshire 
Distribution of Population and Character of Buying Units 
: ? Occupying 9-Room No. of Bemsle 
Population Children Separ a Dwellings Percentage Domestics 
Under 12 Families L of Whole . 
or Larger Per Family 

Urban......... 100,345 20,023 23,634 976 4.13 0.156 
Rural.......... 135,826 27,223 32,667 2,510 7.68 0.230 

Total. ....... 236,171 47,246 56,301 3,486 6.19 0.199 

Particulars of Retail Trade 

esate, Bin mo 500% 5 Bek ich 2 234 EE ee eee EET Tee 118 Hardware,IronmongersandOilmen 80 

Per 10,000 Pop................ 9.91 eg O! UU c —————aren 5.00 oe en 3.39 
Boot and Shoe....... .......... 315 Drapers and Hosiers............ 222 Stationers and Newsagents....... 124 

Per 10,000 Pop................ 13.34 ke rr 9.40 een 5.25 
I didn Kak eden see ane 49 Grocers and Prov. Dealers. ...... 382 EO Te 85 

Per 10,000 Pop................ 2.07 Per 10000 Pop...........3°:... 4 oe ee 3.60 
Confectioners................... 152 PE ARITECOOONO ie scaraiecia 3 5 uses aes os 84 

Per 10,000 Pop................ 6.44 ee er | Total No. of Shops 3,769 


Details of Occupational and Economic Status 


; Sex of Occupied No. of No. of No. in Business 
aie Persons Employers Employees on Own Account Total 
II 65's sanivecrervesadede Male 1,694 14,240 1,376 17,310 
PRONE O86 ics diese Sarionswmas-sies Female | __.......... POS. = teh Bier ece 11,193 
Wood and Furniture............... Male 399 8,910 549 9,858 
Engineering and Allied (including 
Electrical Apparatus)............ Male 250 6,058 309 6,617 
Builders, Decorators, etc............ Male 335 5,552 221 6,108 
General Labourers................. Mile fhe dwoses A eRe eee 5,011 
Public Services..............-.525: oe 060ti“<iéiR:C*‘C RK ee. 2 eee 4,119 
ee Male 113 2721 255 3,089 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 1,070 514 1,053 2,637 
Professional.................0.0005 Male 253 1,631 348 2,232 
Female 33 2,179 282 2,494 
Clerks, Typists, etc................ ae ae err rer 2,449 
Wemale ft tte eaawns ed) i ee ee 1,719 
Dress and Textile Goods........... Male 149 1,214 348 1,711 
Female 60 1,432 509 2,001 
Sales and Shop Assistants. ......... ee are ae, (8 exteeeeees 1,865 
Bemiale | ka eeaevas iter. - ilk, .akebveiveses 1,687 
Railwaymen...................... ne eee Meee OP cetetentelee she 1,832 
Paper and Printing Trades......... Male 76 1,590 39 1,705 
Female 2 1,229 11 1,242 
pe en Sn ene 4,434 77,145 5,300 86,879 
on OTS RT 1,125 14,290 2,333 17,748 
cn SOA CNN NCTE 5,559 91,435 7,633 104,627 
PASSE 5.55086 es Rie ly ee eee 5.31 87.39 7.30 100.00 
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Cambridgeshire 
(Including the Isle of Ely) 
Distribution of Population and Character of Buying Units 


: Children Separate Occupying 9-Room Percentage Ne. of vena 
Population Under 12 Wieniiien Dwellings of Whole Domestics 
= or Larger Per Family 
WEAN. cicernsiecs 96,520 18,404 23,930 1,426 5.96 0.182 
a Write’. 55 saraseeiscs 106,899 23,277 26,409 1,434 . 5.43 0.126 
_— i re 203,419 41,681 50,339 2,860 \ 5.68 0.152 
Particulars of Retail Trade 
Bak etGiicd:s vcvawenesen denn anes 185 RIMRINOM ote ale ati ga iaaloatd Siete 63 Hardware,IronmongersandOilmen 53 
bet) Pet 10 COC Pirin ccc slewineens 9.09 PRO CRN BONN e 3 i os cadence 3.10 og 2.61 
ie BeGtaNd SHOG se eka Saciencs ees 282 Drapers and Hosiers............ 185 Stationers and Newsagents....... 85 
80 Per 10,000 Pop..............-. 13.86 Per 10,000 Pop................ 9.09 Per 10,000 Pop................ 4.18 
3.39 GHGIMISES wiecicte dice kcs's tiaine adetes 57 Grocers and Prov. Dealers. ...... 306 WORMCRON xan Sesccdsnsewsass 84 
124 Per 10,000 Pop. ............:. 2.80 Per 10,000 Pop................ 15.04 Per 10,000 Pop................ 4.13 
25 OTN Cet) CL teen an go ae re 108 Hairdressers. .... Se ee Ore 97 
85 Per 10,000 Pop................ 5.31 Per 10,000 Pop... ............ 4.77 | Total No. of Shops 3,550 
3.60 _— 


atl Details of Occupational and Economic Status 


——— Sex of Occupied No. of No. of No. in Business Total 

Persons Employers Employees on Own Account 
—- Agriculture VikidKiee Se be elite mae ReaD Male 2,365 22,086 3,384 27,835 
DR okusnen eta seets mucus ne Meee nn Parr rer. 726 
ema = ih} Sen edaws TEGO + eeetewenes 7,665 
Builders, Decorators, etc............ Male 310 3,758 239 4,307 

—- Engineering and Allied (including 

Electrical Apparatus). ........... Male 195 2,523 300 3,018 
General Labourers................. ne vn eer TT 2,761 
Ee STE PTT Ree eee > I R  eeeeeras iene Wb) Cxwerdinwanay 2,630 
i NE ewe Male 114 2,090 234 2,438 
Female 11 2,092 200 2,303 
Proprietors, Managers, etc., of Male 778 422 1,028 2,228 
Dealing Businesses.............. Female 93 81 301 475 
Wood and Furniture............... Male 110 1,783 288 2,181 
ND COR i 5 cwnikssinase'snnies Male 43 1,766 175 1,984 
Sales and Shop Assistants.......... | | See ees ee Wa Lb “eeewauees 1,803 
Demme i—  -siiwdcsewes Pee.” (bi -nescwene, 1,551 
Dress and Textile Goods........... Male 112 509 379 1,000 
Female 56 1,230 495 1,781 
Clerks, Typists, etc..........0.00:. - )=3Mli‘<—Citit:téi‘(i‘é i ww See 8 weaveanve 1,700 
ee i emaniirans ee 8 eeeenaen 1,079 
Food, Drink and Tobacco Trades ... Male 172 1,057 181 1,410 
Female 10 991 12 1,013 
Public Services........00.cceeceues Weems COS ccaca, sage GT! Saeed 1,362 
Paper and Printing Trades......... Male 44 758 28 830 
WO ii cieincscan sas ixapnsecaraneactes 4,413 62,423 7,244 74,080 
ener 555 12,709 2,071 15,335 
— Leipitieissi. ce TE ee Re oe * 4,968 75,132 9,315 89,415 
TI 5a aaa os Gah eed ee 5.55 84.03 10.42 100.00 


Cardiganshire (see under South Wales) 
Carmarthenshire (see under South Wales) 
- Carnarvonshire (see under North Wales) 


442 


SALES MANAGEMENT 


~ Cheshire 


Distribution of Population and Character of Buying Units 
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| ; rig 
tiie Children | Separate eae ge Diaisiailis — of atte 
opulation Under 12 Sintitting wellings of Whole omestics 
or Larger Per Family 
Se ae 833,860 175,020 194,210 7,499 3.86 0.118 
Rural.......... 191,864 39,484 42,217 3,648 8.64 0.223 
(rrr 1,025,724 214,504 236,427 11,147 4.71 0.137 
Particulars of Retail Trade 
aa — no enorme es ne ei ess -- aaaeanppeatens ; — 
BORN 5 ooh ce sswrwnererosnya.a siardreieiaie ors 342 DD RATRES oie os Sec Sitie ds Sha nse Seok 487 | Hardware, IronmongersandOilmen 340 
Per 10,000 Pop................ 3.34 Per 10 O00iPODS:....56 6c cece BIS Perl O00 POPs. cscccc ccc ics. “Sl 
Boot and Shoe ................. 1,065 Drapers and Hosiers............ 1,365 | Stationers and Newsagents... .. 704 
Per 10,000 Pop................ 10.38 Per CGO TOS... 2 css 13.31 | Per 10,000 Pop................ 6,86 
ROMORNONG Biss ore 6. 5-0.0.5 arse te bad 305 | Grocers and Prov. Dealers. ...... 1,882 | MOWACCORISES <5 ccc es ss . 475 
Per 10,000 Pop................ 2:97 | Per 1Q000 Pops. .:.5...sccd cae’ 18.35 | Per LO000%P Ops... f56 6. soe oe 4.63 
Confectioners................... 1,540 FIARATESSENS 55s scecna teen ees 488 | 
Per 10,000 Pop................ 15.01 Per 10000 Pop................ €4 | Total No. of Shops 17,487 


Details of Occupational and Economic Status 


eS Sex of Occupied | No. of No. of No. in Business | Total 
Persons Employers Employees on Own Account | _ — 
eee ree Male | 1,056 46,247 844 | 48,147 
Female | 17 1,233 2 | 1,252 
Domestics......0..0..0 000000200. Female peeves | ae ae | 32,320 
Textile Working................... Male | 386 19,292 48 | 19,726 
Female | 11 31,530 46 31,587 
Agriculture. .........00.. 0000 eee e. Male 4,137 22,956 3,220 | 30,313 
General Labourers................. Male rere 25088 § | ae ew tE anes | 25,033 
Clerks, Typists, etc................ Male ase e 21,731 3 | 21,734 
Female E pinklbnseare 12,559 1 | 12,560 
Builders, Decorators, etc............ Male | 1,082 16,659 764 | 18,505 
Dress and Textile Goods. .......... Male | 844 5,634 994 | 7,472 
Female 349 12,326 2,069 | 14,744 
Proprietors, Managers, etc., of Male | 5,363 3,318 4,692 | 13,373 
Dealing Businesses.............. Female | 809 | 682 2,984 | 4,475 
Road Transport................... Male | 379 11,848 655 12,882 
Wood and Furniture............... Male | 553 | 11,528 763 12,844 
er Male ere ere IL S37) ete cere eet o 11,871 
Sales and Shop Assistants.......... Male | .......... OOSG A) eee dane 9,956 
Female {  ........0. nn eer ree 10,093 
Professional...................000. Male | 989 6,831 1,164 8,984 
Female 102 8,410 1,038 9,550 
Public Services..........0600000005 | Male | dc. A Sere Pere os 6,339 
Female fomewnewekad ee. f sasvawers 1,394 
Warehousemen, Packers, etc........ Male | 15 6,116 19 6,150 
Female | .......... 3,932 5 3,937 
Chemicals, Paints, etc.............. Male | 133 | 5,751 13 | 5,897 
Food, Drink and Tobacco Trades. .. . Male | 607 | 4,230 288 5,125 
Female | 172 2,522 268 2,962 
Electrical Apparatus .............. Male 118 4,409 73 4,600 
Messengers, Porters, Cleaners, etc... . Male | _..... 4,480 54 4,534 
Female | .......... 2,649 108 2,757 
Stationary Engine Drivers, etc... . . .| Male | ........... 4,276 2 4,278 
Paper and Printing Trades......... Male 319 3,005 135 3,459 
Female 12 2,733 12 2,757 
Mining and Quarrying............. Male 15 3,207 3 3,225 ” 
WIN os sics cx ccsclegesssovetensnen ds 17,468 377,100 20,267 414,835 
Unclassified........... Fico sai dseatealhed lath ot 3,608 56,571 6,800 66,979 
Total Occupied.............. i ber shied setial oats 21,076 433,671 27,067 481,814 
Ni iicikn nos Jae ond coded Sheeeeeaeee ans 4.37 90.01 5.62 100.00 
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Cornwall 
Distribution of Population and Character of Buying Units 
sieelaeai telat tilemtit anh = _ “ee Seiieceninell — | it ia “ici 
endian | Children | Separate | mines sce Percentage “a of Female 
, Under12 | — Families == ||-—= Dwerlings of Whole omestics 
" | | or Larger Per Family 
iid. ..--..<. 141,541 | 27,041 | 34,644 | 2,697 7.78 0.167 
a i ree 179,164 35,673 45,176 | 4,086 9.04 0.137 
Se | 320,705 62,714 | 79,820 | 6,783 | 8.50 0.150 
340 
3.31 ‘ . 
704 Particulars of Retail Trade 
6.86 
475 . 7 _ ee ee ae ws a 
4.63 | . | 
ANGIS ceo aca are ce ee ee 149 PIANO a aia o eee cea 285 | Hardware, IronmongersandOilmen 114 
Per 10.000 Pop................ GS Per 10000 Pop................ Oe | ee eee 
; BOGE ANE NOG S odie cis eed cera 455 Drapers and Hosiers............ 292 | Stationers and Newsagents....... 142 
Pi Per 10,000 Pop...... . 14.19 Per 10000) Pop:...:........... Fie | PemiOGie Pote................ FS 
GHemistsr-errea csmetce ees ee 95 Grocers and Prov. Dealers....... 685 | Rebaceaniees ooo 2s vee ae as 128 
— Per 10,000 Pop................ 2.96 Per 10,000 Pop................ 21.36 | Per 10,000 Pop................ 3.99 
ee 187 ri xtsxedss Sees, 136 | 
Pet 10.000 POP cccicecc cc... 8S Per IOUS Pope... 5 ss. omens 4.24 Total No. of Shops 4,008 
Details of Occupational and Economic Status 
eeiekedie £ | dee i ee | <eaece ide 
a | an Sex of Occupied | No. of No. of | No. in Business | Total 
Persons Employers Employees | on Own Account | 
MN is sisi. eatiany Male 4,712 15,908 | 5,311 | 25,931 
roti oecatey souks eeaks Bemate fa vc distenee< 11,990 bo eatateeaaer | 11,990 
Mining and Quarrying............. Male 7 9,037 1 9,108 
Builders, Decorators, etc............ Male 493 5,064 587 6,144 
i Male 313 5,214 466 | 5,993 
ee Wale ak eos LC 5 | Sh J eerie 5,051 
General Labourers... ............ Wea 0 Of ve neti CU MA (eerie: 4,959 
Wood and Furniture...............| Male 225 3,010 707 3,942 
Proprietors, Managers, etc., of Male 1,357 563 1,830 3,750 
Dealing Businesses.............. Female 232 165 858 1,255 
Sales and Shop Assistants.......... Witten Sh Aeerteeae 7) i 7 A ere 2,007 
Bemis 8 |. ever atnnes S| |S See 3,390 
POON, coo ek eee es Male 177 2,119 440 2,736 
Female 29 2,655 395 3,079 
Road ge a eer a Male 144 2,427 398 2,969 
Dress and Textile Goods........... Male 168 719 573 1,460 
Female 62 1,625 1,207 2,894 
cg, Te Male 105 971 | 1,699 y WF 
Clerks, Typists, etc................ | Se reer reer 1,944 1 1,945 
emate [| sadeeaeans | Bee 0k hase ex 1,356 
Lodging House Keepers............ Female 133 | 660 826 1,619 
Railwaymen...........0000 000000. | Oe re ie. bach: | 1,391 
Sa Total Classified............. | Bae aa sae aya ee 8,220 82,225 | 15,299 105,744 
Unclassified. .......... ees | 1,233 | 19,664 2,276 23,173 
| 
= a ea nin pre en es a oe a cs = 
Total Occupied.............. See ve | 9,453 | 101,889 | 17,575 | 128,917 
Percentage............0.0.. Rn’ Vie | 7.33 | 79.04 | 13.63 | 100.00 
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Cumberland and Westmorland 


Distribution of Population and Character of Buying Units 


. Children Separate Occupying 9-Room Percentage — of Female 
Population Under 12 Sesdlibes Dwellings of Whole omestics 
or Larger Per Family 
Urban......... 202,923 45,909 44,577 1,988 4.46 0.121 
eee 135,996 29,257 29,650 2,710 9.14 0.205 
er 338,919 75,166 74,227 4,698 6.33 0.155 
Particulars of Retail Trade 
Ee a eee ee 160 RUMOR ere ae ae eles 165 Hardware, IronmongersandOilmen 138 
od re 4.72 Pee BONS Pie. oo ss cnccccces 4.87 Por 10,000 Pep.......6.5250s0ce% 4.07 
UT OB sv nisi ccnccvannns 385 Drapers and Hosiers............ 332 Stationers and Newsagents....... 215 
Per 10,000 Pop................ 11.36 Per 10,000 Pop........05.cccvers 9.80 Per BOBOO Fee. .o sc caccseses 6.34 
iia ssicciivics ananrenakas 116 Grocers and Prov. Dealers....... 638 I Son sas was keseenss 108 
Per 10,000 Pop................ 3.42 Per O00 POD e665 isis cieaiswae 18.82 POE TO OOO OD so 64.3.5.6,0:0.0:cie'sinies 3.19 
ee 390 PADICOUHESCES oc scrineceehiowses 144 
Per 10,000 Pop................ 11.51 8 ee 4.25 Total No. of Shops 4,583 
Details of Occupational and Economic Status 
. Sex of Occupied No. of No. of No. in Business 
nies “sing Employers Employees on Own Account Total 
OR i escexinseciancunnecdis Male 4,274 14,094 3,252 21,620 
Mining, Quarrying, etc............. Male 17 RSS Sree oe 16,775 
Domestics. ..............0cceeeee: Female | ........5: Sh nr ne eee 11,475 
Metal Working. .............0.300. Male 341 10,174 362 10,877 
Builders, Decorators, etc............ Male 351 5,729 210 6,290 
Railwaymen.................00005 a Seer ere ee!) EO. Shaanti, 5,618 
General Labourers................. - £é$%$*£©G©  swercemarwes ee)! E)* “eicemene 5,329 
Wood and Furniture............... Male 287 3,200 356 3,843 
Proprietors, Managers, etc., of Male 1,432 666 1,433 3,531 
Dealing Businesses.............. Female 255 197 838 1,290 
Professional.................00000, Male 251 2,094 353 2,698 
Female 22 3,140 231 3,393 
Road Transport................-.. Male 119 2,851 324 3,294 
Clerks, Typists, etc.............5.. Pe 060CCtC( “ROWS O RRR ERD ee, (E) ‘gees 3,115 
Pema i|§ 3 <«ssess@es 2OIO IP aineesiewnels 2,010 
Dress and Textile Goods........... Male 219 1,438 425 2,082 
Female 103 2,009 918 3,030 
Sales and Shop Assistants.......... Male =§s |_—C ia... eae i, rr re 2,439 
Female | .......... SS Se me re 2,869 
Textile Working.................4. Male 90 1,239 6 1,335 
Female 5 2,187 13 2,205 
Stationary Engine Drivers.......... re ee So ncoeeewes 1,882 
Public Services....:...........005. nn ce ee.) |B) | \Pereataas 1,785 
Food, Drink and Tobacco Trades Male 145 991 84 1,220 
Female 58 1,297 76 1,431 
ee Se eee 7,969 104,586 8,881 121 ,436 
TE! CT ere 1,279 20,179 2,836 24,294 
ERE Rem ene eee 9,248 124,765 11,717 145,730 
EET TER Cee re rtm 6.35 85.61 8.04 100.00 
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Denbigshire (see under North Wales) 


Derbyshire 
Distribution of Population and Character of Buying Units 
: Occupying 9-Room No. of Female 
Population Children Separ “— Dwellings Percentage Domestics 
Under 12 Families or Larger of Whole Per Family 
PUAN. wace05c wa 432,990 99,459 97 ,427 2,111 2.17 0.082 
IROL, ssvin carers 281,672 69,225 62,975 2,448 3.89 0.113 
Total... .<..«. 714,662 168,684 160,402 4,559 2.84 0.094 
Particulars of Retail Trade 
Ok etS of recensione wanes 226 I eT Sic ic ke ieniioans 264 Hardware,IronmongersandOilmen 190 
oe 3.16 Joo CC re 3.69 ee ee 2.66 
Dink GU Pinko ok oskkacoesdn 682 Drapers and Hosiers............ 630 Stationers and Newsagents... .... 375 
Pet 10,000 POR. cnc cccccccce, Ge jg Oo 8.82 be 
GTR G ON vecatess ose 200s deen ecneic es 156 Grocers and Prov. Dealers. ...... 1,076 OS ee 212 
Per 10,000 Pem.......:.......5 BE Pee IGG POR. oa. 5 eens 15.05 Pet 10000 Pote:............5... 2.97 
iin is vditnvcivndmcwve 595 ie ciesieiawevatenere 325 
Per 10, COO POPs... 6. cick ccs. 8.33 eg) 0) 4.55 Total No. of Shops 9,895 


Details of Occupational and Economic Status 


a ee Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account _ 
Mining and Quarrying............. Male 25 66,746 1 66,772 
Metal WOPRINGe.6<.c.060.dcceanesnce's Male 537 31,544 aod 32,555 
Female 2 1,005 1 1,008 
I rei ikka de akin wowace Male 2,714 12,116 3,147 17,977 
ORHE WORKING 6.65 6c erccccce oasis Male 355 9,120 33 9,508 
Female 5 17,367 18 17,390 
I Gir Oia eenint s auadaus i are Rae =I) cdiuaadawas 15,149 
Builders, Decorators, etc............ Male 563 10,878 474 11,915 
General Labourers................. Lc) | renee a TOS, oD deeeewees 10,940 
oe) ee a oe 9,398 12 9,410 
ree eres es. 8) “siwinteweees 4,551 
te ae 8 oy chat bc a ee | 3 «ff | Cael ewesees eet, «6s Ss eee 8,744 
Wood and Furniture............... Male 253 7,217 426 7,896 
Dress and Textile Goods........... Male 290 1,675 683 2,648 
Female 119 5,971 980 7,070 
Proprietors, Managers, etc., of Male 2,030 1,339 3,139 6,508 
Dealing Businesses.............. Female 245 245 1,338 1,828 
ee Male 196 5,683 573 6,452 
NE a Sicicksiensasexaavaws Male 309 3,309 542 4,160 
Female 28 4,979 417 5,424 
Sales and Shop Assistants.......... a ae Mi. . > sxestekan 4,663 
Pem@le; | 9 sccccccces See, ee etioireh 5,128 
Stationary Engine Drivers.......... a ee ees) BS. Sheets 4,208 
Bricks, Pottery, etc..............-. Male 36 3,075 2 3,113 
Re, — 9)” Aexievecaces ene: EY She eeae, 1,706 
Public Services. .........0.sseecces Sere cata, n! — seeeeaes 2,953 
Warehousemen, Packers, etc........ Male 1 2,463 4 2,468 
rh © Bipeenesen owes | erecta ees. 1,697 
Food, Drink and Tobacco Trades. . . . Male 285 1,785 193 2,263 
Managers, Porters, Cleaners, etc..... nr 2,239 19 2,258 
a rer 1,030 34 1,064 
Paper and Printing Trades......... Male 132 1,914 60 2,106 
Female 2 1,816 S 1,822 
CE: See neeeeD 8,127 262,653 12,574 283,354 
SRR Nene eset ar eee yee 1,457 24,806 4,043 30,306 
PU sii estates Masago diegticeisetes 9,584 287,459 16,617 313,660 
| EE: eR MNen Tee ieee 3.05 91.65 5.30 100.00 
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Devonshire 


Distribution of Population and Character of Buying Units 


l 
| Occupying 9-Room | No. of Female 
| Population | Children Separate Dwellings | — i | Domestics 
| | Under 12 Families or Larger | | Per Family 
J | | | seaintabi coat ail cesaasbnaligabltiace 
Urban.........| 489,544 91,551 | 119,507 7,308 | 6.12 0.173 
Rural.......... | 220,070 | 43,167 | 52,501 | 5,606 | 10.68 0.205 
Total........ | 709,614 | 134,718 | 172,008 | 12,914 | 7.51 0.183 
Particulars of Retail Trade 
— a I 
I cnecee ska nenasinnee be 538 | ey ene eee 842 Hardware, IronmongersandOilmen 345 | 
Per 10,000 Pop................ 7.58 Per 10,000 Pop................ 11.87 Per 10,000 Poe............:..5 4& 
Boot and Shoe.................. 1,005 | Drapers and Hosiers............ 678 Stationers and Newsagents....... 426 ( 
Per 10,000 Pop................ 14.16 | Per 10000 Pop..........650..5: 9.55 Per 10,000 Pop................ 6.00 
Oe 268 Grocers and Prov. Dealers. ...... 1,020 TOMROOHRIE. oo vo ek eceee: 368 ( 
Per 10,000 Pop................ 3.78 Per 10,000 Pop................ 14.37 Per 10,000 Pop................ 599 
Confectioners................... 547 | PA RSPGRESSCNS is ic is ood. REESE 488 
Per 10,000 St) ime | | Per 10,000 BBB ieie sn belendiaieres ses 6.88 Total No. of Shops 11,293 , 
Details of Occupational and Economic Status : 
: ; | Sex of Occupied | No. of | No. of No. in Business - : 
Nature of Business Persons Employers | Employees on Own Account otal 4 
anche S| Se aan —|_——————————— [ 
Agriculture... 000.0... .00ceeceee. | Male 7651 | 30,576 ~— | 5,685 43,912 p 
Domestics.............00 020000005 | Female fo #eeeoks | 31,436 Lf  domarenkens 31,436 E 
Public Services.................... | Male  edowteee es | 27,688 oxy | 27,688 
Metal Working....................| Male | 621 | 15,241 | 861 16,723 E 
Builders, Decorators, etc............ | Male | 1122 | 11,991 | 996 | 14,109 
General Labourers................. | Male arr. 13,349 S paguaiaad | 13,349 R 
Wood and Furniture............... | Male 402 | 7,877 | 1,204 | 9,483 \ 
Dress and Textile Goods........... | Male 445 | 2,307 | 1,241 | 3,993 P 
Female 218 6,568 2,466 9,252 
Road Transport................. | Male | 381 7,934 | 733 | 9,048 P 
Sales and Shop Assistants.......... | Male  ————aa.. eee | 5,819 I uhxweuueet | 5,819 
| Female f wigaleastes 8,016 S eayatnbens 8,016 S 
Professional...............0000000. | Male | 538 | 4,917 | 973 6,428 
| Female | 120 | 6,754 | 1,014 7,888 D 
Proprietors, Managers, etc., of | Male | 3,005 | 1,568 | 3,199 7,772 
Dealing Businesses............. | Female | 458 | 326 | 13522 2,306 Ki 
Clerks, Typists, etc........ ioeeu es Male Sane geanalee 6,309 gi] 6,311 C 
Female i peapdasves | 5,052 | gasnaeals | 5,052 
Lodging House Keepers............ Female | 540 1,699 2,780 | 5,019 R 
Railwaymen................. a Male +) og aaenebas 4,705 ree Rasa | 4,705 Li 
Food, Drink and Tobacco Trades. . . . Male 606 2,930 | 264 3,800 M 
Quarrying and Mining............. | Male 26 | 2,438 | 1 | 2,465 L; 
Paper and Printing Trades... ..... .| Male 181 2,087 | 128 2,396 Q 
| Female 9 | 981 | 15 | 1,005 " 
Warehousemen, Packers, etc....... .| Male ff. scat aeees | 2,267 | 2 2,269 
| | 
Total Classified............. | ooo cc eeeeeserees 16,323 210,835 23,086 | 250,244 
Unclassified. .......... pin vassachusdeeadel 2,562 48,620 6,164 | 57,346 - 
| | | ——_- 
inetadeiiieatin 7 nied secensienaataiatphcemncnecesininsalsonimaniiibisemetaiatsasa ys | 
Total Occupied.............. x aapsisetasiianrioeas | 18,885 | 259,455 29,250 | 307,590 
| 100.00 


PN iis 50s one waters linha ey testi eM ee Se | 6.14 | 84.35 | 9.14 
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28 ————— —_____— —— 
Dorset 
Distribution of Population and Character of Buying Units 
ae ms aan K ate , a OB ‘wae [ ‘teaatie 
ie | sees ccupying 9-Room _ | No. of Female 
- Population Children | Separate | Dwellings Percentage | Domestics 
Under 12 Families | of Whole ss 
| or Larger | Per Family 
| | | 
ie a ee, ee |" - mera oT ashe nk ecries 
Wihatccet es 123,226 | 24,077 27,893 | 2,246 | 9.33 0.260 
ee 104,934 | 21,512 | 25,736 | 1,699 | 7.90 | 0.216 
———_—$—$ | — —_——-- a - _ |~ — isin ee a —-—--|-—- . wes 
on 228,160 | 45,589 53,629 3,945 8.65 | 0.239 
Particulars of Retail Trade 
Eee Pee 195 SS hi oe oko ask ka5% ae Hardware, IronmongersandOilmen 85 
Per 10,000 Pop................ 8.55 Pur tGgtePep:.............. CT | Per 10,000 Pop................ 3.73 
S45 Boat Gnd ShOGsccc keene, 2 | Drapers and Hosiers........ . 160 | Stationers and Newsagents....... 125 
4.86 Per 10,000 Pop................ 12.36 Per 10,000 Pop................ 7@1 | Per 10,000 Pop................ 5.48 
426 enistS or etew cto en ee nets 45 | Grocers and Prov. Dealers....... 385 WNONGCEUIMEN ee oa cc eae <x 92 
6.00 Per 10,000 Pop..............;. 1.97 | Per 10,000 Pop................ 16.87 | Per 10,000 Pop................ 4.03 
368 a 148 Hairdressers.................... 98 | 
3.19 Per 10,000 Pope... 26 occ ences 6.49 i) 0) 1 4.30 Total No. of Shops 3,145 
Details of Occupational and Economic Status 
— $$$ —— marge — as = 7 rene —- — a ee — pat — —— 
: : Sex of Occupied No. of No. of | No.in Business | 
Nature of Business | . ee . | | Total 
Persons Employers Employees | on Own Account | 
a — : ———— PP er) weer awe emuanenan naiatibds nila nlaaeaaasteeti 
Agriculture..................0000. | Male | 2,097 | 14,595 | 2,123 18,815 
-— Se eer ree eee | a rr 10,905 S cenetee a 10,905 
eee | Male | ee oe 7,614 | ET eee | 7,614 
Builders, Decorators, etc............/ Male | 328 4,474 286 | 5,088 
General Labourers................. Male ere 4,672 ee ene | 4,672 
Engineering and Allied (including | | 
Electrical Apparatus)............ Male | 254 | 3,914 340 4,508 
mond Trameport........ 066.6000. Male 130 2,970 | 355 | 3,455 
Wood and Furniture............... Male 151 2,358 | 443 2,952 
Oe ee ree Male 152 1,416 | 333 | 1,901 
| Female | 41 2,414 | 302 | 2,757 
Proprietors, Managers, etc., of Male 908 507 969 | 2,384 
Dealing Businesses.............. | Female | 111 110 | 358 579 
Sales and Shop Assistants..........| Male gaa 2,047 | he weeei ees 2,047 
| Female |... 2,222 eee | 2,222 
Dress and Textile Goods........... Male 120 485 | 378 | 983 
| Female | 54 1,340 | 662 | 2,056 
Food, Drink and Tobacco Trades. .. .| Male | 238 1,384 | 103 | 1,725 
Clerks, Typists, etc.............-0. Male S| eee eenties 1,650 | l | 1,651 
| Female Serre 1,309 Steeles 1,309 
Railwaymen............. eaaiaees | Male f  Peeeaaens | 1,274 | ineareneas 1,274 
Lodging House Keepers............ | Female 85 | 438 | 599 1,122 
Messengers and Porters............ | Male > Sey tetea | 1,043 36 1,079 
Laundry Workers................. | Female | 25 | 650 262 937 
Quarrying, ete... 0... e eee eee | Male | 18 | ak ae 931 
Total Classified............. Seer | 4,712 | 70,704 7,550 82,966 
Unclassified. .......... be santana a Ree e Ones 709 | 12,653 841 15,203 
ae | | 
- : | | | | 
Total Occupied.............. eer re 5,421 | 83,357 9,391 98,169 
ee Renee | 5.52 | 84.91 9.57 | 100.00 
| | | | 


448 SALES MANAGEMENT Marcu 31, 1928 
Durham 
Distribution of Population and Character of Buying Units 
Ponulati Children Separate a _— Percentage sd mums 
opulation - ae Dwellings Domestics 
Under 12 Families or Lage of Whole Per Family 
Urban......... 1,041,045 272,138 225,337 3,648 1.61 0.090 
Rural... .6.3... | 437,988 119,201 88,454 1,503 1.70 0.090 
| 
Tetal......... | 1,479,033 391,339 313,791 5,151 1.64 0.090 
| 
Particulars of Recail Trade 
RUREIO 8 6 55 otiviars come sierra 240 Dc ce 368 Hardware, IronmongersandOilmen 332 
Per 10,000 Pop................ 1.62 Per 10.000 Pep... ..4.6060055 2.49 ee 
Boot and Shoe.................. 1,022 Drapers and Hosiers............ 1,152 Stationers and Newsagents....... 608 
Per 10,000 Pop................ 6.91 Per LOQO0 POD. asses ccieiesce os TSP PeetO OOO POD... <. c6enccscaee Sal 
GOMTIBEG oiisseis noo 5 0s os v0 ot dorejers 328 Grocers and Prov. Dealers....... 1,845 MWOBACCOMISUG): 25.0565 3 ces va een ss 264 
Per 10,000 Pop................ 222 og re 12.47 Per 10000 Poep...........+..... 1.78 
Confectioners................... 1,685 PU AIATESSENS 5. osc ins o.d506: 4 wats sie, wats 630 
Per 10,000 Pop................ 11.39 Per 10000 POD iss csicandsccs sss 4.26 Total No. of Shops 18,387 
Details of Occupational and Economic Status 
— Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
Mining, etc.................00008 Male 45 160,457 6 160,508 
Metal Working.................... Male 513 85,056 509 86,078 
| Memae 8} hts ea enten Oe cae hs eer 28,191 
General Labourers................. Blale | acta mesa Zoos” = E'S tree 26,325 
Builders, Decorators, etc............ Male 790 20,197 570 21,557 
Wood and Furniture............... Male 273 15,383 567 16,223 
Sales and Shop Assistants.......... Males | bts neers Ceres Al) | aceon’ 8,748 
Female | __.......... JC nn re 14,854 
Clerks, Typists, etc................ Male Si). cwiaualryees 12,710 3 12,713 
Female | __.......... 8,443 1 8,444 
Railwaymen...................... Wiel dh swewetaine RN ee 12,316 
re Male 1,846 8,490 1,647 11,983 
Road Transport................... Male 299 10,223 803 11,325 
Proprietors, Managers, etc., of Male 33553 23315 4,368 10,236 
Dealing Businesses... . . cshunallstaecad Female 704 551 2,612 3,867 
Professional....................... Male 432 6,084 778 7,294 
Female ai 8,943 555 9,539 
Dress and Textile Goods........... Male 417 2,247 816 3,480 
Female 213 5,600 1,984 7,797 
Public Services.............00.000- eee a meee S| lbeteoeees 5,960 
Female | _.......... Peo 5 Ub Sa ctm emma 1,311 
Electrical Appliances............... Male 48 4,201 40 4,289 
Coke, Lime and Cement............ Male 8 3,651 2 3,661 
Food, Drink and Tobacco Trades... . Male 295 1,992 158 2,445 
* Female 101 2,722 198 3,021 
Warehousemen, Packers, etc........ i rere 3,012 7 3,019 
eer 2,251 1 2,252 
Bricks, Pottery and Glass.......... Male 49 2,829 6 2,884 
Paper and Printing Trades......... Male 141 2,102 88 2,331 
Female 5 1,579 5 1,589 
Textile Working................... Female 9 1,715 49 1,773 
Total Classified. ............[.....ccseeeeeeenes 9,782 470,458 15,773 496,013 
Unclassified. ..........)...ce cece cece eee. 2,196 76,641 6,649 85,486 
EC es Fey: 11,978 547,099 22,422 581,499 
ee Ra ee eRe SR Are) (ME ST Peete te Pes 2.06 94.08 3.86 100.00 
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Essex 


Distribution of Population and Character of Buying Units 


. Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Laae of Whole Per Family 
Oh. . cckasas 1,196,443 270,673 273,060 5,584 2.04 0.096 
| ol eee eter 273,814 59,019 65,769 3,937 5.99 0.161 
Welk... cedves 1,470,257 329,692 338,829 9,521 2.81 0.109 
wie Particulars of Retail Trade 
332 
2.24 RR Oe eee rs 818 ee 520° Hardware,JronmongersandOilmen 540 
608 Per 10,000 Pop.............--. 5.56 Per 10,000 Pop................ 3.54 Per 10,000 Pop................ 3.67 
4.11 Pictalld SHOGr SS cco ke rekaxe as 1,627 Drapers and Hosiers............ 1,166 Stationers and Newsagents....... 649 
264 Per 10,000 Pop.............00. 11.07 Per 10,000 Pop................ 7.93 Per 10,000 Pop..............-. 4.41 
1.78 ND. 4 hein See penneee 268 Grocers and Prov. Dealers....... 1,745 sak. cevicevicwwess 535 
gS 1.82 ee 11.87 Po ee 3.64 
GOMEGHONOLEU seis oicacs cocconios 1,433 aoe seks nwcdseaaws 582 
ge) re 9.75 Mg CU) 5 3.96 Total No. of Shops 20,220 
Details of Occupational and Economic Status 
; Sex of Occupied No. of | No. of No. in Busi 
. ; ex of Occupie lo. 0 No. 0 o. in Business 
Nature of Business Persons Employers | Employees on Own Account Lacie 
| 
Engineering and Allied (including 
Electrical Apparatus) ............ Male 1,162 | 48,569 1,542 51,273 
NR 26 ie ak ee nccadinak Male 3,440 | 37,429 2,923 43,792 
Clerks, Typists, etc............00. ee eee | See: | FE -varss 39,791 
MR Bek canteuein | errr 28,527 
ee eT Tee errr rere | SE Se ae re 36,802 
General Labourers................. Sis: 2 Rept eewe | SR 9 CL . .caeaneeon: 32,964 
Builders, Decorators, etc............ Male 1,601 27,043 1,691 30,335 
Dress and Textile Goods........... Male 1,056 5,039 1,697 7,792 
Female 360 | 18,365 2,563 21,288 
Wood and Furniture............... Male 691 | 18,870 1,383 20,944 
Co  , Male 475 18,288 941 19,704 
Pee CONS ihc ciicnsnivnenees: Male sca San pale 0 ee ee near 19,190 
Sales and Shop Assistants.......... |) a ee ae or BARC ok eee 17,108 
op nn ae | ee eae 13,606 
Proprietors, Managers, etc., of Male 5,990 4,180 6,805 16,975 
Dealing Businesses.............. 
NG 5. Savin adie sndtode ds Male 695 9,545 1,360 11,600 
Female 111 12,254 1,406 13,771 
co, ee Rene AS Ot race dy, TPOMGe\ OR eee 12,066 
Messengers, Porters and Cleaners... Cit JF asad i Prrcerr & 10,543 
Merger Re pine Sis oo conlesaseen 3,055 
Warehousemen, Packers, etc........ oes Se 2 takwcastees 10,098 
GRMN IE erste ihe CU. es Caine Saree oe 5,944 
Paper and Printing Trades......... Male 44] 9,258 272 9,971 
Female 18 4,890 26 4,934 | 
Food, Drink and Tobacco Trades... . Male 669 8,228 275 9,172 
Female 52 3,827 21 3,900 
PO hi his ik 16,761 455,479 22,905 495,145 
a IN 550-0 0d 5s essa sv une ie ween on 5,015 125,079 12,313 142,407 
een Pen eee eee 21,776 580,558 35,218 637,552 
PON iis Musee wns Sean eee 3.42 91.06 5.52 100.00 
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Flintshire (see under North Wales) 


Glamorgan 


Distribution of Population and Character of Buying Units 


Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Larger of Whole Per Family 
Urban. 1,030,214 263,110 217,790 4,749 2.18 0.092 
See 222,267 58,195 46,067 1,422 3.09 0.107 
ee 1,252,481 321,305 263,857 6,171 2.34 0.095 
Particulars of Retail Trade 
RRB ORE AL nike at one 558 ee Ae es 358 Hardware,IronmongersandOilmen 512 
Per TORUS Pop... 6065.05.60. 4.46 rer 10000 Pep......5. 5.066.565 2.86 Per 10,000 Pop................ 4.08 
Bbot- and Ghoe........6..0026.55 974 Drapers and Hosiers............ 1,582 Stationers and Newsagents....... 718 
Per10000 Pop... ..4..0.656556% 7.78 Pet 10,000 Pop.....:.......... T6 Per 10:000 Pop... ....:....... SB 
A eee eeRean 395 Grocers and Prov. Dealers....... 2,300 PD Saiec won eeu si ces 385 
Par TROP Pee... 55. oes ccecses SRS kd. 18.36 Per 10,000 Pop................ 3.07 
Confectioners................00. 1,240 PAGITGPCQSETS co.cc 6 siecle cceeecore 816 
Per 10,000 Pop................ 9.90 Per 10,000 Pop................ 6.52 Total No. of Shops 16,055 


Details of Occupational and Economic Status 


Tee ee | Sex of Occupied No. of No. of No. in Business | 

ssi . | Persons Employers Employees on Own Account | Total 

Mining, etc.................0.008- | Male 94 160,837 18 | 160,949 
Metal Working.................05. | Male 463 45,828 706 | 46,997 
PE Sika ninedacesinphes | Female ieee re RS Gere ere | 25,042 
Builders, Decorators, etc............ | Male 870 17,338 1,004 | 19,212 
General Labourers................. | Nile>- Pte Sus ER Pert erate 18,101 
Railwaymen.............0..0.006. | Male Poor: on | 13,648 
Clerks, Typists, etc................ | Male | shacindscuee ea 12,927 3 | 12,930 
Female ieee =i ae 7,033 

Proprietors, Managers, etc., of | Male 4,195 2,532 5,424 | 12,151 
Dealing Businesses.............. | Female | 640 477 2,198 | 3,315 
Sales and Shop Assistants.......... Male | eS Sa eustlera’ a, a ecere re 8,365 
Female | <ayeeeeee +s Th re acne 11,713 

Stationary Engine Drivers, etc... .. . Male  cgceeendasienes 11,675 4 | 11,679 
PENS bescicnty cer cxadeennas | Male 508 7,594 1,035 | 9,137 
| Female 55 9,170 774 | 9,999 

Road Transport.................4. Male | 331 8,638 930 ° 9,899 
NE ssc ines Gonmnnnnsts Male | 1,362 6,658 1,776 9,796 
Dress and Textile Goods........... Male 606 2,219 1,305 4,130 
Female 204 5,914 3,214 9,332 

Wood and Furniture............... Male 226 8,310 690 9,226 
ee wise” |. sdtenuraees 7/3 | A a re ae roe 7,119 
Food, Drink and Tobacco Trades. .. . Male 447 S072 359 4,178 
Female | 29 1,359 47 1,435 

Electrical Apparatus............... Male 59 3,382 57 3,498 

a a el 
i eattndydin udisatccoaes 10,089 399,251 19,544 428,884 
PINE cd deaciels .aidaveccatanasen 2,588 72,348 6,504 81,440 
aie 

EEO E TD PERLE RTE re 12,677 471,599 26,048 510,324 
IN hd eattte aed cisibaiosceeiae 2.48 92.41 5.11 100.00 
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Gloucestershire 


Distribution of Population and Character of Buying Units 


Chil Occupying 9-Room No. of Female 
— Population ildren Separate Dwellings Percentage Deenessios 
le Under 12 Families or Lae of Whole Per Family 
ee ates 527,580 108,426 127,380 5,665 4.45 0.133 
ep OS ee ae 230,071 49,369 55,727 3,475 6.24 0.158 
ae 757,651 157,795 183,107 9,140 4.99 0.141 
wae | 


Particulars of Retail Trade 


DR hice lebih ear KKaue ee 482 SSNs tithe vik a's ca dnas ees 494 | Hardware,IronmongersandOilmen 305 
Per LOOOO PODS. sce dens, OSE a re 6.52 | Py 0 0) 4.03 
—— Se GI ic iccn cncncescees 1,130 Drapers and Hosiers............ 805 | Stationers and Newsagents....... 646 
ie Per 10,000 Pop................ 14.91 Per 10,000 Pop................ 10.62 | Per 10,000 Pop............---- 8.53 
4.08 tk eS ae veh baw de 218 Grocers and Prov. Dealers. ...... 1,340 | eee ee 585 
719 Per 10,000 as 1% oe eed ten BS 2.88 Per 10000 Pepsi... ccc eck cis TRB oe ee 7.72 
5.73 CC ETTCTE Pee ee 812 PE asa ccisauey eens 522 
385 Pet 10,000 Pee........ 06050008 10.72 PUe Te PON. sid ecsees. 6.89 Total No. of Shops 13,505 
3.07 ——————————————— SE I I I AE AE AR NT ET ——— 
a Details of Occupational and Economic Status 
—— a Sex of Occupied No. of No. of No. in Business Total 
Persons Employers | Employees | on Own Account 
NN ick, caste ia a. Male | 3,043 | 21,003 3,176 | 27,222 
—r eT er mee? Female | Sacaiee emres | 25,801 bees wetewnts 25,801 
Metal Working.................... | Male 643 21,998 | 866 23,507 
Builders, Decorators, etc............ Male 857 14,894 915 16,666 
— General Labourers................. Male a ee ae 16,356 Dae Wot a nee 16,356 
Dress and Textile Goods........... | Male 601 7,051 1,134 8,786 
| Female 208 12,066 1,917 | 14,191 
Wood and Furniture............... | Male 340 11,433 916 12,689 
Road Transport................0.. | Male 267 10,631 940 11,838 
ce ree | Male | 56 11,386 ° 10 | 11,452 
Clerks, Typists, etc................ | |) I ernie! ree 10,549 5 10,554 
. | Female tes | 7,205 PSE Sees 7,205 
Proprietors, Managers, etc., of | Male | 2,915 | 1,801 3,746 8,462 
Dealing Businesses.............. | Female | 411 365 1,820 2,596 
PRE renee Tare Male | 448 | 5,104 779 6,331 
Female | 96 7,383 | 935 8,414 
Food, Drink and Tobacco Trades... . | Male | 524 | 6,601 269 7,394 
Female 35 | 6,855 - | 26 6,916 
Sales and Shop Assistants.......... Male enemas ad ae err 6,664 
Female errr | Sn arc 7,180 
Cn, A ee Male Se ere 6,867 6 Sean 6,867 
Paper and Printing Trades......... Male | 176 | 4,556 122 4,854 
Female | 4 5,763 | 15 5,782 
ee Male BS Seuaseuand 5,564 See 5,564 
Female Ne sandnacn es 1,158 ye diene sae 1,158 
Warehousemen, Packers, etc... ..... Male | 4 | 5,318 4 5,326 
Female Bo cadre eters g | 5,459 2 5,461 
Textile Working.................-. Male | 51 | 1,243 16 1,310 
Female aa 2,542 25 2,567 
eee | 10,679 | 250,796 17,638 279,113 
NN <cetria5io rebesiap in ona Eraaiens et | 2,017 | 51,634 6,229 59,880 
ee) Enea | 12,696 | 302,430 23,867 | 338,993 
EE omen ee meEeme eeorT | 3.75 89.21 7.04 | 100.00 
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Hampshire and Isle of Wight 


Distribution of Population and Character of Buying Units 


Population Children Separate — 9-Room Percentage ae of Female 
Under 12 Families plan of Whole —- 
or Larger Per Family 
eee 747 646 155,603 168,865 8,173 4.84 0.176 
renee 257,272 54,264 58,717 4,864 8.28 0.241 
Total........ 1,004,918 209,867 227,582 13,037 5.73 0.193 
Particulars of Retail Trade 
| Ey ee ee tee ae RCT EN 701 I are eee ere 648 Hardware, IronmongersandOilmen 319 
goa Ul): 6.98 ge, rr 6.45 ed 3.17 
MGbt Gnd hoe... . 6 ses 6ccccec 1,386 Drapers and Hosiers............ 754 Stationers and Newsagents....... 600 
Pet DORGO Pee... 0.5 ..6.5.. 13.79 ee 7.50 Per 10,000 Pop................ 58? 
Nora 5 cine So vinx ec dae 296 Grocers and Prov. Dealers....... 1,642 NE ea 438 
ee 2.95 oe eer 16.34 oe eee ere 4.36 
0, 1,073 eee 542 
Per 10000 Pop..............+. 10.68 ee Lr 5.39 Total No. of Shops 16,896 


Details of Occupational and Economic Status 


: Sex of Occupied No. of No. of No. in Business 

saanehietaieeumae Persons Employers Employees on Own Account Total 

Pubhe Services... .<6..<esi00 eves i | (noe ane eer. BOR sect’ 52,382 
| RTE ee ene eee: a Slee rer ae £2  kKesnvncuss 2,525 
| OLE. “inggeros ee” howcn dae ke 43,896 

RR che we DOLD oa De Male 2,993 30,657 4,308 37,958 

Engineering and Allied (including 

Electrical Apparatus) ............ Male 778 34,607 1,106 36,491 
General Labourers................. a aa P| Gan er ee 22,528 
Builders, Decorators, etc............ Male 1,207 16,962 1,103 19,272 
eee Male 461 11,885 1,204 13,550 
Wood and Furniture............... Male 328 11,637 1,010 12,975 
Proprietors, Managers, etc., of Male 4,211 2,847 4,307 11,365 
Dealing Businesses.............. Female 593 547 1,776 2,916 
I oi Skir evi ceensGoeweres Male 617 6,793 1,276 8,686 
Female 185 9,410 1,582 11,177 

Sales and Shop Assistants.......... __. Se. Saree a BP ere 10,009 
Female | _.......... tees 10,890 

Dress and Textile Goods. .......... Male 593 2,779 1,351 4,723 
Female 270 8,019 2,492 10,781 

Clerks, Typists, etc.............5.. ae SRO rer of) rn Cee eeecte e 9,508 
ee Be oer ee Eo eaters: 8,324 
Messengers, Porters and Cleaners.... GR! Menten Py at SU a A ee meng 5,970 
Food, Drink and Tobacco Trades... . Male 660 4,290 276 5,226 
ES OOOO Ses Rumer erceenn vere er 8) Scans 4,667 
AES eRe eT ney Seeere ee Female 76 3,292 797 4,165 
ALA Mirah mena et ere 12,972 314,424 22,588 349,984 
EGR, Senet ey 1a ee 3,656 69,192 10,377 83,225 
a Es ae eee 16,628 383,616 32,965 433,209 

BERNE ORONINE shot cee orale, bit centr ae 3.84 88.55 7.61 100.00 

——————— 


> 
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Herefordshire and Shropshire 


Distribution of Population and Character of Buying Units 


" Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Larger of Whole Per Family 
Rb. i ccecesa 152,500 32,221 35,958 2,112 5.87 0.177 
Beh. caccs es 203,751 45,322 46,796 4,654 9.90 0.215 
ee 356,251 77,543 82,754 6,766 8.18 0.198 
Particulars of Retail Trade 
MekeIG sc: sceteaseees Srey Miter 224 NNNGE ode cs ono maa 113 Hardware,IronmongersandOilmen 108 
Per 10,000 Pemi.....2......85. 6.29 Per 10000 Pep... 6. .ccecce. 3.17 Per GRID FOiccccicccnccis 3.03 
Boot and ShO6... 6 ccc cee 442 Drapers and Hosiers............ 270 Stationers and Newsagents....... 198 
Wut Pe SU eccewie tise 12,41 err ere 7.58 po ee 4.26 
MIMS ee toch ccwlce dbewees 105 Grocers and Prov. Dealers. ...... 665 Potente occevawewebs 152 
gen 2.95 Peer 10,000 Pop... 000.2000. 18.67 i eS 4.26 
III ois civiiseiasdcceeses 228 EE EE 142 
Per 10000 PWRie is ccs ccs 6.40 Fr Be SN onc ve kvcseans 3.99 Total No. of Shops 5,044 
Details of Occupational and Economic Status 
Nesaie cf Mestuae Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
EE ee TE ee Male 5,089 29,268 4,738 39,095 
RR EE ere De: AS avinswase: ee Grrr ee 16,393 
Engineering and Allied (including 
Electrical Apparatus)............ Male 337 9,517 560 10,414 
Builders, Decorators, etc............ Male 375 6,881 455 7,711 
Mining and Quarrying. ............ Male 21 ee) <b . -agaxadtens 6,925 
General Labourers............0.200- «=o - “henatoad J ere 6,083 
NE TNR sins sn ccciewens Male 139 4,157 339 4,635 
Wood and Furniture............... Male 183 3,523 573 4,279 
es creak eeagun duds | Sk: ere oe ae)60CfliCE. fs bases 3,855 
eT ee Male 229 2,185 337 2,751 
Female 34 3,362 309 3,705 
Proprietors, Managers, etc., of Male 1,354 761 1,418 3,533 
Dealing Businesses.............. Female 200 146 611 957 
Sales and Shop Assistants.......... es | Me oe eae oe —i(‘(‘R#C !! eOeRpieeyS 2,785 
eee rere Tae — iO“ CS axesuxokes 2,889 
Clerks, Typists, etc.............0.- oe, eee ee 2,654 1 2,655 
EE Deere SD eedalteael 1,601 
Public Services...........0eceece0s ES Emm crw ec Set ON ecaeieens 2,633 
Dress and Textile Goods........... Male 152 682 544 1,378 
Female 71 1,266 811 2,148 
Food, Drink and Tobacco Trades Male 249 1,619 156 2,024 
Female 23 484 25 532 
Pe AG ebb Mess chsentiaueeeue 8,456 109,648 10,877 128,981 
ES ork visa coeds Focc6 osu atanuend 1,347 20,299 3,179 _ 24,825 
EE Pe SPER Sree re 9,803 129,947 14,056 153,806 
IER RTE, re re 6.37 84.49 9.14 100.00 
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Hertfordshire 


Distribution of Population and Character of Buying Units 


Children Separate Occupying 9-Room Sensi No. of Fem: le 
Population Under 12 Totiities Dwellings ¢ Whol Domestics 
y or Larger = aad Per Family 
Urban 229,059 46,965 54,010 2,892 5.35 0.175 
OT aR 104,136 21,373 23,269 1,840 7.91 ; 0.246 
eee 333,195 68,338 77,279 4,732 6.12 0.196 
Particulars of Retail Trade 
PR ES oo ents Bah ch ome eae 268 Se Sy oe ee ee es 152 Hardware, IronmongersandOilmen 140 
gege ULL OS! it arr 8.04 Pet 10/000 Pops... 6. 6ccss ss 4.56 Per lOO POD. cccccese ss. EB 
eg oo 396 Drapers and Hosiers............ 276 Stationers and Newsagents....... 162 
Per 10,000 Pop...........5.... 11.88 Per 10,000 Pop................ 828 Per 10,000 Pop........ 0560.00. 4.86 
ie ee 83 Grocers and Prov. Dealers. ...... 461 MGBAGCOMIBOD ose: 6¢:6 62050 sees 138 
Per 10,000 Pop................ 2.49 Per TORN POO... ... 5. ei sceeees 13.84 Per TORT TOR... ec vicccccsss. 4.14 
Comiectiemers. ..... 0s ccne ess 253 PN iio cinennsadines 132 | 
Per TOG00 Paw... ....0065 668555. 7.59 Per 10.000 Poo.......654.00..056: 3.96 | Total No. of Shops 5,611 


Details of Occupational and Economic Status 


Nature of Business 


PION E 5. 5.6 s0ed'e.0. 9 saaeiencuiave ons 
ER iis icc adiennademamand 
Builders, Decorators, etc............ 
Engineering and Allied (including 
Electrical Apparatus)............ 
Clerks, Typists, etc................ 


Road Transport 
Professional 


Dress and Textile’'Goods........... 


Proprietors, Managers, etc., of 
Dealing Businesses.............. 
Paper and Printing Trades......... 


Sales and Shop Assistants.......... 


Public Services 
ET ea 
Food, Drink and Tobacco Trades. .. . 


Total Occupied. ............. 
PSICCRDARE. 0.666 6 0 cd nce 


Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account _ 
Male 1,176 17,976 1,005 20,157 
Female «|| wtiasivesinite BORO ad VIP" errr 2 15,164 
Male 478 8,451 324 9,253 
Male 372 7,557 405 8,334 
Ye cts FE ei 6,437 
i nn a BOOBs winked Sh. cikebo kein a 4,289 
Male. | wusvssvane ae ae ee 6,198 
Male 157 4,656 321 5,134 
Male 151 4,496 240 4,887 
Male 387 3,054 545 3,986 
Female 55 3,964 492 4,511 
Male 250 1,337 457 2,044 
Female 73 3,463 764 4,300 
Male 1,633 925 1,475 4,033 
Male 117 3,425 77 3,619 
Female 3 2,351 9 2,363 
a eer eerrre See? 8 BO he 3,388 
Female | kik ts weise os i275 | in| i eee rte 2,750 
| Sn aero ee. © 8 | ocaerews 2,774 
ee. ‘fF caivrrdas Se rere 2,433 
Male 288 2,001 103 2,392 
-inanihotiaeln etl eat 5,140 107,089 6,217 118,446 
Fiaieden sais 1,394 22,971 2,894 27,259 
ca ieee 6,534 130,060 9,111 145,705 
NOE oer En 4.49 89.26 6.25 100.00 


ee 
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Huntingdonshire (see under Bedfordshire) 
Kent 
= Distribution of Population and Character of Buying Units 
ying 
le = 
i No. of Female 
, Children Separate Occupying 9-Room Percentage D. : 
- Population Under 12 Famil; Dwellings f Whol lomestics 
nder amilies pls 0 ole Per Family 
a BR. 2 3 Piceets 818,555 172,111 180,405 10,956 6.07 0.193 
re 323,111 70,782 72,531 4,852 6.69 0.199 
_ | OC Sere 1,141,666 242,893 252,936 15,808 6.25 0.195 
Particulars of Retail Trade 
——— a ————_—— a — | a — ————————————— 
140 PR ark tas ccc ne italien 734 ciesitcevscviewscatia 566 Hardware, IronmongersandOilmen 358 
4.20 Per 10,000 Pop................ 6.43 Per 10,000 Pop................ 4.96 Per 10,000 Pop.............-+- 3.14 
162 OE AND GNOE acs 55 is Sk de ws 1,365 Drapers and Hosiers............ 856 Stationers and Newsagents....... 635 
4.86 Per 10,000 Pop................ 11.96 Per 10,000 Pop........ sce Dealet 7.50 Per 10,000 Pop..............-- 5.56 
138 ec eereds sik nenseeas 291 Grocers and Prov. Dealers....... 1,705 Fisk cias ste ccewcvens 485 
4.14 Per 10,000 Pop................ 2.55 Per 10,000 Pop................ 14.93 | Per 10,000 Pop.............0+: 4.25 
CHRCHIOMONN seo kc dices cecessd 1,004 Po a et et 574 | 
Per 10.000 Pop... ccc cess UB Wer TOU BOs. s <5 oc cc ees 5.03 | Total No. of Shops 19,429 
Details of Occupational and Economic Status 
= N £ Busi Sex of Occupied | No. of | No. of No. in Business Total 
ae ee Persons | Employers | Employees on Own Account rs 
NG pc vic deokdecistasatous Male 4,129 45,603 3,816 53,548 
e Domestics...........0e.eeeeeeeees Female eee res 49,261 | eh te ee 49,261 
Engineering and Allied (including | | | 
Electrical Apparatus)............ Male 955 34,748 1,169 36,872 
Public Services............00eeeee: a rer eer | 32,006 > vebeiannes: 32,006 
ee rere oe 86=—fti(‘(Y::é* hraews 25,520 eee er oe 25,520 
Builders, Decorators, etc............ Male 1,382 | 19,371 | 1,015 21,768 
Clerks, Typists, etc................ ], | A Sree rete 14,698 OD Seater 14,698 
jo a re ee jo) 5 | A Sesser sas 12,130 
Proprietors, Managers, etc., of Male 5,295 3,465 5,248 14,008 
Dealing Businesses.............. Female 636 548 1,880 3,064 
Wood and Furniture............... Male | 440 12,387 1,122 | 13,949 
I ais ye waneewas Male | 404 | 12,665 847 13,916 
TI ei ns Sadia bsaelena'el Male 1,001 8,221 1,569 10,791 
Female 222 | 11,597 1,679 13,498 
Sales and Shop Assistants.......... ee - gkpencnets | ee See ree 12,058 
[oo SS, See nee at ee A, Pore peer 11,430 
Dress and Textile Goods........... Male 559 2,399 1,465 4,423 
Female 303 5,603 2,395 8,301 
Paper and Printing Trades......... Male 331 | 7,515 176 8,022 
Female 16 2,835 12 2,863 
Tee ee 0l(it Hee esi‘. Sadacandns 7,175 
Messengers, Porters and Cleaners.... Wee, 0h cttertexagihes SOG kr 345205 oe 5,965 
‘ pememe - (2a tnaeiurs 70 A. en ee 2,106 
Food, Drink and Tobacco Trades. . . . Male 712 4,436 304 5,452 
WS Sw hl iced datecns abet 16,385 343,742 22,697 382,824 
Ps sundaes Abi vedennsscuw eas 4,745 89,157 12,113 106,015 
ND 650. acseu ddan diaiaunwn aera 21,130 432,899 34,810 488,839 
EL re LO Nee eer 4.32 88.56 7.12 100.00 
—a =—_. 
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SALES MANAGEMENT 


Marcu 31, 1928 


Lancashire 


Distribution of Population and Character of Buying Units 


. Oeneven 9-Room No. of Female 
Population = a a me Dwellings _ Whole Domestics 
anaes ee or Larger Per Family 
Urban......... 4,684,919 1,007,766 1,054,730 20,813 1.97 0.071 
oS eae 242,565 48,900 53,938 2,566 4.76 0.122 
eee 4,927,484 1,056,666 1,108,668 23,379 2.11 0.074 
Particulars of Retail Trade 
Mgt ont ld 1,825 PA ea wid ciienvmoes 1,338 Hardware, Ironmongers and Oilmen 2,080 
Per 10000 Pop................ 3.70 Per: 10.000 Paps. «0... v0. cieess 2.72 Per 30,000 Pop................ 4.22 
MOOt BN SHOES... ok ses ess 4,612 Drapers and Hosiers............ 5,942 Stationers and Newsagents....... 3,365 
et 10000 Pops. 5.5. cee ck 9.36 Pet AO COO OD oiiisccisisds 0% 0 80s 12.06 Per 10000 Pop.) i... .2.5...... 68 
SN eR ik et 1,340 Grocers and Prov. Dealers....... 10,045 MGDACEOMIBIG = i s.sexs nye s cea ee ae 2,630 
Per Cee POP........5cisc00, BZ ae re 20.39 og. ee 5,34 
Contecireners.......6< isis). cde ees 8,864 PIAIPGPESSETE 6g oso sc siastavew sie t 2,905 
Per 10000 Pop.: ........ 0.65. 17.99 Per 10,000 Pop... .. ....6e6c0%s 5.90 Total No. of Shops 94,271 
Details of Occupational and Economic Status 
7 . Sex of Occupied No. of No. of No. in Business 
Nature of Business Persons Employers Employees on Own Account Total 
I I occ scasadsodcies Male 1,799 180,793 189 182,781 
Female 37 316,600 250 316,887 
PN isa stn ccnvasviens Male 3,926 211,576 2,901 218,403 
Female 51 8,321 26 8,398 
General Labourers................. RR Se ore | Ze ree 114,613 
RUNNING ss cis ole.ie wud a ewe'a ave x Male 105 110,233 9 110,347 
EE arene et OS “eee eee ee a ae 81,511 
Clerks, Typists, etc... ............. | GS eee etait a 80,782 21 80,803 
OO ee Serr ren 50,161 2 50,163 
Dress and Textile Goods........... Male 3,758 24,825 4,486 33,069 
Female 1,549 69,495 7,857 78,901 
ee Male 1,758 73,431 3,475 78,664 
Builders, Decorators, etc............ Male 4,164 70,176 2,973 77,313 
Wood and Furniture............... Male 2,344 58,541 3,200 64,085 
Female 40 3,455 96 3,991 
Proprietors, Managers, etc., of ale 18,656 11,961 23,652 54,269 
Dealing Businesses.............. Female 3,731 3,240 15,184 22,155 
Ne ea ig hae Male 7,500 33,467 7,439 48,406 
Warehousemen, Packers, etc........ Male 39 48,214 80 48,333 
Female 3 23,877 14 23,894 
Sales and Shop Assistants.......... SD 2 el” 9 biedeaan ees a. eer 45,385 
Bee Aare Morse). eae 45,862 
RN LONE Rae | ae gee on Sa er 39,269 
NS ichi0 es cadaneen eens Male 2,266 23,811 4,346 30,423 
Female 268 34,194 3,226 37,688 
Piiblic Services... ............50005- NM FANN ce: a ere 30,666 
ES pear ee A area 5,059 
Messengers and Porters............ Bes ~ 1 Er) Salgeeseeess 26,780 547 27,327 
Stationary Engine Drivers, etc...... | SS Meer ee 23,115 10 23,125 
Food, Drink and Tobacco Trades. . . . Male pret 18,633 1,454 22,459 
Female 874 17,898 1,945 20,717 
Electrical Apparatus............... Male 446 21,416 331 22,193 
Paper and Printing Trades......... Male 988 19,855 506 21,349 
Female 37 15,465 62 15,564 
TESTES LOC PRET PO eer, = he hoeamrneas 18,831 565 19,396 
Lodging House Keepers............ Female 1,570 4,046 9,770 15,386 
Chemicals, Paints, etc.............. Male 391 12,480 88 12,959 
CommercialTravellers,Canvassers,etc. Male 5 11,074 625 11,704 
Bricks, Pottery and Glass.......... Male 153 11,164 52 11,369 
smell 
| SRDS oa Mencneerre ter nen oe 58,830 2,000,775 95,381 2,154,986 
REESE SPE ere 11,227 254,284 27,463 292,974 
BS cil 
| OEMS CRERe te renee 70,057 2,255,059 122,844 2,447,960 
RNC othe cio cr inne ccll ess chemin 2.86 92.12 5.02 100.00 
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Marcu 31, 1928 SALES MANAGEMENT 457 
Leicestershire and Rutland 
Distribution of Population and Characterof Buying Units 
. Children Separate Occupying 9-Room Percentage No. of Female 
ieee Under 12 Families Daa of Whole seats 
or Larger Per Family 
ree 345,386 70,841 81,763 1,674 2.05 0.069 
|) Speer tee 167,459 37,241 39,304 2,598 6.61 0.126 . 
, eee 512,845 108,082 121,067 4,272 3.53 0.087 
Particulars of Retail Trade 
eee eee ee 342 ee eee 228 Hardware, IronmongersandOilmen 178 
Per 10,000 Pop................ 64 ee 4.45 Pe 
ee ee ee 835 Drapers and Hosiers............ 638 Stationers and Newsagents....... 325 
ar TREE Fiinink os ee eeas 16.28 eg 0 0 12.44 Po 6.34 
Pe eee ee? 124 Grocers and Prov. Dealers. ...... 745 ER i ke nis cde eeceavens 145 
Per 10000 Pen... ...50. TS errr 14.53 PP Saks cc ccvccncees 2.83 
ee, re 480 ipa iavcarutenianes 308 . 
Per 10,000 Pp...............5. 9.36 oe eee 6.01 Total No. of Shops 8,869 


Details of Occupational and Economic Status 


N f Busi Sex of Occupied No. of No. of No. in Business Total 
a Persons Employers Employees on Own Account —_ 

BE PO 6c ciceseswnescevens Male 554 10,104 53 10,711 
Female 10 24,865 28 24,903 

Dress and Textile Goods........... Male 946 21,278 853 23,077 
Female 113 21,253 1,006 22,372 

Ee RE ee eee Tee Male 2,479 14,241 2,109 18,829 
ee ee Male 518 16,655 505 17,678 
Mining and Quarrying............. Male + |) SA Seer. cere 14,611 
I So Pi aie vg we vic ov a See ee koe er ee 10,588 
Builders, Decorators, etc............ Male 644 8,445 360 9,449 
a ee Male 192 5,888 484 6,564 
Wood and Furniture............... Male 340 5,612 497 6,449 
Proprietors, Managers, etc., of Male 1,755 1,090 2,973 5,818 
Dealing Businesses.............. Female 217 207 1,341 1,765 
Clerks, Typists, etc................ ts, « EP vacant aaus ae... a? wsdweasaas 5,572 
emer Fo * Secdoscieies Soe. OP ta wadeewas 5,397 

General Labourers................. a eee meeté‘<éisl:éC§f#fakdedeu 5,137 
Warehousemen, Packers, etc........ Male 3 4,756 5 4,764 
. ee S° wsenevenns 3,338 3 3,341 

Sales and Shop Assistants.......... ae. (> ake e:)6C fs ehh Se 4,109 
' ‘mo “ahaa i Sere 3,025 
Professional...............0-ccceee Male 256 - 2,855 405 3,516 
Female 29 3,568 370 3,967 

SR em: DP eee AE Aeleeitrcarted Seer 3,925 
Public Services...........0.0cc0c0e ee Ae 8 Bk oe as Seeee.. «Of xeseternes 2,403 
Paper and Printing Trades......... Male 176 2,072 78 2,326 
Female 3 1,666 5 1,674 
Food, Drink and Tobacco Trades... . Male 300 1,813 216 2,329 
Female 27 945 23 995 
WO a aca oi dict eeeacas txoesuneen 8,566 205,414 11,314 225,294 
een Gren emnerer rey 1,128 25,736 3,563 30,427 
TOI isis ce cc ty enivnevaniawedawexs 9,694 231,150 14,877 255,721 
eee Cnn eps r 3.79 90.39 5.82 100.00 


458 SALES MANAGEMENT 


Lincolnshire 


Distribution of Population and Character of Buying Units 


Marcu 31, 1928 


‘ Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Larger of Whole Per Family 
eee 350,125 79,472 80,953 2,497 3.08 0.129 
ere 252,077 57,982 60,452 4,365 7.22 0.144 
ne 602,202 137,454 141,405 6,862 4.85 0.136 
Particulars of Retail Trade 
NG te ic peer kde. 420 IN eit res ehh oe oul 138 Hardware,IronmongersandOilmen 212 
Per 10,000 Pop................ 6.97 Dd rr Par TORO P........55...... 
er rrr 804 Drapers and Hosiers............ 623 Stationers and Newsagents....... 325 
Per 10000 Pop... 6. ces. se es 13.35 Pet 10.500 Poe......0....02... WSS PEP IO OOO POD. «os cuccsee ss. 5.40 
te eee ee ee 176 Grocers and Prov. Dealers. ....... 1,185 ee 231 
Per 10,000 Pop................ 2.92 Per 10,000 Pop................ 19.68 Per 10,000 Pop......... 3.84 
Confectioners..............00005 508 PR iss cctwokacekes 335 
Per 10,000 Pop................ 8.44 og ee ee 5.90 Total No. of Shops 9,725 
Details of Occupational and Economic Status 
. Sex of Occupied No. of No. of No. in Business 
Nature of Business Persons Employers Employees on Own Account Total 
PANES oie Mis cee ts arden wis Male 6,467 46,234 6,718 59,419 
Engineering and Allied (including 
Electrical Apparatus)............ Male 599 26,156 907 27,662 
lige aae ts: g ewan een: 8 8S re. £  weecieugaces , Perr erseeresr 19,175 
Builders, Decorators, etc..... errrre Male 684 10,207 647 11,538 
General Labourers......... laaewdl i ee eee ee eee aes. 11,238 
Wood and Furniture............... Male 480 6,672 868 8,020 
Proprietors, Managers, etc., of Male 2,891 1,388 3,646 7,925 
Dealing Businesses... .... jounsaiibe Female 332 261 1,185 1,778 
Railwaymen..................008: mo i=  wbisennakas SE Cee oa 6,231 
Clerks, Typists, etc................ i are Ps OR) kn gen wane 5,718 
a eer Ee Gere on 3,013 
RGAE DEANSHOE 5s. os oe sce eis de Male 191 4,733 609 5,533 
Sales and Shop Assistants.......... ae ae A Sere reese: 4,619 
Female | _.......... ae Serre 5,411 
Public Services...............00005 Male | .......... si: Severn ea 5,452 
re Male 249 2,945 468 3,662 
Female 27 4,608 468 5,103 
NR cn ncicehanenaiwewuaw ite Male 75 4,540 188 4,803 
Food, Drink and Tobacco Trades... . Male 542 3,134 350 4,026 
Female 33 1,627 35 1,695 
Dress and Textile Goods........... Male 310 1,089 942 2,341 
Female 107 2,216 1,210 3,533 
Stationary Engine Drivers.......... ae Ab .xeeteee ys 2,341 5 2,346 
I xs: ¥a0sepwudnv cidena sacs reese nee 12,987 179,008 18,246 210,241 
| EET SOE heen. 1,836 39,025 4,827 45,688 
NS TEETER SOE Ee 14,823 218,033 23,073 255,929 
INS ic 3 div sisiewnenits ks eka Ge des ae 5.79 85.19 9.02 100.00 
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SALES MANAGEMENT 


459 


County of London 
(Including the City of London) 
Distribution of Population and Character of Buying Units 


: Occupying 9-Room No. of Female 
, Children Separate . Percentage : 
Population Under 12 Families Pale Stet of Whole aati * 
or Larger Per Family 
rere 4,484,523 938,611 1,120,897 41,073 3.66 0.155 
re |. Cl) a ee Aa een ier meee re ren nee | reer ee Pry -lerereec ir reteset 
Particulars of Retail Trade 
MER Mts a waetenrces anki Commncenr 1,996 DD ORE ee Eno ee 2,075 Hardware, IronmongersandOilmen 1,706 
Per 10,000 Pep... «0.0.05. 02000 4.45 Pe) 4.63 Pe 3.80 
Moni GI SHOGs Saks ne cc lceeeweos 4,693 Drapers and Hosiers............ 3,362 Stationers and Newsagents....... 2,556 
Per 10,000 Pos: .5.05 65. ceann 10.46 Per 10.000 Pop... 2.002.222... FB es | i) 5.70 
ree Be ee 1,272 Grocers and Prov.’ Dealers. ...... 4,410 Pe xeseusaxers cecwes 2,757 
Per 10,000 Pop... .. 25... 6000s 2.84 Per 10,000 Pop.............5. 9.83 Pe ee 6:15 
IM isic cic civics oes 5,202 iin onc caween cides, 2,505 
Per 10,000 Pop......... 000505 11.60 Per 10,000 Pop................ 5.59 Total No. of Shops 78,631 
Details of Occupational and Economic Status 
, . Sex of Occupied No. of No. of No. in Business 
Nature of Business Persons Employers Employees on Own Account Total 
Pees eSeta cera scr eaoiecs oo nmeien iss ne ere re E7RIGS OR ewdecdxeas 173,765 
Metal Working..........-...000-:- Male 2,340 109,189 4,145 115,674 
Dress and Textile Goods........... Male 6,150 39,842 6,917 52,909 
Female 1,872 99,743 11,441 113,056: - 
ddd) ESANGWORG so cis ccececns slewe's Male 1,165 98,767 4,879 104,811 
Galiee, TYSON, COG). 0 5c ccesccecss A Re epee 102,010 77 102,087 
(Pere ere 97,561 a 97,565 
General Labourers.................- | Se nrpee eee SRS ® fk eeasease. 88,114 
Builders, Decorators, etc............ Male 3,213 74,272 4,689 82,174 
ee meee,t—(‘<‘éaR’:C#*#:S Ab Wbwdwends TRAGGR. OV, taxeaddtes. 72,726 
Reng £ Sanecaaers Rhone) o oeeereveces 17,817 
Wood and Furniture............... Male 2,361 62,853 4,929 70,143 
Sales and Shop Assistants.......... a = ah bees Sener “h ~ ladecgeas 58,485 
RE Serer 0 SE) GRR ee 46,032 
Messengers, Porters, Cleaners, etc... . jE ere are cere 56,244 574 56,818 
oe ae 33,276 548 33,824 
Proprietors, Managers, etc., of Male 16,011 13,627 21,909 51,547 
Dealing Businesses.............. Female 1,976 2,711 6,611 11,298 
| ee re ree Male 3,273 34,133 9,006 46,412 
Female 518 44,182 6,141 50,841 
Warehousemen, Packers, etc........ Male 73 44,592 88 44,753 
Female 1 25,241 16 25,258 
Paper and Printing Trades......... Male 1,230 40,439 872 42,541 
Female 83 30,893 152 31,128 
SRE RET eer [io | Seen oe fee a Anebeseee 30,145 
Food, Drink and Tobacco Trades. . . . Male 1,389 25,139 659 27,187 
Female 99 18,874 84 19,057 
Electrical Apparatus............... Male 364 23,190 617 24,171 
Laundry Workers.............-05- Female 258 19,121 1,194 20,573 
Ee a ee ee. £2 “anivctanmpa 14,983 13 14,996 
CommercialTravellers,Canvassers,etc Melee, ‘be senceutdt 13,301 1,331 14,632 
I 6 532) di aw ele ca ccus as sentdeee 42,376 1,610,817 86,896 1,740,089 
EO ED, OORRT peN rE ree epee 17,285 370,283 38,555 426,123 
ACR Sis Smee iT 59,661 1,981,100 125,451 2,166,212 
RT ee SSemneaCe ne ee vere PF be 91.46 5.79 100.00 


SALES MANAGEMENT 


Marcu 31, 1928 


Merionethshire (see under North Wales) 


Middlesex 


Distribution of Population and Character of Buying Units 


—_— Children Separate a Percentage = of Female 
ae Under 12 Families based of Whole aaeene “ 
or Larger Per Family 
ee 1,196,506 251,346 286,1 90 13,033 4.55 0.143 
Ss Sea 56,496 12,615 12,247 933 7.62 0.246 
_____ eer? 1,253,002 263,961 298,437 13,966 4.68 0.147 
Particulars of Retail Trade 
BN che brie ncs a Sbdedeenieans 544 Ee PE ee er Tee 465 Hardware,IronmongersandOilmen 449 
re 4.34 Per WGRee FOR... .cs.c.... SH oe rn 3.58 
eT Te ere 1,016 Drapers and Hosiers............ 777 Stationers and Newsagents....... 655 
Per 10,000 Pop................ 8.11 Per 10,000 Pop................ 6.20 Per 10,000 Pop........0.. 2.00. 5.23 
Ne Pts s Sosiceriakce 285 Grocers and Prov. Dealers....... 1,356 Ee ee 595 
oe ar 2.27 ee 10.82 ge rer ere ee 4.75 
Confectioners................. :. See etc: 456 
a eres 8.94 og Seer 3.64 Total No. of Shops 16,806 


Details of Occupational and Economic Status 


en eae Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
Engineering and Allied (including 
Electrical Apparatus)............ Male 1,353 44,254 1,544 47,151 
aii ceca ewan ties eee OE Aiea ee. 8 Teens 43,860 
a er ee VE pe nn rere 40,440 
a Beers RR, Srey re 30,530 
Builders, Decorators, etc............ Male 1,597 25,079 1,551 28,227 
General Labourers................. RS YR een ee oe 8 avec 23,049 
Ric xy Se icine cw de Sa weer | i ere 21,198 
RS errr ses Se Serer cers. 6,284 
Wood and Furniture............... Male 741 18,286 1,054 20,081 
Pe SUE 5 vide ivacexsasan Male 365 18,215 1,112 19,692 
Sales and Shop Assistants.......... Sern re ne Peer 17,257 
A Se eee a eer ee rece 13,191 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 6,260 5,563 5,415 17,238 
Dress and Textile Goods........... Male 1,334 4,674 1,241 7,249 
Female 470 13,306 2,644 16,420 
Rios en cedckasedsenekts Male 1,389 12,408 2,435 16,232 
Female 240 13,629 2,030 15,899 
NS id iv cx een saa Male 856 12,037 1,297 14,190 
cn csawenany tens a Sore rr | A eer roe 11,563 
Paper and Printing Trades......... Male 623 8,925 252 9,800 
Female 29 4,152 34 4,215 
Messengers, Porters and Cleaners... . an Smet rer east a erent es 9,273 
a Erne re so "Si Bese reese a 3,158 
Laundry Werlers. ..........00888: Female 130 7,764 413 8,307 
Warehousemen, Packers, etc........ rn ae oe , SO Sar eer een rr 7,928 
ee ee ee Gr ee 3,894 
i sa vancbtele cs canereceanio 15,387 419,917 21,022 456,326 
Es cr Beusteiaspasaplgadtsens 5,969 93,065 9,120 108,154 
EET SES SRNR: Cer eet 21,356 512,982 30,142 564,480 
in 6conigursannnspetncn ch vena ateetaee 3.78 90.88 5.34 100.00 
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Marcu 31, 1928 SALES MANAGEMENT 461 
Monmouthshire 
Distribution of Population and Character of Buying Units 
: Occupying 9-Room No. of Female 
Population Children Separate Dwellings — Pl Domestics 
Under 12 Families or Larger Per Family 
Weil cen ec 403,851 108,155 86,357 1,391 1.61 0.086 
rere 46,943 10,155 9,989 708 7.09 0.181 
FOURS isid oe a 450,794 118,310 96,346 2,099 2.18 0.096 
Particulars of Retail Trade 
CN tem ete aeaela ele’, 155 Re ee 122 Hardware, IronmongersandOilmen 175 
2. ne 3.44 Par 10000 Pom............... 2.71 ee eee 3.88 
le PN isisiiiiis i caewe as 418 Drapers and Hosiers............ 415 Stationers and Newsagents....... 212 
og UA): Se 9.27 Pee IGG Pope. ccc. FA Ve IG Fs goose iecncecsis 4.70 
EE eee ee ee ee 90 Grocers and Prov. Dealers. ...... 715 Pe ie ode. dnecevendnses 132 
Per 10000 Peek.....0 accesses 2.00 Per 10,000 Pop................ 15.86 Pr TE ii vcs cctivcccwess 2.93 
er ere 335 SN iiedcd cas nsevunwes 204 
Per 10000 Pi. ou6s icici 7.43 Poe rr 4.53 Total No. of Shops 5,750 


Details of Occupational and Economic Status 


— Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
es Male 37 61,445 S 61,486 
ee Male 147 18,282 235 18,664 
RT oe ee, sR *. Wig ge eee 9,240 
Eo COV CS [cue eg eee Male 1,066 5,304 1,505 7,875 
Builders, Decorators, etc............ Male 333 7,153 314 7,800 
General Labourers................. ees 8 ae | dave oot Ge al Bae ces 6,747 
ITT aR ae Ee eres) Se a” Atiaeekews 5,491 
Stationary Engine Drivers, etc... ... a Serer 4,315 3 4,318 
Sales and Shop Assistants.......... | Mere Se ee I * oneeeannes 2,532 
a See ee RL) Se Serre Tr ecee 3,941 
Proprietors, Managers, etc., of Male 1,267 744 1,536 3,547 
Dealing Businesses.............. Female 181 113 707 1,001 
Clerks, Typists, etc................ eee? Se av at er 3,462 1 3,463 
Bemere., Jb) Oekcuweeee: i ere 1,721 
PN iin cucccanimesnnsuese Male 154 2,266 289 2,709 
Female 6 3,035 332 3,373 
ee a ROM OR) wee eseets Sie 8 06|©6~—ktannanee 3,123 
Wood and Furniture............... Male 85 2,690 232 - 3,007 
ee ee Male 100 2,626 254 2,980 
Dress and Textile Goods........... Male 157 504 357 1,018 
Female 53 1,327 840 2,220 
Food, Drink and Tobacco Trades. .. . Male 162 1,092 106 1,360 
Electrical Apparatus............... Male 9 1,048 11 1,068 
OE I os cs dlgpwneBeanansvcensiee bus Shae 148,201 6,726 158,684 
DE REO 840 20,243 2,056 23,139 
iii RE Esha cnn paenciens 4,597 168,444 8,782 181,823 
RCT Ay ee, COW en IERaN Oy oe 2.53 92.64 4.83 100.00 
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SALES MANAGEMENT 


Marcy 31, 1928 


Montgomeryshire (see under North Wales) 


Norfolk 


Distribution of Population and Character of Buying Units 


Population Children Separate [0 elings | Percentage | omens 
Under 12 Families okuaan of Whole Per Family 
eee 246,358 51,630 57,872 2,940 5.08 0.138 
ere 257,935 56,660 63,911 4,416 6.91 0.163 
Serer 504,293 108,290 121,783 7,356 6.04 0.151 
Particulars of Retail Trade 
er en ee Tre 492 - i tirnsieac- yan Serv esen 121 Hardware, IronmongersandOilmen 185 
ge) ee 9.76 Per TOGO PBs. 5 0. 6 os os ees 2.40 og 3.67 
Se nn a 705 Drapers and Hosiers............ 405 Stationers and Newsagents....... 248 
ee er 13.98 eee 8.03 og) ne 4.92 
I rob rwthnwrcen eves aahin’ 135 Grocers and Prov. Dealers. ...... 905 PR sac iccniencdiiaees 186 
oe) 8 ee 17.95 Per 10.000 Fep........ccscccees 3.69 
Ne ee 230 en 225 
ge 4.56 Per (ORGU Pee....6..52.5..:.5 OH Total No. of Shops 7,897 
Details of Occupational and Economic Status 
. . Sex of Occupied No. of No. of No. in Business 
sneiiaienael Persons Employers Employees on Own Account Total 
ey Srcicieicwnsccresax Male 4,620 43,827 4,173 52,620 
ee tintwhesrsdevisewesay eee: —lC (it tee ee COR “eeeteavaecs 18,401 
Engineering and Allied (including 
Electrical Apparatus)............ Male 569 8,893 - 713 10,175 
Builders, Decorators, etc............ Male 592 8,478 643 9,713 
Dress and Textile Goods........... Male 357 6,862 1,024 8,243 
Female 107 7,120 1,305 8,532 
General Labourers................. nn Pree tore a ee re 7,874 
Wood and Furniture............... Male 325 6,353 814 7,492 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 2,100 1,082 2,798 5,980 
NE x nivcrsasviawenns Male 131 5,133 365 5,629 
GlErKS TVOISt8 OT. ois o ss seine ees Regies 8 Heese tans cn Sree ee eee 5,100 
a err Ses ft liasisseuearh hehe 3:3F1 
PN ctittiitaesadceweescen Male 277 2,812 479 3,568 
Female 34 4,488 510 5,032 
Sales and Shop Assistants.......... Maes A Be ee - "S. sepeerewels 4,464 
a BR re ere e°0)06—CUC K’COpewewtees 4,758 
Food, Drink and Tobacco Trades. .. . Male 462 3,545 314 4,321 
IN is cpanel wasn Meereee ao nh er oer 3,906 
Public Services... .......ccc0s00005 eee, «(EL ee eo 2 Aewpaeees 3,645 
eS er Male 58 1,752 555 2,365 
| Te ee Hee ae He er 9,632 151,804 13,693 175,129 
TNs coca Ciecoemanyaeee 1,945 34,555 6,404 42,904 
NR scsiecwesawikbergsckcaneckieaon 11,577 186,359 20,097 218,033 
RE ii suka eeemuheacs Ue eee $31 85.47 9.22 100.00 


—$—$——————— 
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Northamptonshire 
(Including the Lake of Peterborough) 


Distribution of Population and Character of Buying Units 


vw, , Occupying 9-Room No. of Female 
Population oo nom Dwellings prea Domestics 
seis cones or Larger of Whole Per Family 
ies Gian. sc... 222,418 49,085 53,847 1,169 2.17 0.131 
Seer 126,945 21,297 32,184 2,079 6.46 0.066 
me ae 349,363 70,382 | 86,031 3,248 3.78 0.106 
Particulars of Retail Trade 
i: RD iks sce aitiindy ee tana ses 324 | I here eis Has coins pectin 148 Hardware,lronmongersandOilmen 90 
185 Pet 10: OOO) Ops. «cs ceiincwe. 9.27 | Per 10,000 Pop................ 4.24 Per IRD PUas fi cicieeeiicn 2M 
67 Boot and Shoe...........c.ceee- 471 Drapers and Hosiers............ 365 Stationers and Newsagents....... 143 
248 Per 10,000 PUR... «0c ccc 3.48 | Per 10,000 Pop................ 10.48 Per PR Ge POR ices ccc. 
92 CLICHE a a 70 | Grocers and Prov. Dealers....... 462 ROQUMOQMINMAAM ss oo mss See acina’s 105 
86 Per 10,000 Pop.............. . 2.00 | Per 10,000 Pop................ 13.22 Per 10,000 Pop................ 3.01 
69 eo aviewkwernes 306 ee: 
Per 10,000 Fits..c... 6c cceeees CM | Per 10,000 Pop...........-....:. 687 | Total No. of Shops 5,518 


Details of Occupational and Economic Status 


a Sex of Occupied | No. of | No. of No. in Business Total 
= Persons Employers | Employees on Own Account 
Dress and Textile Goods (mainly Male 722 | 26,201 691 27,614 
Boots and Shoes)................ | Female 110 | 19,230 719 - 20,059 
 pusitckscxannetdne dda: Male 1,926 | 15,794 1,532 19,252 
Engineering and Allied (including 
Electrical Apparatus)............ Male 352 10,219 404 10,975 
RG ingen yurenkaadakoe ses We Lui w sintatera’s aa acta a eat 9,155 
Builders, Decorators, etc............ Male 358 6,742 | 320 7,420 
IN igri xd ia 'g vetta wheres a) =3—hl(<C<i tCté wc | 4,695 Er owteomaaas 4,695 
General Labourers................. eee CCC wh ewes ee | 4,462 | eae gees 4,462 
Wood and Furniture............... Male 161 3,698 | 375 4,234 
Road Transport........0..00.0000. Male 114 3455 | 349 3,918 
Proprietors, Managers, etc., of | 
Dealing Businesses.............. Male 1,264 739 1,827 3,830 
Clerks, Typists, etc................ a ere 3,296 eres 3,296 
A, eer a Peers ore 2,934 
WI ioe cha Ses, eas Male 146 1,753 250 2,149 
Female 18 2,636 238 2,892 
Sales and Shop Assistants.......... | a) aera po.” Sn Cnr ee aes 2,646 
| SS ee ete re Tee =i RC CCwtebaeeaees 2,508 
Skins, Leathers, etc..............-. Male 123 2,378 61 2,562 
Public Services................0.-- } a: er eee eee 2,290 
Mining (mainly Iron).............. Male 6 TAR ch > .pwedveweds. 2,259 
Food, Drink and Tobacco Trades... . Male 269 1,634 267 2,170 
Warehousemen, Packers, etc... ..... Male 1 1,489 | 1,491 
a ere ee, ae ereeree reper 822 
pT ee ere 5,570 131,029 7,034 143,633 
EERE amma oe ne” 924 16,786 2,983 20,693 
i iis cor sha sulci ns ecdecarieeeues 6,494 147,815 10,017 164,326 
PN gti h es fue nacaks.useawtanas 3.95 89.95 6.10 100,00 


SALES MANAGEMENT 


Marcu 31, 1928 


Northumberland 
Distribution*of Population and Character of Buying Units 
' Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Deseics 
Under 12 Families oe Lanner of Whole Per Family 
ee 635,151 156,238 136,929 3,304 2.41 0.111 
rere 110,945 23,909 23,323 1,317 5.65 0.216 
rer 746,096 180,147 160,252 4,621 2.88 0.126 
Particulars of Retail Trade 
a is oases Cadel 226 ica tat a aeinnnanuiicasneoees 225 Hardware, IronmongersandOilmen 154 
i 3.03 ee 3.02 eee eee 2.06 
rer reer eee 575 Drapers and Hosiers............ 578 Stationers and Newsagents....... 385 
oe 7.71 oe re Fel Par 10,000 Pop................. 5.16 
ee ee ene ore 188 Grocers and Prov. Dealers....... 1,096 eT eee ee 195 
ere 2.52 Per 10000 Pop................ 14.69 ee 2.64 
IR sx 08is <a ndvevnees 773 : er rrr 354 
Per 10000 Pop................ 10.36 Per 10000 Poo......... 2.55... 4.74 Total No. of Shops 9,415 
Details of Occupational and Economic Status 
a Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
Ns arncdours Feusarnerens Male 47 55,769 1 55,817 
ee re Male 439 39,704 434 40,577 
i a aeuwnae | 8. Oe oo a ree 20,187 
General Labourers................. ee er «teens. ne ere eer 14,753 
Sey epee rr Male 2,067 11,173 1,486 14,726 
Builders, Decorators, etc............ - Male 518 10,136 364 11,018 
Clerks, Typists, etc................ oe Oe ees, 9,453 6 9,459 
SR ae Pee 7,420 1 7,421 
Wood and Furniture............... Male 242 8,519 414 9,175 
Road Transport................... Male 250 7,926 588 8,764 
Sales and Shop Assistants.......... Ree Se) ~ sherpa ee Pere rrr 5,992 
_.... Se Meer oe a Pe re 8,484 
Proprietors, Managers, etc., of Male 2,593 1,710 2,231 6,534 
Dealing Businesses.............. Female 403 406 1,306 2,115 
crsalck Ol sieatiecinees Male 443 3,960 685 5,088 
Female 36 5,012 397 5,445 
ie oS vice annus Meer ere Se rere re 5,444 
Dress and Textile Goods........... Male 382 1,883 476 2,741 
Female 192 3,691 1,127 5,010 
Stationary Engine Drivers, etc... ... See ee 3,867 1 3,868 
Electrical Apparatus............... Male 50 2,962 40 3,052 
Warehousemen, Packers, etc........ Male = 2,452 3 2,459 
a ree 1,226 2 1,228 
Food, Drink and Tobacco Trades... . Male 209 1,490 72 1,771 
Female 58 1,431 76 1,565 
Paper and Printing Trades......... Male 120 1,185 80 1,385 
Female 4 699 6 709 
TREE TORE Care? 8,057 236,934 9,796 254,787 
ee ee eee haere 1,768 53,680 4,830 60,278 
TOTES ET eee 9,825 290,614 14,626 315,065 
EC ND Sree TEE Ten me 3.12 92.24 4.64 100.00 
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Nottinghamshire 
Distribution of Population and Character of Buying Units 
‘ Occupying 9-Room No. of Female 
Population Children Pe - Dwellings Percentage Domestics 
Under 12 — or Larger of Whole Per Family 
eee 505,956 115,741 117,787 2,241 1.90 0.081 
ee 135,193 30,614 31,480 1,878 5.97 0.129 
| Aen 641,149 146,355 149,267 4,119 2.76 0.091 
Particulars of Retail Trade 
NE, pe Gu curd da Lecbv vkewunes 255 innit sc kdnuexewena’ 365 Hardware, IronmongersandOilmen 232 
eg re 3.98 Per 00000 Pimy.............:. 5.69 eee 3.62 
Boot and SHGG. occ bees seeks 886 Drapers and Hosiers............ 640 Stationers and Newsagents. ..... 422 
kL er 13.82 oe) 9.98 Po re 6.58 
I Si sii cid ava dee ees 158 Grocers and Prov. Dealers. ...... 1,058 PN iscs es ch scweieves 273 
Per 10.000 Pee...... 2.0. seees 2.46 oo re 16.50 Pk er 
ee 776 koe dcscsncavr ends 484 
er 12.10 og ee 7.55 Total No. of Shops 11,170 
Details of Occupational and Economic Status 
— Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
RRND ices Sse On nr ire ee it cat Male 8 50,448 3 50,459 
Engineering and Allied (including 
Electrical Apparatus)............ Male 529 21,658 558 22,745 
Teme WTR 5. occ civecnue. Male 583 9,600 97 10,280 
Female 21. 21,133 111 21,265 
ey eee et ee eee Male 2,040 12,653 2,007 16,700 
I i Chile dunltibeetexaes ee! Rese meres 0 ere 13,560 
Dress and Textile Goods........... Male 375 1,735 834 2,944 
Female 195 11,324 1,153 12,672 
Builders, Decorators, etc............ Male 586 9,712 500 10,798 
General Labourers................. ec ca. Avgddasuwat ee «= (ating eaters 8,336 
Wood and Furniture............... Male 322 7,004 560 7,886 
Proprietors, Managers, etc., of Male 2,224 1,447 3,919 7,590 
Dealing Businesses.............. Female 276 309 1,595 2,180 
re Male 173 6,721 576 7,470 
Clerks, Typists, etc................ SI Te sce 7,212 23 7,235 
RS Sk ee ermer cn Se, Oe xasesens 5,906 
ne ee a ree rem fo. i See 7,154 
Sales and Shop Assistants.......... |) S| eeepc pea eee A a, ee ee meee 5,006 
8 7 as eee &§ secoreuen 4,605 
REE EE er, Male 293 3,190 519 4,002 
Female 28 4,289 449 4,766 
eee es ee Rs cll yi Gtr aoe, fh o-<«adem 4,420 
Food, Drink and Tobacco Trades... . Male 329 3,432 230 3,991 
Female 25 1,998 61 2,084 
Warehousemen, Packers, etc........ Male 7 3,900 16 3,923 
jcc) ee arate SC) 7 CR eee ee 3,062 
Stationary Engine Drivers, etc...... Rae ND omy oie PM 4eeeebeerds 3,178 
Paper and Printing Trades... .:.... Male 178 2,411 87 2,676 
Female 4 2,050 3 2,057 
TU in Ee ca ncectasiees 8,196 237,453 13,301 258,950 
DD Ain ones anise sab avucakeowadens 1,394 30,003 4,252 35,649 
Pe iiedicaiiakndbennsivvessstiiases 9,590 267,456 17,553 294,599 
OI i ia ad aur ge) 3.25 90.79 5.96 100.00 


466 SALES MANAGEMENT MakcuH 31, 1928 
Oxfordshire 
Distribution of Population and Character of Buying Units 
, Occupying 9-Room No. of Female 
Population Children Separate Dwellings pos iy Domestics 
Under 12 Families or Langer of Whole Per Family 
Se eae 92,378 17,030 21,596 1,667 7.72 0.237 
atid care 97,237 20,829 24,349 1,938 7.96 0.210 
Di ss 189,615 37,859 45,945 | 3,605 7.85 0.223 
Particulars of Retail Trade 
—— —— —— —— l — ; — 
PAT Ge eS incon uses thst ballet 188 Tie! OO SER ee ines eee etter 88 | Hardware,IronmongersandOilmen — 62 
Per PARES Fob... . «0 ts 9.91 Per 10,000 Pop................ 4.64 | Per 10.000 Peek... .ccciecess.. AF 
Boot and Shoe............ Beek pants 326 Drapers and Hosiers............. 145 Stationers and Newsagents....... 124 
Peri0000 Pop:......60..6.s8. VHA Per O00 Pops. ccc. Gasca. 1669 | Per TO QO0 POD 66 ic. eset srcne « 6.54 
RI east soi 0.5. 5,5, pees 54 Grocers and Prov. Dealers. ...... 367 TROUAECOMBUS -5-5.-.< F< siete ode ee 91 
Per 10,000 Pop................. 2:85 Per 10000 Pop .c.ccc so ASG Per 10000 POPs... cccesccescss FSD 
Confectioners................... 1B ee ee ee 95 
Per 10,000 Pop... 0.5.5 .5:..5.° 678 FEE TO Q00 POD 6. 5.6:.0045 So ; S201 Total No. of Shops 3,186 


Details of Occupational and Economic Status 


| 
Nictaeee: sill Mitte Sex of Occupied | No. of No. of No. in Business Total 
Persons | Employers Employees on Own Account 
I sessinccaeanbvetpesivdins Male | 1,421 14,028 1,161 16,610 
Nis vce ns napatigeis noes aan Male | rah nicledee 4 1,214 fi) gee Paar 1,214 
° Female tf Se tlaeee eo > Gh. yin tases 10,225 
Builders, Decorators, etc............ Male | 260 | 4,314 228 4,802 
Engineering and Allied (including | 
Electrical Apparatus)............ Male 179 3,169 278 3,626 
General Labourers................. Male Lp Sinden 3,553 Jo eect eee 3,553 
PIII 255 5K core grinds amma as Male | 145 2,514 | 320 2,979 
Female | 31 2,309 | 265 2,605 
Wood and Furniture............... Male | 104 2,490 308 2,902 
Road Transport................... Male | * 86 | 2,415 290 2,791 
Proprietors, Managers, etc., of | 
Dealing Businesses............. Male | 784 479 848 2,111 
Dress and Textile Goods........... Male | 138 773 363 1,274 
Female 57 1,509 513 2,079 
Sales and Shop Assistants.......... rr re Se ~ 2 saxtcaens 1,951 
Memaie. | owes ee PO” Wo usdieen 1,770 
INS ci vee exe kacneye ewe Se Serre ree An Serer err er 1,489 
er ee rrr ee ee Pa Rs aeeen 1,442 
Clerks. Ty pisteetG..¢ ccs oececeees ae aa eee i025 Se RECAP 1,423 
Bemale | = ssegecsse. eGs ~ ) “aaedo de gees 1,165 
Food, Drink and Tobacco Trades. ... Male 170 971 113 1,254 
Paper and Printing Trades......... Male 69 1,142 33 1,244 
Female 1 416 3 420 
TT Sa er rere 3,445 60,761 4,723 68,929 
INNS 6 nincne toads <ncmawseGn ence Fira 11,019 2,351 14,147 
ET RR eet 4,222 71,780 7,074 83,076 
OPRORIROE Ss soc ss Peewee tet e ee 5.08 86.40 8.52 100.00 


Pembrokeshire (see under South Wales) 
Radnorshire (see under South Wales) 
Rutland (see under Leicestershire) 
Shropshire (see under Herefordshire) 
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Somerset 


Distribution of Population and Character of Buying Units 


; Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Lane of Whole Per Family 
ee eee 239,133 44,119 57,107 . 4,005 7.01 0.199 
eee 226,577 47,022 55,832 4,700 8.42 0.178 
ren 465,710 91,141 112,939 8,705 7.71 0.189 
Particulars of Retail Trade 
RMBTS 6c So ee ai cckrorees ona Os 375 | BINNIE teeters aate ton 425 Hardware,IronmongersandOilmen 272 
Pet TOTP POR... 5 oss ca vccweds 8.05 co. er FEZ Per 1G PO cs ccs cd ecawwe 5.84 
er eee 592 Drapers and Hosiers............ 478 Stationers and Newsagents....... 286 
Fer 10,000 Paps: o.ccc cc ce ecw 12.71 Per 10000 Pic. 20.6. cecccnes IR Wer TOG PON 2% xs hemes 6.14 
eee 158 Grocers and Prov. Dealers....... 820 TT Pree 187 
Per 10,000 Pop................ 3.39 ee 17.61 ee ee 4.02 
Tee re 406 tin hot sane ixees 243 
ee 8.72 Per 10,000 Pri. ...5 6 cccceees 5.22 Total No. of Shops 7,470 
Details of Occupational and Economic Status 
: : Sex of Occupied No. of No. of No. in Business 
Nature of Business Persons Employers Employees on Own Account Total 
RO sie fitter i em targa! Male 5,136 . 24,980 4,699 34,815 
ROMNES ICD ooo eisreve or nereinlise neve wes 4 Bemisia - ccxadvce Tae «= oR wea 21,365 
Builders, Decorators, etc............ Male 714 9,229 661 10,604 
Dress and Textile Goods........... Male 387 3,504 776 4,667 
Female 151 8,899 1,509 10,559 
Engineering and Allied (including 
Electrical Apparatus)......:..... Male 507 8,525 701 9,733 
Mining and Quarrying............. Male 26 8,990 2 9,018 
General Labourers...............-- ees ee ee) |e atoms 7,254 
Wood and Furniture............... Male 340 5,696 885 6,921 
Méad Trameport..... ..........2005-% Male 193 5,417 680 6,290 
EE rin SP aGerxesenenca eas Male 378 3,272 571 4,221 
Female 97 5,191 627 5,915 
Proprietors, Managers, etc., of Male 2,176 1,088 2,333 5,597 
Dealing Businesses.............. Female 268 238 924 1,430 
Sales and Shop Assistants.......... jl AE Se ee eee oe ae MR) ese oe, 3,996 
Demme CCL Ckwtceaehed' RI ace 4,649 
Clerks, Typists, etc.............05- i ll Sa Serr eo Me be kee sse 4,362 
ene = ewe >) |. A nee sen oer 3,202 
Food, Drink and Tobacco Trades... . Male 449 2,714 220 3,383 
Female 31 607 35 673 
ene See |... |: | Se ote ee ase OE Se pare 3,351 
Public Services.........0.eececees- MEG bs etaawos eis —e)0CtCtC( “Rs Mat¥euiow 3,047 
. ae ee Te | uke 801 
Lodging House Keepers............ Female 238 774 1,613 2,625 
Paper and Printing Trades......... Male 131 2,040 84 2,255 
Female 14 1,221 9 1,244 
Textile Working.............0.000. Male 35 1,941 13 1,989 
Female 3 2,083 16 2,102 
SI ii peli Bis ncn erenee 11,274 148,436 16,358 176,068 
I rankianaatoiesey tinaee ets 1,512 25,028 3,588 30,128 
co EE ERLE Seat EE none TP 12,786 173,464 19,946 206,196 
Cig di rien se thaccas ciaxciccdeceboeds ' 6.20 84.13 9.67 100.00 


SALES MANAGEMENT 
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Staffordshire 
Distribution of Population and Character of Buying Units 
’ Occupying 9-Room No. of Female 
Population Children Separ “8 Dwellings Percentage Domestics 
Under 12 Families or Latger of Whole Per Family 
RN REE 1,130,345 283,889 239,239 3,145 1.31 0.069 
Ns: «chatcne 218,532 51,144 46,774 2,802 5.99 0.157 
eee 1,348,877 335,033 286,013 5,947 2.08 0.084 
Particulars of Retail Trade 
NN at edi erste ewes 475 RS a! ore eee 295 Hardware, IronmongersandOilmen 386 
Per 10.000 Pop......... 0.2.5... 3.52 ge re 2.19 Per 10,000 Pop................ 2.86 
ree 1,362 Drapers and Hosiers............ 1,515 Stationers and Newsagents....... 662 
re 10.10 Per 10,000 Pop................ 1L@ | re 4.91 
NR inc esd vanesaxs ee 243 Grocers and Prov. Dealers. ...... 1,980 pee 655 
Por 10000 Pop................ BD oe 14.68 Per 10,000 Pop... ....6.0.62... 4.86 
RS 55% eden scbawe 1,040 NE ii gc wean evenness 715 
a ee 7.71 re 5.30 Total No. of Shops 23,029 
Details of Occupational and Economic Status 
. Sex of Occupied No. of No. of No. in Business 
Nature of Business Persons Employers Employees on Own Account Total 
Cg ere Male 1,776 109,586 1,344 112,706 
Female 25 20,150 85 20,260 
ei ORs neat wae siadindanemvele Male 74 67,420 13 67,507 
PEN NRG 5b ersids cae Rabies eee Male 400 25,218 60 25,678 
, Female 4 29,422 12 29,438 
x niniiteradtkin e's caw doek _ EB: BER ee Pierre 23,896 
Builders, Decorators, etc............ Male 896 21,367 982 23,245 
I ged sisakacntuson ene Male 3,100 16,803 3,230 23,133 
General Labourers................. ee GE) eee Seamele eee. 2 <sxisunans 22,612 
cca dncehasoncws Male 411 14,720 1,104 16,235 
Wood and Furniture............... Male 457 13,193 784 14,434 
eet, TA, MIG... ovis scenes SG) Ge eee 13,913 2 13,915 
A eee eer as ee 2 «xevabenes 11,534 
Dress and Textile Goods........... Male 565 4,365 1,347 6,277 
Female 298 9,973 2,208 12,479 
Proprietors, Managers, etc., of Male 3,479 1,990 5,703 11,172 
Dealing Businesses.............. Female 616 586 3,641 4,843 
Sales and Shop Assistants.......... ES a eer ee eR | Strevewnes 7,354 
RR Eee aren HOM Skewes 10,041 
DRG i ou Sega Suimaaewer ree de Eee en Fore: |. * aeeeageeers 10,018 
PR nkiciath dante dared one Male 429 5,471 709 6,609 
Female 33 8,669 649 9,351 
Warehousemen, Packers, etc........ Male 5 6,495 4 6,504 
Female 1 8,860 5 8,866 
Stationary Engine Drivers.......... Dec Job’. sduadeatey a. Vb  sepeaiates 8,450 
Food, Drink and Tobacco Trades. . . . Male 525 7,548 318 8,391 
Female 47 1,358 71 1,476 
a oe a a) Mes cre eee WN -eeeaweetie 7,087 
ee «= FT | Winbdeen sees See (R20 -aS aes 1,522 
EN Es eso shiniginnsds Male 97 2,861 23 2,981 
Female 4 6,782 28 6,814 
Electrical Apparatus............... Male 72 4,128 ai 4,244 
Paper and Printing Trades......... Male 184 2,515 102 2,801 
Female 11 2,598 13 2,622 
ie con ae 13,509 508,505 22,481 544,495 
SEEN RRR re me See 2,325 54,659 7,195 64,179 
RT ee Meee Ee 15,834 553,164 29,676 608,674 
Te een any eee ee 2.60 92.52 4.88 100.00 
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Suffolk 
as Distribution of Population and Character of Buying Units 
ing 9- No. of Female 
Population Children Separate ~~ Percentage Demades 
— Under 12 Families or Langer of Whole Per Family 
WEDSI: ccloccee 211,816 46,014 49,436 2,884 5.83 0.163 
ma Maral ccc 188,242 42,163 46,046 2,892 6.28 0.171 
= ee 400,058 88,177 95,482 5,776 6.05 0.167 
386 
1.86 - : 
662 Particulars of Retail Trade 
91 
655 
+.86 , : 
eee eee 307 ea tire tren kes asks neues 87 Hardware, IronmongersandOilmen 129 
re 7.67 og) ie Sy po eee 3.22 
a ee 536 Drapers and Hosiers............ 266 Stationers and Newsagents....... 164 
a Per 10,000 Pop................ 13.40 Per 10,600 Pom................ 66 oe, re 4.10 
0 eer ee re ee 84 Grocers and Prov. Dealers. ...... 564 NR hs cencnceceiwids 145 
| err 2.10 oe) eee 14.10 a ee 3.62 
| rT eee 230 SR ag aoc dine caesar 162 
Per 10.000 Pepa... 6 ccc ccceees 5.75 Per 10,000 Pop................ 405 Total No. of Shops 6,244 
Details of Occupational and Economic Status 
N f Busi Sex of Occupied No. of No. of No. in Business Total 
Se Se ee Persons Employers Employees on Own Account —_ 
Re ee re eC Male 3,271 33,593 2,319 39,183 
ORO RRR ss Pui iS iti be ly Soha, remem): OR) “late oss d I Sr eee 15,937 
Engineering and Allied (including 
Electrical Apparatus)............ Male 412 10,863 533 11,808 
Builders, Decorators, etc............ Male 523 7,167 445 8,135 
General Labourers................. |) ee ee ee Giems |) “‘wssaaantes 6,545 
Wood and Furniture............... Male 204 4,920 602 5,726 
ee Seer See 8) feeesaeeuns 5,455 
CE i ail as wee aie Male 139 4,406 330 4,875 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 1,643 807 1,983 4,433 
Dress and Textile Goods........... Male 203 1,170 780 2,153 
Female 107 3,368 920 4,395 
ee re Male 216 2,189 396 2,801 
Female 61 3,715 364 4,140 
Sales and Shop Assistants.......... re Ae Se. . | assweeeiens 3,547 
ee Se eee ceeens RS) Sn Pe coe 3,632 
Food, Drink and Tobacco Trades... . Male 403 2,882 202 3,487 
Clerks, Typists, etc................ A Cee ee an ete 3,447 
RE ee es meee. Te “eabesaacks 2,359 
I ide eT og on Se ee eeeere nares yee errr 2,245 
Messengers, Porters, etc............ in. | hy -eeenwounes \ Se (ee teen 1,929 
Warehousemen, Packers, etc........ as . R Neeteceens eee, Be xwdiscies 1,454 
PR 65s Xk cbwcadtdens cakes 7,182 121,630 8,874 137,686 
Is «Uti as ic Hr on aah eas 1,692 28,247 4,374 34,313 
EPR OS nr eT 8,874 149,877 13,248 171,999 
PR i ahd vier inn elie week nent 5.16 87.14 7.70 100.00 


470 SALES MANAGEMENT Marcu 31, 1928 
Surrey 
Distribution of Population and Character of Buying Units 
, Occupying 9-Room No. of Female 
Population hn wos rian - Dwellings 7 oo Domestics 
nder 12 a or Larger ' _ Per Family 
RUEBEN; S56 se ccs 762,822 148,233 175,883 13,734 7.81 0.243 
2 ER eee 167,264 32,563 36,606 3,970 10.85 0.362 
ee 930,086 180,796 212,489 17,704 8.33 0.263 
Particulars of Retail Trade 
oy Re nr ee 485 MRR ee os ecg es easton 492 Hardware, IronmongersandOilmen 373 
Pat 20000 Pap....... 6.56.05: 5.21 Per 10000 Pow..........56sssas 5.29 oe ee 4.01 
Boot MHA GHOE osc. shadows 1,158 Drapers and Hosiers............ 755 Stationers and Newsagents....... 542 
oe ee ee 12.45 ge ere 8.12 og) ere 5.83 
IN aha vis ii oavetasa ues 205 Grocers and Prov. Dealers. ...... 1,228 NG fii cags p cteewnd «Vac 389 
Per 10,000 Pop................ 2.20 Per 10,000 Pop................ 13.20 Per 10,000 Pop................ 418 
re 986 PR isis ocr divs veeewdatae’ 398 
Per 10,000 Pop................ 10.60 Per 10,000 Pop...........60.6.... 4.28 Total No. of Shops 14,456 


Details of Occupational and Economic Status 


a Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
ee ee eee e ae. “=  piemenewas | A re ee 55,987 
IE Seibel s awcae daliatie's Male 1,305 25,802 2,369 29,476 
Engineering and Allied (including 
Electrical Apparatus)............ Male 1,109 22,719 1,113 24,941 
ee re —— -  pnenwenads A SR em eee 23,277 
Re Pere er earns 15,983 
Builders, Decorators, etc............ Male 1,356 19,832 1,099 22,287 
PUR SORVICES 6:5: sisios seis o's wi nisiey coe ne mre rT PSOE. wise decree 19,384 
Female | __.......... See. a hee ew, 3,738 
General Labourers................. aS Se rrr .. J aoe 16,250 
ROA DRANEPOLE: «6s oso ccs Male 422 13,748 772 14,942 
a Re eee eee Male 1,500 10,340 2,112 13,952 
Female 235 10,835 1,752 12,822 
Proprietors, Managers, etc., of Male 5,036 3,943 4,132 13,111 
Dealing Businesses.............. Female 522 590 1,375 2,487 
Sales and Shop Assistants.......... pee se cee cee 020) Cr (Pear 12,150 
a rere a) SR eee ge 9,450 
Wood and Furniture .............. Male 396 10,728 828 11,952 
Dress and Textile Goods........... Male 817 2,463 1,162 4,442 
Female 376 5,276 2,356 8,008 
Paper and Printing Trades......... Male 474 5,100 168 5,742 
Laundry Workers. ..............;. Female 141 4,734 721 5,596 
Messengers, Porters and Cleaners.... Page OW seach talc Ln | ere reer 5,492 
RS Vee ree a Ser tre see 1,888 
PRB WAVIIEN sooo aw credits soncieeeiee Bare or Pile» pitetmen see os Sess}; eens erties 5,233 
OS kinase ccenen hesixvs xesuneessedos 13,689 304,942 19,959 338,590 
NC ciniicntincnalckinemietanossecars 4,704 63,045 6,660 74,409 
STEROL, OT RR ie 18,393 367,987 26,619 412,999 
PAREN 55 oa wasn sinieh atelier es 4.45 89.10 6.45 100.00 
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SALES MANAGEMENT 


Sussex 


Distribution of Population and Character of Buying Units 


acd, 


‘ Occupying 9-Room No. of Female 
Population ba 12 soe os Dwell ngs = What Domestics 
or Larger Per Family 
Bs cn anwes 498,403 90,982 110,713 8,417 7.60 0.302 
ute! .ccenceces 229,594 45,211 53,135 4,766 8.97 0.270 
; eae 727,997 136,193 163,848 13,183 8.05 0.292 
Particulars of Retail Trade 
- OTT E Tee TE TCT 542 RN ata de asil:0d athe Wik wheres 358 Hardware, IronmongersandOilmen 251 
' Per 10,000 Femi... 6.00. ees 7.45 Par 10000 Pem............... GR be ee | 
pn ee 1,013 Drapers and Hosiers............ 577 Stationers and Newsagents...... 455 
os Per 10,000 Pop................ 13.91 Pir 1GGG POs ci .ccccc....s. FB Pur 19600 FOA............... GS 
18 GON a alccce cies cade x drome 238 Grocers and Prov. Dealers. ...... 1,140 Pek evan des vncssiccs 336 
Dae TI As 5 5 occ ce caess 3.27 oe 15.66 Per 10,000 Pop.............. 4.63 
COnfectiONelBess ceccc ce cnsscwee' 804 Jo eee ee eee 368 
ee 11.04 Per 10,000 Pop......... 5.05 Total No. of Shops 12,993 
Details of Occupational and Economic Status 
Nature of Business Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 
POMESNCS ec ci cc obs Useeke dene he) ae See? 8 hcenendon 3,139 
Bete ff eatadincets eres 47,784 
EPS EP CTE TET T Male 3,336 | 34,135 3,297 40,768 
Builders, Decorators, etc............ Male 1,163 14,081 942 16,186 
Engineering and Allied (including 
Electrical Apparatus)............ Male | 812 12,276 1,042 14,130 
RN sc 0scKersctuadeveseene Male 919 6,100 1,636 8,655 
Female 319 10,085 1,691 12,095 
Be FI 6 iiiciscaccinsge ers Male 379 9,913 1,215 11,507 
General Labourers..........050000005 Wee 8 (ROC aeeee. I eae 10,805 
Proprietors, Managers, etc., of 
Dealing Businesses.............. Male 4,289 2,493 3,695 10,477 
Sales and Shop Assistants.......... a. ‘S  asseowkwes SS erences 9,635 
Serre a re eee 8,434 
ne |.) SA Serer ete Fae sb bbseesudens 9,418 
Wood and Furniture............... Male 357 7,802 1,019 9,178 
Clerks, Typiste, etc...........0002: i. | i | Mee rerrencerse st a Vere 8,285 
Werte iP cncreweor ct)? nn Sree eae 7,422 
Dress and Textile Goods........... Male 556 1,732 1,203 3,491 
Female 276 4,097 2,134 6,507 
a asia Ses ita tas aig Female 181 3,727 638 4,546 
Messengers, Porters and Cleaners. ... || a eee nr ee 86 Clwiwbswede 4,405 
eee i —)  -wisesweces >>) &  desdvecssn 1;572 
Food, Drink and Tobacco Trades. . . . Male 523 3,379 193 4,095 
I tig cir Ca ncoinees pee 0ltC(‘(‘ct! | egR ORR de a = ES a eee, 3,987 
PE ii ies c50 tees sXe 6 denne peels 13,110 224,706 18,705 256,521 
ES eee Tree 4,810 42,957 13,252 61,019 
es cc ib nics hd. dene cnaceanenoss 17,920 267 ,663 31,957 317,540 
PR ication stlegs ccaesiabikad wepahawae 5.64 84.29 10.07 100.00 
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SALES MANAGEMENT 


Marcu 31, 1928 


es 


Warwickshire 
Distribution of Population and Character of Buying Units 
Populati Children Separate ane 9-Room Percentage .: of Female 
aan Under 12 Families a of Whole ow 
or Larger Per Family 
Ree 1,197,747 268,669 269,168 6,192 2.30 0.088 
peer 192,230 46,338 43,462 2,601 5.98 0.142 
co es 1,389,977 315,007 312,630 8,793 2.81 0.096 
Particulars of Retail Trade 
iy a eS Sag 706 Eee ee ee eee 590 Hardware, IronmongersandOilmen 420 
Per 10,000 Pop................ 5.08 8, een 4.24 ee 
OE Ee 1,518 Drapers and Hosiers............ 1,847 Stationers and Newsagents....... 925 
ag 10.92 ag ee 13.20 Per 10,000 Pop................ 6.65 
SN re sys evs bend aeeons 365 Grocers and Prov. Dealers. ...... 1,788 re 702 
eee 2.63 ee 12.86 eee 5.05 
I niivwinncndnecens 1,495 Nie hc rc varueccnees 708 
Per 10,000 Pop...............- 10.76 ee 5.09 Total No. of Shops 24,720 


Details of Occupational and Economic Status 


Nature of Business Sex of Occupied No. of No. of No. in Business Total 
Persons Employers Employees on Own Account 

tt re Male 2,702 124,974 1,979 129,655 
Female 43 33,799 32 33,874 
Domestics. ........-.00++eeeeeeees an aero a errr 29,889 
Clerks, Typists, etc..............-. ES er eC ere ES eres 21,358 
ee.  b. -epretamess ae. > © “Sxeneanand 25,641 
Builders, Decorators, etc............ Male 1,152 23,025 1,227 25,404 
General Labourers...............-. oe”) 6G? dete ne arr 23,330 
NN ik Sian) Kees ene Male 2,275 16,908 2,247 21,430 
Wood and Furniture............... Male 559 18,905 1,090 20,554 
ET eee POET eT ETT TTT Male 9 18,979 1 18,989 
PRD ARMNODONE 6s bv ies d Dies ears Male 359 17,530 1,039 18,928 
Dress and Textile Goods........... Male 815 3,721 1,523 6,059 
Female 353 11,605 2,256 14,214 
Proprietors, Managers, etc., of Male 4,548 3,209 6,183 13,940 
Dealing Businesses.............. Female 768 934 4,169 5,871 
Precious Metals............sssec000. Male 965 11,026 640 12,631 
EE ye ccemasdnesteshides Male 813 7,896 1,249 9,958 
: Female 129 10,350 1,127 11,606 
Sales and Shop Assistants.......... ee NS gies Soe Pe “© wavnaekens 10,315 
Pemeee  O . Pike. CT | Vn (ree eran 11,116 
Warehousemen, Packers, etc........ Male 2 9,517 18 9,537 
Pe a gates eee 10,960 6 10,966 
ee ar a wee Ogee =| et N esas 10,268 
Electrical Apparatus............... Male 142 8,588 105 8,835 
Food, Drink and Tobacco Trades... . Male 579 6,273 359 7,211 
Female 35 3,254 71 3,360 
i Eee Male 90 2,512 25 2,627 
Female 10 6,979 55 7,044 

Paper and Printing Trades......... Male 343 4,850 198 5,391 
Female 14 5,386 41 5,441 
RIP em Are nmey ranmCRTCT Or 16,705 493,097 25,640 535,442 
_ I apes) SPeneeeo ne enemme ne 2,867 109,250 9,478 121,595 
og, COC, EEE OE DMT NOTE 19,572 602,347 35,118 657,037 

oo Ee ree, eee emer ee Sete 2.98 91.68 5.34 100.00 
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Westmorland (see under Cumberland) 


Wiltshire 


Distribution of Population and Character of Buying Units 


, Occupying 9-Room No. of Female 
Population Children Separate Dwellings Percentage Domestics 
Under 12 Families or Langer of Whole Per Family 
ee ee 133,224 26,243 32,175 1,127 3.50 0.131 
OS eee 158,984 33,563 37,073 2,326 6.27 0.174 
Rotalscag ccs 292,208 59,806 69,248 3,453 4.99 0.154 
Particulars of Retail Trade 
Ss interlace 6ceVaeseas 262 Pie iamiantiacincteivicone 205 Hardware,IronmongersandOilmen 116 
Pet 10-000 POR oe. eo. oasis cuss 8.97 bd 7.02 Pee TRI Rae whe c veces ees 3.97 
eee an 348 Drapers and Hosiers............ 238 Stationers and Newsagents....... 
Per 10600 FOR............... Pe er 8.14 bog re 6.37 
eIIS OB creceterersieic's Sancta isto bars 52 Grocers and Prov. Dealers. ...... 500 NONGGMIIIEIE Dds 25 32 cscs ees 
Per 10000 TO... 6 sc oic. 1.78 pe eee 17.11 pe OTT TT 3.35 
eee 175 ee ee 122 
Pet 10, QQO POR ceed ities ccccars’ 5.99 Pée 10,000 Pop:..... ccs cece- 4.18 Total No. of Shops 4,174 
Details of Occupational and Economic Status 
iia iit iia Sex of Occupied No. of No. of No. in Business Total 
E Persons Employers Employees on Own Account 
AmbICUl ibe net ois ieee ek oie Male 2,528 21,083 2,098 25,709 
Engineering and Allied (including 
Electrical Apparatus)............ Male 244 11,485 339 12,068 
IRE ee ee Pere renee 6 WIP vee rae Me Be | cacesesce 10,670 
Se a a ere eer nn ManeTee orcs Te 8,395 
Builders, Decorators, etc............ Male 365 7,028 274 7,667 
General Labourers................. a ere een a See ser 6,137 
Wood and Furniture............... Male 180 4,442 338 4,960 
Read Trameport..............000: Male 132 3,450 302 3,884 
et ae verre Male 123 1,662 230 2,015 
Female 12 2,734 247 2,993 
EE EN a En || | S| See ry aie tec Dime AL canara 2,920 
Dress and Textile Goods........... Male 152 751 398 1,301 
Female 57 2,161 645 2,863 
Clerks, Typists, etc..............-- >< 2” “eaveeuaws 2,788 1 2,789 
Bem. 6 £ 2b °.. oaceeeeaces May * | Seceeuien 1,632 
Proprietors, Managers, etc., of Male 1,016 508 1,078 2,602 
Dealing Businesses.............. Female 150 112 447 709 
Food, Drink and Tobacco Trades. . . . Male 272 1,976 147 2,395 
Female 18 1,059 16 1,093 
Sales and Shop Assistants.......... | a Ses cane, eee Pen Ab aso Pea eae 2,279 
Peau «(8 OP. heeacaeus aa, ON eeeelee ee: 2,282 
Textile Working. .............0.00: Male 13 625 8 646 
Female 1 1,208 8 1,217 
L,Y SnD aM E ae he 5,263 97,387 6,576 109,226 
CRG os nde dixtncie Meats haga cam bacaues 797 16,680 2,032 19,509 
hi oi eens ins enenutons 6,060 114,067 8,608 128,735 
Pa 6% oil wots esi thai nciiett Mend: 4.71 88.60 6.69 100.00 


SALES MANAGEMENT 


Marcu 31, 1928 


Worcestershire 


Distribution of Population and Character of Buying Units 


; Occupying 9-Room No. of Female 
Population Children Separate Dwellings poo Domestics 
Under 12 Families or Langer of Whole Per Family 
Urban 271,465 59,906 61,968 1,805 2.91 0.111 
J 134,377 28,768 31,242 2,180 6.98 0.157 
(Sere a 405,842 88,674 93,210 3,985 4.28 0.126 
Particulars of Retail Trade 
MRT Ore i en yl eda as Oe 295 | P| os on ee ee 158 Hardware, lronmongersandOilmen 132 
Per 10,000 Pop............./!. 7.27 Per 1QO00IP Ops. osc iscsi oslo 3.89 1 eer gel W102 2.0 > ee 3.25 
ere ree 503 Drapers and Hosiers............ 456 Stationers and Newsagents....... 202 
eer 12.39 POP AO COOP GD ses 6 csic sti ve 11.24 PEE AC QUO POP iia: s. 6. 6.sjsjeleleie's 65s 4.98 
SERENE ge eae nee oer 92 Grocers and Prov. Dealers. ...... 565 PRG UBRCOMIBIB Ho5 cise o okie oss 175 
Per SO000 Pop.......... 56.055 207 Per 10,000 Pop... ....... 2.22... 13.92 ee | re 4.31 
Confectioners................... 345 POAT CORS OES cosas Ss os vases oc aces 228 
Per 10,000 Pop................ 8.50 Per 10000 Pop..............5... 5.62 Total No. of Shops 6,801 


Details of Occupational and Economic Status 


. Sex of Occupied No. of No. of No. in Business 

ne -eintag Employers Employees on Own Account Total 
LO: <n Male 726 28,684 615 30,025 
Female 6,348 30 6,385 
Agriculture. ..........0.0.0e00000. Male 2,325 16,357 3,005 21,687 
IC Nts iGuka ncn eeivawsiad: ee Pree: errr i nn Merete rr ore. 11,784 
Builders, Decorators, etc............ Male 414 7,541 384 8,339 
General Labourers................. Rate Aa Teles OK aa aie ee 7,723 
ene Male 131 4,817 389 5,337 
Dress and Textile Goods........... Male 236 1,746 567 2,549 
Female 101 4,333 824 5,258 

Wood and Furniture............... Male 181 4,043 479 4,703 
Clerks, Typists, etce................ oe... SE se donusey, nn reer err 4,312 
Hamas. fs  eetiiends BIS) le b  Jocdineratearsiat 3,795 

Textile Working...............00.. Male 43 2,886 12 2,941 
Bemme- 3°) nesta 4,196 11 4,207 

Proprietors, Managers, etc., of Male 1,337 867 1,908 4,112 
Dealing Businesses.............. Female 227 195 1,069 | 1,491 
ee OS es et ae ee Male 243 2,290 339 | 2,872 
Female 40 3,626 335 | 4,001 
Mining and Quarrying............. Male 20 3,648 1 | 3,669 
Sales and Shop Assistants. ......... | CUS Re eo ee PEGA hence erste 2,642 
Weenie. 2m ohldeee ets cL 9 ne (eee reset 3,247 
RR ea eee ee USE “Sieger exs an ae 2,850 
Food, Drink and Tobacco Trades... . Male 283 1,645 207 2,135 
Female 26 534 35 595 
Warehousemen, Packers, etc... ..... Male 1 MEGEO Ah eeavnrdalearenecs | 1,650 
Wempie.. 0 i. Usanavemace 1,917 1 1,918 
Bricks, Pottery, Glass.............. Male 30 1,748 12 1,790 
eS Se Geer a rere 987 
eee a: ree 6,371 136,410 10,223 153,004 
is ost Van Soin cusucne tembads 1,190 28,878 3,192 33,260 
ETL EEE Tea 7,561 165,288 13,415 186,264 
EES: Se ee 4.06 88.74 7.20 100.00 
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Yorkshire 
Distribution of Population and Character of Buying Units 
i Occupying 9-Room No. of Female 
Population Children Separate Dwele Percentage Dementics 
Under 12 Families or Lange of Whole Per Family 
ere 3,565,708 770,799 832,960 18,159 2.18 0.084 
ree 616,821 144,362 137,167 8,930 6.51 0.153 
POtal fiends 4,182,529 915,161 970,127 27,089 2.79 0.094 
Particulars of Retail Trade 
2 ahen secs ceases ee rte ean 1,180 BIAIES eaters eo odd catitince es 1,490 | Hardware, IronmongersandOilmen 1,125 
5 Per 10,000 Pop..............0. 2.82 Per 10,000 Pop................ 3.56 | Per 10,000 Pop................ 2.69 
2 ME ik soa cies de cieees 4,827 Drapers and Hosiers............ 4,560 Stationers and Newsagents....... 2,303 
8 Per 10,000 Pop................ 11.54 Per 10,000 Pop................ 1090 | Per 10,000 Pop..............-. 5.51 
5 NG hal oo ke owas Sy aes 1,047 Grocers and Prov. Dealers. ...... 7,820 po ere 1,398 
1 Per 10,000 Pop................ 2.50 Per 10,000 Pop................ 18.70 Per 10,000 Pop................ 3.34 
Canlectidnherse. oscil oe wk 4,893 EVAMNOROEN SS 250055 Sodas See ws 2,071 | 
kg. re 11.70 eg ee 4.95 | Total No. of Shops 66.930 


Details of Occupational and Economic Status 


: | | . > aie 
7 . Sex of Occupied | No. of | No. of No. in Business : 
nce Persons Employers | Employees on Own Account Total 
|- | 

Metal Working................000. Male | 4,771 | 222,890 | 3,812 231.473 
Mining and Quarrying............. Male | 254 167,233 15 167,502 
Textile Working.................5. Male | 2,987 | 108,194 245 111,426 
Female | 67 148,068 224 | 148,359 

No acer ceressdtcasee Male 13,858 | 66,640 13,848 | 94,346 
LISP CTT CE een ona ee a Female war | SEZ tS ewaw@awduees | 91,230 
Builders, Decorators, etc............ Male | 4,185 | 68,299 | 2,783 | 75,267 
General Labourers................. Male ie aatslhiniae de | 74,090 |. sales 74,090 
Dress and Textile Goods........... Male | 3,227 | 18,902 | 5,003 | 27,132 
Female | 1,205 | 49,885 | 6,659 57,749 

a Male 1,358 | 48,528 | 4,052 53,938 
Clerks, Typists, etc... ............. Male et | 51,230 a 51,233 
Female etree es | 33,993 S -peekauhbehtan 33,993 

Proprietors, Managers, etc., of Male 16,308 | 9,839 | 22,801 | 48,948 
Dealing Businesses.............. Female 2,176 | 1,956 | 9,285 13,417 
Wood and Furniture............... Male | 2,578 | 42,991 | 3,296 48,865 
re Male B aeeeawenes 39,962 ieee | 39,962 
Sales and Shop Assistants.......... Male | ee | 30,127 | wee ee weene 30,127 
Female | eerie | 33,967 | elec 33,967 

RE ra Ren ree ee Male | 2,118 | 22,069 | 3,542 27,729 
Female | 250 | 29,680 | 2,588 32,518 

Public Services..........0c. 0c 008. Male ee | yn are 28,363 
Warchousemen, Packers, etc...... . Male 36 | 28,136 | 44 28,216 
Female | 2 | 12,826 8 12,836 

Stationary Engine Drivers, etc. ..... i) nn err ees | 25,420 + 25,424 
Food, Drink and Tobacco Trades... . Male 1,690 | 13,669 1,212 16,571 
Female 513 9,737 1,273 11,523 

Electrical Apparatus............... Male 314 12,801 247 13,362 
Se een eee oe 57,897 1,490,725 80,944 1,629,566 
205g: Od aie g oy once ee 11,563 261,813 30,773 304,149 

boc coc, STE SSR Te nn 69,460 1,752,538 111,717 1,933,715 

NS ti 2 xiccicncne kethdancewcnsnaiaiccaes 3.59 90.63 5.78 100.00 
| 


476 SALES MANAGEMENT Marcu 31, 1928 
North Wales 
(Counties of Anglesey, Carnarvon, Denbigh, Flint, Merioneth and Montgomery) 
Distribution of Population and Character of Buying Units 
— Children Separate eS Percentage _ of Female 
Under 12 Families a of Whole ed 
or Larger Per Family 
a aicecvnds 225,522 43,570 50,228 4,228 8.42 0.202 
ee 315,006 70,360 73,955 4,632 6.26 0.151 
eee 540,528 113,930 124,183 8,860 Deke 0.172 
Particulars of Retail Trade 
Dba cN ake ck ea eankewes 278 Se irtisdiiihictusncatite whens 165 Hardware,IronmongersandOilmen 220 
ee 5.14 ee 3.05 Per 10,000 Pop................ 4.07 
eee 486 Drapers and Hosiers............ 612 Stationers and Newsagents....... 202 
oe ere 8.99 ee 11.32 Per 10000 Pop................. 3.74 
PE aka trta einen ceacees 164 Grocers and Prov. Dealers. ...... 1,045 Py kiki 5488 dea s0ss 188 
oe) reer er 3.03 ae ee ee 19.33 PEP IOCOO POD eo. ccc cevccens 3.48 
a 658 PR a cuinik Peniewnemns 382 
rrr 12.17 Pet POG00 PO........cvsccccss 7.07 Total No. of Shops 7,983 
Details of Occupational and Economic Status 
. Sex of Occupied No. of No. of No. in Business 
N fB 
wii dines Persons Employers Employees on Own Account Total 
I iivckis cies tadesscaeds Male 7,309 26,827 7,816 41,952 
Mining and Quarrying............. Male 53 27,578 3 27,634 
EN cachicen citiena secs cass ie ae _  : i Seer cose 21,317 
Builders, Decorators, etc............ Male 644 11,016 717 12,377 
I oivissk vss sscicsees Male 433 10,054 694 11,181 
General Labourers................. ae 8 |). OE =. Saas a Tee ore 8,708 
Proprietors, Managers, etc., of Male 2,530 1,420 2,977 6,927 
Dealing Businesses.............. Female 415 359 1,326 2,100 
Dioceses hacks cnean Male 400 4,584 672 5,656 
Female 47 5,123 471 5,641 
Wood and Furniture.............. -. Male 215 4,281 757 5,253 
ee ee Male 234 4,263 738 5,235 
os ais cure td diane SE eer eee a rere 4,796 
Oe en eee I Me ee a rrrrcers 4,708 
a errs Be AE Nay hy ca once 2,606 
Sales and Shop Assistants.......... a Beer ee ee  . SR: Se rere 4,175 
RE ee one Coo) i Zier ee 4,259 
Dress and Textile Goods........... Male 322 1,309 899 2,530 
Female 147 2,283 1,501 3,931 
PIC RSEEWEOOE. oo divcww tase sce Pame® 8 aketdaraie a: re 3,210 
Stationary Engine Drivers, etc...... rr Cec ree < » i) Serre 2,175 
| RR, nen een ee 12,749 155,051 18,571 186,371 
xr cadiskyielhcdnveke ct mrccnaes 3,482 33,291 5,050 41,825 
IER LAER RTE Pore Te 16,231 188,342 23,621 228,194 
ELT. SARE ae ReyeT 7.11 82.54 10.35 100.00 
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South Wales (excluding Glamorgan) 
(Counties of Brecknock, Cardigan, Carmarthen, Pembroke and Radnor) 
Distribution of Population and Character of Buying Units 
. Occupying 9-Room No. of Female 
Chil S 
Population a i Dwellings rennin Domestics 
or Larger ie aes Per Family 

DORs xis 158,209 34,448 34,266 2,476 7.23 0.136 
Rutal..<..% anc nas 254,462 61,686 59,093 4,281 7.24 0.138 

Otbas cane 412,671 96,134 93,359 6,757 7.24 0.137 

Particulars of Retail Trade 

ey eT EP PETE eT OCT Te 206 ahaa xc ins edcaeeres 124 Hardware, IronmongersandOilmen 175 

Per 10,000 Pep... 00.6 cccccece: 4.99 Per 10,000 Pop................ B® Per 10,000 Pop................ 4.24 
SE ON Tis os io én dace dices 370 Drapers and Hosiers............ 465 Stationers and Newsagents....... 160 

Ue Te iin ccsccesins ses 8.97 FOP PPP nen ccntavecs 11.27 og errr | 
eee 128 Grocers and Prov. Dealers. ...... 859 IN is Wativancuexsxas 122 

Per IGP FW ccc cciccescccs 3.10 Per 10,000 Pup........ 0K ccccee 20.82 POP Se FOvccvcccvcccess 2.96 
ee 492 es dieavraxioasinen 274 

Pet 10 COO BOD sacs csiecicccsccctes 11.92 er FI Nan nc cccccascens 6.64 Total No. of Shops 6,033 


Details of Occupational and Economic Status 


N 4 Sex of Occupied No. of No. of No. in Business 

Nature of Business Persons Employers Employees on Own Account Total 
SE Seale von ae Pree eee Male 7,550 20,119 7,447 35,116 
Mining and Quarrying............. Male 36 24,572 5 24,613 
SN WN i wi. Wawhn vues Male 248 13,427 651 14,326 
es cuicthe sts eiwads a sasaki Be ND ee yee A re ee 12,831 
Builders, Decorators, etc............ Male 402 5,896 758 7,056 
General Labourers................. A Re ee nn eae ore eee 5,543 
Proprietors, Managers, etc., of Male 1,573 639 2,273 4,485 
Dealing Businesses.............. Female 291 148 1,095 1,534 
Wood and Furniture............... Male 194 2,854 982 4,030 
ERRNO OE SOS Male 191 3,415 414 4,020 
Female 17 3,197 272 3,486 
Dress and Textile Goods........... L Male 307 917 876 2,100 
Female 92 1,752 2,054 3,898 
eRe aren eee ree A Pes eee 3,552 
Road Transport..................- Male 135 2,596 407 3,138 
Public Services... .......0..ceceee: A, ee rrerece Boe ert eae eeeerre 2,985 
Sales and Shop Assistants.......... a So wee a Pee ere 2,335 
eS SG hae aa a” eee as 2,880 
Clerks, Sis bi his eee SB. eee, ee We i Satan a sas 2,582 
. eee 0 See rere 1,068 

Stationary Engine Drivers, etc...... earner es GS ae Serre 2,031 
WO aii eck Fevsthncdusdunsdveences 11,036 115,339 17,234 143,609 
I ded Nasa eee s een wi ences 2,366 22,562 4,678 29,606 
Ss oo rcs wckin sie suntoniasncomeel4 13,402 137,901 21,912 173,215 

PO iio heecrts ct nick bivhuneton innate 7.74 79.61 12.65 100.00 


Adams Chiclets and Chewing Gum. 

Adams Chewing Gum Co., Ltd. British Registered Co., 
owned by American Chicle Co. (6 American and 1 British 
director.) Established in British market since 1904, but 
present Co. incorporated in 1926. Controls sales in Great 
Britain and Ireland only. 

Selling: Through own sales staff controlled from Lon- 
don, using wholesale and retail channels. 

Advertising: Handled direct. Under older Company 
was handled through British Advertising Agency in Lon- 
don, but was dropped altogether after very heavy expendi- 
ture. 

Progress of Business: Experienced great slump in 1922- 
23; the year 1924 was turning point for the better, and 
now making steady headway. 


Aero Products (Radio). : 

Rothermel Radio Corporation of Great Britain, 24-26 
Maddox Street, London, W.1.; sole importers of and dis- 
tributors of the products of the Aero Products, Inc., Chi- 
cago, Ill., in Great Britain and Ireland and the Continent 
of Europe since 1924. 

Selling: Through own sales force, with distribution 
through wholesale factors and retail dealers. 

Advertising: Through a British Advertising Agency in 
London; controlled and paid for by Rothermel Radio Cor- 
poration in London. 


American Cabinet Company’s Products. 

S. S. White Co. of Great Britain, Ltd., 126 Great Port- 
land Street, London, W.1.; British Limited Company; reg- 
istered in 1919; sole distributors in Great Britain and Ire- 
land and the Continent of Europe since 1923 for the prod- 
ucts of the American Cabinet Co., Two Rivers, Wisconsin. 

Selling: Through factors and also direct to the profes- 
sion in the British market; on the Continent through deal- 
ers only. 

Advertising: Mainly of direct-mail character to the den- 
tal trade and profession; all handled direct from England. 


American Electric Company’s Products. 

Rothermel Radio Corporation of Great Britain, 24-26 
Maddox Street, London, W.1.; sole importers and distribu- 
tors of the products of the American Electric Company, 
340 S. State and 64th Streets, Chicago, IIl., in Great Bri- 
tain and Ireland only since 1915. 

Selling: Through own sales force, with distribution 
through wholesale factors and retail dealers. 

Advertising: Through a British Advertising Agency in 
London; controlled and paid for by Rothermel Radio Cor- 
poration in London. 


American Gear Co.’s Autocar Gears. 

S. Guiterman and Co., Ltd., 35 and 36 Aldermanbury, 
London, E.C.2.; British -Limited Company established in 
Great Britain as a branch of the Guiterman Co. Inc., 35 
South Wiliam Street, New York, in 1876; formed into a 
Limited Company in 1899; the directorate consists of four 
British subjects resident in England and one United States 
citizen resident in the U. S. A.; covering Great Britain 
and Ireland since 1925 on behalf of the American Gear 
Company, New York. 

Selling: Sales are made by the Company’s own selling 
staff through wholesalers; there are exceptions to this 
selling policy of S. Guiterman & Co., Ltd., in certain cases 
where material is sold to British manufacturers for man- 
ufacturing into complete articles; all sales operations con- 
trolled by London office. 

Advertising: Directed entirely by London house and 
handled by their own Advertising Manager. 

Progress of Business: Has been consistently steady. 


Apex Electric Vacuum Cleaners, Ironers, and Washers. 
Duncan Watson & Co., 61 & 62 Berners Street, London, 
W.1.; British Company; sole importers and distributors 


Principal American Advertisers 
Operating in the British Market 
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of these appliances in Great Britain and Ireland only; the 
Apex Vacuum Cleaner for 16 years; Apex Ironers and 
Washers for 18 months; representing the Apex Electrical 
Manufacturing Co., 1067 E. 152nd Street, Cleveland, 0. 

Selling: Own sales force operating through wholesale 
factors and retail dealers in electrical trade in different 
centres; also own retail shop at above London address. 

Advertising: Handled by a British Advertising Agency 
in London. 


Arch-Preserver Shoes. 

Arch-Preserver Shoe, Ltd., 6 George Street, Hanover 
Square, London, W.1.; British Limited Company registered 
in 1924; sole importers and distributors of Selberite Arch- 
Preserver Shoes, covering Great Britain and Ireland only. 
Representing the Selby Shoe Co. of Portsmouth, Ohio (wo- 
men’s shoes) and E. T. Wright, Incorp., Rockland, Mass., 
U. S. A. (men’s shoes). 

Selling: Through own sales force calling on retailers, 

Advertising: Handled through a British Advertising 
Agency in London. The advertising appropriation allo- 
cated for British and Irish advertising is based on the 
total sales in these territories for the previous twelve 
months—a reckoning of 20 cents per pair being the unit. 
In addition to the amount so provided Arch-Preserver 
Shoe, Ltd., voluntarily spend a further 25 per cent. 


Armour’s Food Products. 

Armour & Co. Ltd., British Limited Company formed 
in 1903; sole distributors in Great Britain and Ireland only 
of the products of Armour & Co., of U. S. A. Also direct 
importers and distributors of Imperial and foreign produce 
other than that of the U. S. A. 

Selling: Whole sales force in territories covered con- 
trolled from London; operating through wholesalers. 

Advertising: Under direct control of London Headquar- 
ters, and handled through American Advertising Agency 
in London. 


Art Metal Steel Office Furniture. 

Art Metal Construction Company, Inc., 199-203 Buck- 
ingham Palace Road, London, S.W.1. (offices and works); 
show rooms, 31 Kingsway, London, W.C.2.; Foreign Com- 
pany registered in Great Britain in 1921; British selling 
organisation of the Art Metal Construction Co., James- 
town, New York; covering all territories except North and 
South America and South Africa. 

Selling: In British market through accredited agents 
in various centres and direct from London showrooms; also 
direct in territories not otherwise covered; prior to 1921 
merchandise marketed through direct agents for over 10 
years. All sales operations directed from London. : 

Advertising: All handled through own department in 
London; mainly direct-mail methods used. . 

Progress of Business: The Company has had its own 
factory in London since 1924. They were the pioneers of 
this type of equipment on the British market and the 
business has made rapid headway. 


Billings & Spencer Drop Forged Mechanics Tools. —_ 

Billings and Spencer Co. (Great Britain) Ltd., 35-37 
Upper Thames Street, London, E.C.4.; British Limited 
Company, registered in 1918; covering Great Britain and 
Ireland, Continent of Europe and British Dominions; pre- 
viously handled in same markets by general factors for 
many years; representing Billings and Spencer Co., Hart- 
ford, Conn., U. S. A. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident repre 
sentatives in principal centres; all sales activities con- 
trolled from London. 7 

Advertising: Handled and placed by’ own advertising 
department; only trade and technical mediums used. 
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Boncilla Beautifier and Kindred Preparations. 

J. C. Gambles & Co. Ltd., 215 Blackfriars Rd., London, 
S.E.1; Branch house in Dublin, Ireland; British Limited 
Company; sole importers and distributors for these prepa- 
rations in Great Britain and Ireland, and overseas Do- 
minions (excepting Canada) since their introduction to 
these territories in 1922; representing the Boneilla Labora- 
tories, Indianapolis. 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical and hair-dressing channels; dem- 
onstrations to the trade and the general public in halls, 
theatres, stores, etc., in different centres in the British 
and Irish markets are a special feature of the sales-pro- 
motion methods; all activities directed from London head- 
quarters. 

Advertising: Appropriation allotted in U. S. A., planned 
and directed from London office, and placed through a 
British Agency in London. 


Brunswick Gramophone Records. 

British Brunswick Limited, 34 George Street, Hanover 
Square, W.1.; Incorporated in September 1926 as a Private 
Company and is now a Public Company; covering Great 
Britain and Ireland only; sole rights in British market 
for the products of the Brunswick-Balke Collander Com- 
pany, Chicago. 

Selling: To factors only in each centre. Prior to above 
date and for 5 years sold through sole concessionaires for 
same territories (Chapell and Co., Ltd., London). 

Advertising: Handled by British Agency in London; 
controlled entirely from London Office. 

Progress of Business: In November 1927 The British 
Brunswick Limited was converted into a public company 
with a capital of £250,000 ($1,250,000). It holds one ex- 
clusive concession for the above territories to manufacture 
and sell records under the process of electrical recording 
known in the U. S. A. as Brunswick “Light Ray.” The 
license (held from the British Thomson-Houston Co., Ltd.), 
provides that if after 21st September 1928, the results of 
the Company’s efforts to sell these records are not to the 
reasonable satisfaction of the B. T. H. Company the lat- 
ter shall have the right to make the license non-exclusive. 
The British Brunswick Ltd. has a Record factory at Shep- 
herd’s Bush, London (on leasehold with 63 years to run), 
and it was completed in July 1927. For the first eleven 
months of the Company’s existence (up to August 31st, 
1927) the profits were £10,028—after writing off some 
£11,000 in bringing a new Record factory to the profitable 
production stage, in addition to expending £5,000 on re- 
search work and the development of the Panatrope (q.v.) 
and more than £3,000 on advertising. It was estimated 
that on the basis of the earning capacity of the Company 
there would be a net profit of £100,000 for the period Sep- 
tember 1st, 1927, to December 31st, 1928. 


Burroughs Adding, Book-keeping, Calculating, and Billing 
Machines. 

Burroughs Adding Machine, Ltd., 76 Cannon Street, 
London, E.C.4.; British Limited Company, registered in 
1909; operating in British market from 1898 to 1909 as 
the Burroughs Adding and Registering Machine Co. Ltd.; 
selling organisation of Burroughs Adding Machine Co., 
Detroit, Mich., in Great Britain and Ireland only. 

Selling: Operating through 18 branch offices and agen- 
cles—each zone covered by own sales force; all sales opera- 
tions controlled from London. 

Advertising: Handled direct by own advertising depart- 
ment; direct mail chiefly, but press advertising placed 
through a British Agency in London. 

Progress of Business: Consistently. advancing. De- 
spite big industrial strike in Britain in 1926 the sales were 
34 per cent above those for 1925; 1927 showing same 
progressive increase. 


Celluloid Corporation’s Photographic Celluloid Film. 

S. Guiterman & Co. Ltd., 35, and 36, Aldermanbury, 
London, E.C.2.; British Limited Company established in 
Great Britain as a branch of the Guiterman Co. Inc., 35, 
South Willaim Street, New York, in 1876; formed into a 
Limited Company in 1899; covering Great Britain and Con- 
_— of Europe for 40 years; on behalf of the Celluloid 
°rporation, Inc., Newark, N. J. 
_ Selling: Sales are made by the Company’s own selling 
Staff through wholesalers; there are exceptions to this 
selling policy of S. Guiterman & Co. Ltd., in certain cases 
where material is sold to British manufacturers for man- 


ufacturing into complete articles; all sales operations con- 
trolled by London office. 

Advertising: Directed entirely by London House and 
handled by their own Advertising Manager. 

Progress of Business: Has been consistently steady. 


Chris-Craft Motor Boats. 

Arthur Bray, 114, Baker Street, London, W.; Sole Con- 
cessionaire for Great Britain and Ireland only since 1926; 
representing Chris. Smith & Sons Boat Company, Algonac, 
Mich., U. S. A. 

Selling: Direct to user and through sub-agents. 

Advertising: Handled direct; only technical journals 
used for press publicity. 


Chrysler Motor Cars. 

Chrysler Motors, Limited, Mortlake Rd., Kew, Surrey; 
British Limited Company, registered in September, 1919; 
first operating as Maxwell Motors, Ltd., and subsequently 
as Maxwell-Chrysler Motors Ltd.; changed to present 
name in December 1925; sole concessionaires in Great Brit- 
ain and Ireland only; representing the Chrysler Motor 
Sales Corporation, Detroit, Michigan. 

Selling: Through own accredited agents in principal 
centres; all sales activities controlled from Kew, Surrey. 

Advertising: All controlled and budgeted by British 
Company, and handled by a British Advertising Agency in 
London. 


Cleveland Twist Drills, Reamers, etc. 

Cleveland Twist Drill Co. (Great Britain) Ltd., 35-37 
Upper Thames Street, London, E.C.4.; British Limited 
Company; registered in 1918; covering Great Britain and 
Ireland and Continent of Europe for many years; repre- 
senting Cleveland Twist Drill Company. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident represen- 
tatives in principal centres; all sales activities controlled 
from London. 

Advertising: Handled and placed by own advertising 
department; only trade and technical mediums used. 


Colt’s Revolvers and Pistols. 

London Armoury Company, Ltd., 31 Bury Street, Lon- 
don, S.W.1.; British Limited Company registered in 1904; 
prior to that date trading as James Kerr & Co. from 1854; 
Covering Great Britain and Ireland only since 1913 as sole 
distributors. 

Selling: Through wholesale and retail trade in terri- 
tories covered; also direct to the public from own shop at 
above address. Before 1913 Colt’s Revolvers and Pistols 
were marketed through a branch of the American Com- 
pany; Colt’s Patent Fire Arms Manufacturing Co., Hart- 
ford, Conn. 

Advertising: Through a British Advertising Agency in 
London and partly direct. 


The Comptometer. 

Felt and Tarrant, Ltd., Aldwych House, Aldwych, Lon- 
don, W.C.2. Foreign Company registered in Great Brit- 
ain, with American Directors only—all residing in U. S. 
A.; Registered in May 1927, and covering Great Britain 
and Ireland only. 

Selling: Prior to above date the Comptometer was 
marketed for 15 years through Herbert E. Robbins, Ltd.,. 
as sole concessionaires—a Private British Limited Com- 
pany, with British and American Directors. Operating 
through own sales force calling on “prospects” direct; of- 
fices and Branch managers in leading cities. 

Advertising: Only direct-mail and printed sales litera- 
ture utilised; all prepared and handled by London head- 
quarters. 


Conklin Pens and Pencils. 

Conklin, Ltd., Oxford Circus House, Oxford Street, Lon- 
don, W.1.; British Limited Company, registered in 1920; 
British Selling Organisation of the Conklin Fountain Pen 
Co., Toledo, Ohio; covering Great Britain and Ireland, 
Holland and Scandinavian Countries only in Northern 
Europe; prior to above year sold through an accredited 
British Agency in London for ten years. 

Selling: Through own sales force calling on wholesale 
factors and retail distributors in above territories; sold in 
Scandinavian Countries through a Danish sub-agent; in 
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Holland through direct sales and contact from London; all 
home and overseas selling operations controlled from 
London headquarters. 

Advertising: Handled through a British Advertising 
Agency in London; appropriation sanctioned by U. S. A. 
but directed from London Sales Office. 


Cream of Wheat. 

Fassett & Johnson, Ltd., 86, Clerkenwell Road, London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland only for 20 years; representing 
Cream of Wheat Company, Minneapolis, Minn. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Crosley Radio Products. 

Rothermel Radio Corporation of Great Britain, 24-26 
Maddox Street, London, W.1.; sole importers and distribu- 
tors of the products of the Crosley Radio Corporation of 
Cincinnati; covering Great Britain and Ireland only, since 
1926. 

Selling: Through own sales force, with distribution 
through wholesale factors and retail dealers. 

Advertising: Through a British Advertising Agency in 
London; controlled and paid for by Rothermel Radio Cor- 
poration in London. 


Cutex. 

J. C. Gambles & Co. Ltd., 215 Blackfriars Rd., London, 
S.E.1.; Branch house in Dublin, Ireland; British Limited 
Company; sole importers and distributors of Cutex prepa- 
rations since their introduction to British market in 1917; 
representing the Northam Warren Corporation, 114 W. 
17th Street, New York City; covering Great Britain and 
Ireland only. 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical and hair-dressing trade chan- 
nels; all activities controlled from London headquarters. 

Advertising: Placed through an American Advertising 
Agency in London; appropriation allotted in U. S. A., but 
directed from London sales office. 


Cuticura Products. 

Newbery’s Agency (Francis Newbery & Sons, Ltd.), 
31-33 Banner Street, London, E.C.1.; Branches—Cardiff 
and Liverpool; British Limited Company, established as 
Newbery’s in 1746; sole importers and distributors of Cuti- 
cura products in Great Britain and Ireland, and Continent 
of Europe since 1915; representing Potter Drug and 
Chemical Corporation. 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical channels; all controlled from 
London office; prior to 1915 Cuticura was marketed in 
above territories direct from Boston, Mass., for 38 years. 

Advertising: Controlled entirely from London and 
handled by a British Advertising Agency in London. 


Dalton Adding and Listing Machine. 

Merkham Trading Company, Ltd. (Est. 1908), Bush 
House, London, W.C.2.; British Limited Company acting 
a concessionaires in Great Britain and Ireland since 

Selling: Own sales staff calling direct on “prospects”; 
operations controlled from London. 

Advertising: Controlled and handled directly by sole 
concessionaires. 


Del Monte Canned Fruits, Sauces, etc. 

Del Monte Foods, Ltd., Adelaide House, King William 
Street, London, E.C.4. Separate British Limited Co., im- 
porters and distributors for United Kingdom and Irish 
Free State only since January 1927. 

Selling: Operating through own sales staff controlled 
from London, with district managers in different centres. 

Advertising: Handled by British Advertising Agency 
in London, and controlled by the Company. Canned fruit 
only had been advertised during 1927—the Company con- 
centrating on this class of goods. 


Dennison Tags, Crepe Paper, Sealing Wax,. Boxes, etc. 
Dennison Manufacturing Company, Ltd., 52, Kingsway, 
London, W.C.2.; British Limited Company registered in 


1912; British selling organisation of the Dennison Manv- 
facturing Company, Framingham, Mass., U. S. A.; cover- 
ing Great Britain and Ireland, Continent of Europe (ex- 
cluding Scandinavia, Germany, and Austria, which are 
covered direct from the U.S. A. through an agent), Egypt, 
India, South Africa, Dutch East Indies, Straits Settle- 
ments, and Siam. 


Selling: Through own sales force and by direct mail; 
selling to wholesalers, retailers, and direct to large com- 
mercial consumers. The London sales office serves three 
main purposes: (1) as trade showrooms; (2) as service 
and demonstration depot; and (3) for retail sales to the 
public. All sales operations controlled from London. 

Advertising: Handled through a British Advertising 
Agency in London. 

Progress of Business: Although the British market as 
a whole has a-lower ratio of buying-power compared with 
the U. S. A. for merchandise such as the specialties of the 
Dennison manufacturing Company, the British selling or- 
ganisation has been successful in selling higher-priced 
goods than those of their competitors. 


The Dictaphone. 

The Dictaphone Company, Ltd., Kingsway House, Kings- 
way, London, W.C.2.; British Limited Company operating 
as selling organisation in Great Britain and Ireland only 
for 25 years; associated with the Dictaphone Co., New 
York City. 

Selling: Through own sales force operating from Lon- 
don and provincial branch offices and calling direct on 
prospects. 

Advertising: Handled in its entirety by a British Ad- 
vertising Agency in London; using general and business 
journals, but mainly direct-mail methods. 


Disston Saws, Tools and Files. 

Henry Disston and Sons (Great Britain), Ltd., 35-37 
Upper Thames Street, London, E.C.4.; British Limited 
Company, registered in 1922; covering Great Britain and 
Ireland only since that year; previously marketed for 
many years through general factors and agents; repre- 
senting Henry Disston and Sons, Inc., Tacony, Philadel- 
phia, Pa., U. S. A. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident repre- 
sentatives in principal centres; all sales activities con- 
trolled from London. 

Advertising: Handled and placed by own advertising 
department; only trade and technical mediums used. 


Ditto Duplicator. 

Merkham Trading Company, Ltd. (Est. 1908), Bush 
House, London, W.C.2; sale concessionaires for Great Brit- 
ain and Ireland since 1924. British Limited Company. 

Selling: Through own sales force and through accred- 
ited agents in a number of leading centres; all controlled 
from London. 

Advertising: Controlled and handled directly by sole 
concessionaires. 


Dixon’s Eldorado Pencils. 

L. G. Sloan, Ltd., “The Pen Corner.” Kingsway, Lon- 
don, W.C. Private British Limited Co., importing and 
distributing as sole concessionaires for Great Britain and 
Ireland, Continent of Europe, India and Africa, since 1918. 

Selling: Through own selling force direct to retailers 
and, to limited extent, through wholesalers. Direct con- 
trol of overseas selling depots. 

Advertising: Home and Overseas advertising handled 
by British Advertising Agency in London, controlled di- 
rect by L. G. Sloan, Ltd. . 

Progress of Business: Yearly increase and expanding 
steadily. 


Durham-Duplex Razors. 

Durham-Duplex Razor Company, Ltd., 41, Eyre Lane, 
Sheffield; London Sales Office, 57a Holborn Viaduct, Lon- 
don, E.C.1.; British Limited Company registered in 1910; 
Factory opened at Sheffield in 1918; prior to latter date 
merchandise imported from the U. S. A.; parent Company 
in Jersey City, N. J.; covering Great Britain and Ireland, 
Holland, Denmark, Australia, New Zealand, India, an 
South Africa. 
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DURHAM-DUPLEX RAZORS—(Continued) 


Selling: By own sales force operating through usual 
wholesale and retail trade channels; sales activities in all 
territories controlled from London office. 

Advertising: Directed and planned by own Advertising 
Department and placed through an American Advertising 
Agency in London; all completely controlled by British 
Company. : f 

Progress of Business: Since opening of Factory in 1918 
the sales of blades have increased by over 500 per cent 
and are still showing a steady upward curve. 


Eberhard Faber Pencils, Penholders, Rubber Erasers and 
Rubber Bands. 

Hazell, Watson and Viney, Ltd., 160 Shaftesbury Ave- 
nue, London, W.C.2; Head Office: 52, Long Acre, London, 
W.C.2. British Limited Company; sole agents for Eber- 
hard Faber, 87 Greenpoint Avenue, Brooklyn, New York, 
in Great Britain and Ireland only, since January 1927, 
and since January 1928, in Africa (excluding Egypt). 

Selling: Through own direct sales force in home mar- 
ket calling on wholesalers and retailers in the stationery 
trade; all controlled from London Sales Headquarters. 

Advertising: Handled in its entirety by a British Ad- 
vertising Agency in London, which is an integral part 
of the Hazell, Watson and Viney Selling Organisation 
(Hazell’s Advertising Service). 


The Ediphone Dictating Machine. 

Thomas A. Edison, Ltd., 164, Wardour Street, London, 
W.1; British Limited Company; registered in 1902, when 
the machine was first introduced to the British market; 
covering Great Britain and Ireland only since that year; 
sole distributors of the products of Thomas A. Edison, 
Inc., Orange, N. J., U.S. A. 

Selling: Through own sales force direct to prospects 
in the London area; through appointed dealers in British 
and Irish provincial centres; sales activities controlled 
entirely from London. 

Advertising: Largely direct mail and by the use of 
business journals only; all handled and placed direct by 
own Advertising Department. 


7 Watches; Keystone Watch Cases and Cigarette 
ases. 

The Keystone Watch Case Co., Ltd., 40-44 Holborn Via- 
duct, London E.C.1; British Limited Company; sole con- 
cessionaires for Great Britain and Ireland since 1908. 

Selling: Prior to 1908 operated as Branch office of 
American Parent Company under the name of the Key- 
stone Watch Case Co. for 8 years; goods marketed for 
some time previously direct from the U.S.A. Now sell- 
ing through own sales force through wholesale channels 
only. Entirely controlled from London office. 

Advertising: Handled by British Agency in London. 


Elizabeth Arden Beauty Preparations. 

Elizabeth Arden, Ltd., 25 Old Bond Street, London, W.1; 
British Limited Company, Branch of Elizabeth Arden, 
681 Fifth Avenue, New York City; British selling organi- 
sation for the skin and other toilet preparations of this 
Company in Great Britain and Ireland only since 1921. 

Selling: Direct from own salon in Bond street, and 
through the retail pharmaceutical trade only. 

_ Advertising: Handled by a British Advertising Agency 
in London; all controlled from London office. 


Elliott-Fisher Recording and Accounting Machine. 

General Office Equipment Corporation (Elliott-Fisher 
Division), Bush House, London, W.C.2.; British Branch 
House of above Corporation in U.S. A.; established in 
Great Britain and Ireland for over 35 years. 

Selling: Through own sales force in these territories, 
with district offices in leading centres; representatives 
calling on “prospects”. 

Advertising: Handled through British Advertising 
Agency in London. 


Elto Outboard Marine Motors. 

Elto Motor Sales Company, Elto House, 24 Harrison 
Street, London, W.C.1.; British subsidiary Company of 
the Elto Outboard Motor Co., Milwaukee, Wisconsin, U. S. 
A., formed in London in 1923; sole concessionaires for 
Great Britain and Ireland, and Continent of Europe, under 
Mr. J. W. Shillan as European Sales Manager. 

Selling: Through own selling staff in Great Britain 
and Ireland; through factors on the Continent, with 


accredited sales agents in each territory; all controlled 
from London. 

Advertising: Handled by British Advertising Agency 
in London; controlled and paid for by British company 
with a small percentage allowance from U.S.A. head- 
quarters. 

Progress of Business: The turnover has increased con- 
sistently each year, as have also net profits. 


Esterbrook Pens. 

Hazell, Watson and Viney, Ltd., 160 Shaftesbury Ave- 
nue, London, W.C.2.; Head Office:—52, Long Acre, Lon- 
don, W.C.2. British Ltd., Co.; sole agents for over 30 years 
for the Esterbrook Steel Pen Manufacturing Co., Camden, 
N. J., in Great Britain and Ireland, and in the following 
overseas ‘ territories:—Australia, Belgium, East Africa, 
Egypt, India (including Afghanistan, Baluchistan, Bhu- 
tan, and Nepal), Burma, Ceylon, Siam, Iraq, Mauritius, 
New Zealand, Persia, Federated Malay States, Straits Set- 
tlements, Tasmania, Sudan, Palestine, Uganda Protector- 
ate, Kenya Colony, Tanganyika, and Zanzibar. 

Selling: Through own direct sales force in home mar- 
ket calling on wholesalers and retailers in the stationery 
trade; in overseas markets through own representatives. 

Advertising: Handled in its entirety by a British Ad- 
vertising Agency in London. 


Eureka Vacuum Cleaners. 

Electrical Appliances Co., Ltd., 8 Fisher Street, London, 
W.C.1.; British Limited Company; sole concessionaires in 
Great Britain and Ireland, and the Dominions (excluding 
Canada), since 1910. The Company has both British and 
American Directors. , 

Selling: Through own sales force by direct canvass of 
“prospects,” but enquiries and orders handled through ter- 
ritorial branch offices in principal centres. 

Advertising: Handled by British Advertising Agency 
in London. 


Eversharp Pencils, and Wahl Fountain Pens. 

Wahl Eversharp Co., Ltd., 197 Great Portland Street, 
London W.1. Private Limited Co., with British and. Amer- 
ican Directors; exclusive Agency for Wahl products in 
Great Britain and Ireland only. 

Selling: Sell direct to retailers through own selling 
force; all controlled from London. British company for 
exploitation of Eversharp Pencils formed in 1920; Wahl 
Pen selling campaign launched in 1926. 

Advertising: Controlled entirely from London and 
handled by an American Advertising Agency in London. 

Progress of Business: Consistently steady because of 
marketing methods adopted and carefully planned adver- 
tising campaign. ; 


Farber’s Electric Light Fittings. 

S. Guiterman & Co., Ltd., 35 and 36, Aldermanbury, 
London, E.C.2.; British Limited Company established in 
Great Britain as a branch of the Guiterman Co., Inc., a 
Limited Company in 1899; covering Great Britain and 
Ireland only for five years; representative S. W. Farber, 
Brooklyn, N. Y. 

Selling: Sales are made by the Company’s own selling 
staff through wholesalers; there are exceptions to this 
selling policy of S. Guiterman & Co. Ltd., in certain cases 
where material is sold to British manufacturers for manu- 
facturing into complete articles; all sales operations con- 
trolled by London office. 

Advertising: Directed entirely by London House and 
handled by their own Advertising Manager. 


Fels-Naptha Soap. 

A. C. Fincken & Co., 197 Great Portland Street, W.1. 
Private British Company, importing and distributing Fels- 
Naptha Soap in Great Britain and overseas (except Can- 
ada) since 1922. During the previous 25 years the product 
was marketed by a separate British organisation of the 
manufacturing Company in U. S. A.; representing Fels 
2 Co., 73rd Street and Woodland Avenue, Philadelphia, 

a. 

Selling: Controlled entirely from London by A. C. 
Fincken & Co., operating through own sales force and 
through special Export Department for overseas markets. 

Advertising: Handled by British Advertising Agency 
in London and controlled from London Headquarters. 
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Florida Water. (Murray and Lanman’s). 

Fassett and Johnson, Ltd., 86 Clerkenwell Rd., London 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland, Australia and South Africa for 
30 years. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). : 

Advertising: All handled through British Advertising 
Agency in London. 


Force (Cereal). 

A. C. Fincken & Co., 197 Great Portland Street, W.1. 
Private British Company, importing and distributing Force 
in Great Britain and Ireland, and overseas (except Can- 
ada) for 15 years. 

Selling: Operate through own sales force in all mar- 
kets — all controlled from London. 

Advertising: Controlled from London, and handled by 
British Advertising Agency in London. 

Progress of Business: Has secured outstanding market 
position among Breakfast Foods; uninterrupted growth 
through intensive selling and advertising methods. 


Forhan’s Tooth Paste. 

Thos. Christy, 4-12 Old Swan Lane, London, E.C.4, with 
Branch Offices in Paris and Antwerp. Sole European Dis- 
tributors for above lines since 1919. 

Selling: Own selling force directed from London, and 
calling upon the trade in all areas covered. 

Advertising: Handled by an American Agency in Lon- 
don; supervised by Thos. Christy & Co., but paid for by 
manufacturers in U. S. A. through their American Adver- 
tising Agency’s New York office. This applies only to 
Forhan’s for the Gums; so far Forhan’s Tooth Paste has 
not been advertised in the British market. 


Fuller Brushes. 

Fuller Brush Company, Ltd., 322 Regent Street, Lon- 
don W.1.; British Limited Company registered in 1926; 
British Selling Organisation of the Fuller Brush Co., 
Hertford, Conn., U. S. A., and covering Great Britain and 
Ireland only. 

Selling: Through own sales force exclusively, calling 
direct on the housewife. The Company has five other 
branches in London in addition to the administrative offices 
mentioned above, and also in other British and Irish cen- 
tres. All under control of R. H. Taylor (British) Resi- 
dent Sales Manager. 

Advertising: Directed and paid for by American parent 
Company, but handled by British Agency in London. 

Progress of Business: Started with one Branch in 1926; 
now 21 Branches and nearly 400 sales representatives; 
much greater and more rapid expansion than was ex- 
pected in a market where the selling methods were an 
innovation in the Brush trade. 


Gamewell Fire Alarm. 

Standard Telephones & Cables, Ltd., Connaught House, 
Aldwych, London. Founded 18838. British Limited Co., 
self-contained since 1910. On separation of the Interna- 
tional Western Electric Co. of New York (of which or- 
ganisation Standard Telephones & Cables formed part) 
from the Western Electric Company Incorporated, New 
York, in 1925, the name was changed to its present style. 

Sole Concessionaires for Great Britain and Ireland, 
India and certain other British overseas Dominions. 

Selling: Sales directed from London Office and follow- 
ing Home and Overseas Branch Offices: Home: Birming- 
ham, Glasgow, Leeds, Liverpool and Manchester. Over- 
seas: Cairo, Calcutta, Dublin, Johannesburg and Singa- 
pore. Apparatus sold principally to Municipal Authorities, 
and other public bodies, through usual channels. 

Advertising: In hands of own Advertising Department 
who direct and prepare advertisements, but place through 
a British Advertising Agency in London. 

Progress of Business: Works fully occupied with im- 
portant contracts and further new business on a large 
scale expected to mature this year. 


Gilchrist’s Ice-Cream Accessories. 
S. Guiterman & Co., Ltd., 35 and 86 Aldermanbury, 
London, E.C.2.; British Limited Company established in 


Great Britain as a branch of the Guiterman Co., Inc., New 
York, in 1876; formed into a Limited Company in 1899; 
the directorate consists of four British subjects resident 
in England and one United States citizen resident in 
the U. S. A.; covering Great Britain and Ireland since 
1917, on behalf of the Gilchrist Co., Newark, New Jersey, 

Selling: Principal sales are made by the Company’s 
own selling staff through wholesalers. 

Advertising: Directed entirely by London house and 
handled by their own Advertising Manager. 


Gillette Safety Razors and Blades. 

Gillette. Safety Razor, Ltd., 184-188, Great Portland 
Street, London, W.1. British Limited Co., formed in 1915, 
previously marketed through a Branch office of the Amer- 
ican Co. from 1905. Razors and Blades manufactured in 
England so as to secure preferential import rates in Brit- 
ish Overseas markets. 

Selling: British Co. controls trade in Great Britain and 
Ireland and British Dominions (except Canada), through 
subsidiary sales staffs in chief centres. 

Advertising: Handled by British Advertising Agency 
in London, directed by British Co., but paid for (under 
terms of agreement) by American parent company. 

Progress of Business: Continuous — especially in over- 
seas markets, showing big increase each year. 


Globe-Wernicke “Elastic” Bookcases, Furniture, etc. 

The Globe-Wernicke Co., Ltd., 222 Kensal Road, Lon- 
don, W.10; British Limited Company; sole concessionaires 
for the Globe-Wernicke Co., Cincinnati, O., in Great Brit- 
ain and Ireland only for 30 years. 

Selling: Through own sales force and through own 
retail sales depots in London and Manchester; merchan- 
dise also distributed through the regular furnishing trade 
channels; all controlled from London headquarters. 

Advertising: Through a British Advertising Agency in 
London. 


Glyco-Thymoline. 

Thos. Christy and Co., 4-12 Old Swan Lane, London, 
E.C.4., with Branch Offices in Paris and Antwerp. Sole 
Distributors for Europe (excluding France) since 1899. 

Selling: Own selling force directed from London, and 
calling upon the trade in all areas covered. 

Advertising: Handled by an American Advertising 
Agent in London; supervised by Thos. Christy & Co., but 
paid for by manufacturers in U. S. A. through their Amer- 
ican Advertising Agency’s New York Office. 


Grape-Nuts. 

Grape-Nuts Co., Ltd.; British private Limited Company; 
British selling organisation of Postum Co. Incorporated, 
U. S. A., covering Great Britain and Ireland only, since 
1900. 

Selling: Sales force directed wholly from London; call- 
ing on wholesalers and retailers; distributing depots in 
principal centres. 

Advertising: Controlled from London and _ handled 
through British Advertising Agency in London. 


Hammond Varityper (Typewriter). 

Hammond Varityper Co., Ltd. (previously Hammond 
Typewriter Co., Ltd.), 75, Queen Victoria Street, London, 
E.C.4. British Limited Company, registered in 1913; sole 
concessionaires in Great Britain and Ireland and Continent 
of - geile for the Hammond Varityper Corporation, New 
York. 

Selling: Through own sales force operating from Lon- 
don office and through agencies in leading British centres. 
The Branch Company in Paris (Hammond Varityper, 
France, Ltd.), buys machines from both the London office 
and from the U. S. A.; all European sales operations con- 
trolled from London headquarters. - 

Advertising: Only direct-mail advertising utilised; 
directed from the U. S. A. conjointly with London office. 


Hanan Shoes. ; 

Hanan & Son, Ltd., 328 Oxford Street, London, W.1.; 
British Limited Company; Hanan & Son, 203, Regent 
Street, London, W.1.; Branch of American concern, Hanan 
& Son, Brooklyn, N. Y. Both houses are the only British 
retail selling depots for these shoes, which have been 


. = 


Mme Ow cFwe SS 


Marcu 31, 1928 


SALES MANAGEMENT 483 


HANNAN SHOES—(Continued) 


marketed in Great Britain and Ireland for eighteen years. 
Selling: Through above depots for direct retail sales; 
through A. D. Pinkerton & Sons, Evelyn House, Oxford 
Street, W.1., for wholesale trade distribution — as direct 
importers. 
Advertising: Handled by a British Advertising Agency 
in London. 


Harley-Davidson Motor Cycle. 

Harley-Davidson Motor Co., Ltd., 74, Newman Street, 
London, W.1.; British Limited Company registered in 1915; 
first operating as Harley-Davidson Motor Co. from 1914; 
representing the Harley Davidson Motor Co., Milwaukee, 
Wis.; covering Great Britain and Ireland only. 

Selling: Through selected sub-agents in leading cen- 
tres; directed from London headquarters. 

Advertising: Handled by own department in London; 
only trade press used. 


Henderson Motor Cycles. 

Henderson Sales Company, Ltd., 64, Newman Street, 
London, W.1.; British Limited Company; Sole Concession- 
aires since January, 1926, for the Henderson Motor Cycle 
in Great Britain and Ireland only; representing Melchoir, 
Armstrong and Dessau Co., of Delaware, Inc., New York 
City. 

Selling: Through accredited retail agents throughout 
above territories; prior to 1926 Henderson Motor Cycles 
were sold in the British market through Melchoir, Arm- 
strong and Dessau (London), Ltd., a branch of the Ameri- 
can Company, from 1919. Sales’ operations controlled 
from London. 

Advertising: Handled direct by Henderson Sales Co., 
Ltd., only trade journals used. 


Hood’s Medicines. 

Fassett and Johnson, Ltd., 86 Clerkenwell Road, Lon- 
don, E.C.1.; British Limited Company; sole distributors 
for Great Britain and Ireland, and British Dominions (ex- 
cluding Canada) for 5 years. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


H. O. Oats. 

A. C. Fincken & Co., 197 Great Portland Street, London, 
W.1.; Private British Company; sole importers and dis- 
tributors of H. O. Oats in Great Britain and Ireland and 
British Dominions (except Canada) for 25 years; repre- 
senting the Hecker H. O. Co., Inc., Buffalo, N. Y. 

Selling: Distributing through wholesale factors and 
retail dealers in all territories; own sales force; all activi- 
ties controlled from London. 

Advertising: Directed by London headquarters and 
handled through a British Agency in London. 


Hotpoint Electric Appliances. 

Hotpoint Electric Appliance Co., Ltd., 24 Newman 
Street, London, W.1.; British Limited Company, registered 
In 1921; sole importers and distributors since that year 
In Great Britain and Ireland only; representing Electric 
Vacuum Cleaner Co., Cleveland, U. S. A.; Utensil Co., 
Fort Wayne, U. S. A.; Edison Electric Appliance Co., 
Chicago, U. S. A.; Maytag Co., Newton, Iowa; Harlliwell- 
Shelton Co., New York; Metal Ware Corp., Chicago, IIli- 
nois; Falkirk Iron Co. (Electric Products only). 

Selling: Through own sales force operating through 
wholesale and retail trade channels, and through own 
branch depots in leading centres; all controlled from Lon- 
don sales office; prior to 1921 merchandise marketed 
through various English agents. 

Advertising: Chiefly direct-mail methods used; press 
qrertising through a British Advertising Agency in Lon- 
on. 


Hudson and Essex Motor Cars. 

Hudson and Essex Motors, Ltd., Great West Road, Chis- 
wick, London, W.4.; Registered Offices of Company at 
Sardinia House, Kingsway, London, W.C.2. British Lim- 
ited Company registered in 1922; prior to that date known 
as the Hudson Motor Car Co., under which name the 


Company first entered the British market in 1911; the 
Hudson car was first exhibited at the Motor Show (Olym- 
pia, London) in 1913; the Essex Car introduced to market 
in 1919; factory opened at Chiswick in March, 1926; cov- 
ering Great Britain and Ireland and Continent of Europe 
only; representing Hudson Motor Car Co., Detroit, Michi- 
an. 

Selling: Through sole distributors in all principal cen- 
tres of each territory; in the British market 100 sole 
distributors and 200 dealers; on the Continent through 
33 sole distributors; assembly plant opened in Berlin in 
1927; al sales operations controlled from Chiswick — 
British and export. 

Advertising: Handled by own department, and directed 
and paid for by British Company; placed through a Brit- 
ish Advertising Agency in London. 

Progress of Business: In 1922, the first year after 
formation of the new Company, the sales showed an in- 
crease of 500% over 1921 and the agencies had increased 
tenfold; 1925 was “a bumper year”, and since then the 
sales curve has been steadily upward. 


Hupmobile Motors. 

International Distributors Limited, 78 Brompton Rd., 
London, S.W.3.; British Limited Company; sole conces- 
sionaires for Hupmobile Motors since 1924; covering Great 
Britain and Northern Ireland only — separate agency for 
the Irish Free State; representing the Hupp Motor Car 
Corporation, Detroit, Mich. 

Selling: Through sub-agents in leading centres; the 
Company has its own works and service station at Fulham, 
London, S.W., where spares of all models from 1915 are 
carried; Hupmobile Cars have been on the British market 
since 1912, and from that year till 1924 were marketed 
through H. M. Ltd., London, a British subsidiary of the 
parent Company; all sales activities directed from London. 
——— Handled by a British Advertising Agency 
in London. 


Ingersoll Watches and Waterbury Clocks. 

Ingersoll Watch Co., Ltd., Ingersoll House, Kingsway, 
London, W.C.1. British Limited Company, self-contained, 
founded in 1916. Previous to 1916 the Ingersoll watch 
business in the British market was handled by Robert 
H. Ingersoll and Bro. Prior to 1922 the Waterbury Clock 
business was handled by Waterbury Clock Co.’s own 
branches in London and Glasgow, where they traded in 
that name for approximately 40 years; their business and 
offices were taken over by present Company in 1922. Sole 
concessionaires for Great Britain and Ireland, Europe 
and Africa (except South Africa) and Near East. 

Selling: Merchandise sold through accredited retail 
shopkeeper agents in the United Kingdom and Ireland. 
Own sales staff; all controlled from London office. 

Advertising: Directed and prepared by own Advertis- 
ing Dept., but placed through British Advertising Agency 
in London. Ingersoll watches have been advertised in 
British market for many years. 

Progress of Business: Continuous sales increase. 


Intertype. 

Intertype Limited, 239-241 Blackfriars Road, London, 
S.E.1.; British Limited Company, with two British Direct- 
ors (Cunliffe L. Bolling, Sales Director, and Fearnley 
Owen, Solicitor) and one American Director (J. W. Lind- 
say, Civil Engineer); Company Registered in 1924. Brit- 
ish selling organisation since 1914; covering Great Britain 
and Ireland only. 

Selling: Through own sales force selling direct to 
printers. Sales depots and service stations in Leeds, Glas- 
gow, Birmingham, Bristol and Dublin. Prior to 1914 the 
Intertype was handled in the same territories by H. W. 
Caslon & Co., Ltd. London. 

Advertising: Controlled and handled by own depart- 
ment exclusively. 


Ipana Tooth Paste. 

Bristol-Myers Company, 112 Cheapside, London, E.C.2.; 
branch of Bristol-Myers Company, 75 West Street, New 
York City; sole importers and distributors of the latter 
ee Products in Great Britain and Ireland since 

Selling: Through own sales force calling on wholesale 
pharmaceutical houses. 

Advertising: Handled by British Advertising Agency 
in London. 


484 SALES MANAGEMENT 


Marcu 31, 1928 


Ipswich Hosiery. 

Lawrence & Co. (G. R. Hoare, Agent), 39, Alderman- 
bury, London, E.C.2.; selling agent in Great Britain and 
Ireland for Lawrence & Co., 89, Franklin Street, Boston, 
Mass., for 20 years, on behalf of Ipswich Hosiery — Ips- 
wich Mills, Ipswich, Mass. 

Selling: All directed from London office, and operated 
through wholesale channels only. 

Advertising: Handled through a British Advertising 
Agency in London and paid for by American manufac- 
turers. 


Ivory Soap. 

Fassett and Johnson, Ltd., 86, Clerkenwell Road, Lon- 
don, E.C.1.; British Limited Company; sole distributors 
for Great Britain and Ireland only for 10 years; represent- 
ing Procter and Gamble Distributing Company, Cincin- 
nati, Ohio. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Johnson & Johnson’s Surgical Dressings. 

Johnson & Johnson (Great Britain), Ltd., Slough, Buck- 
inghamshire, and 106 Golden Lane, London, E.C.1.; British 
Limited Company registered in 1925; covering Great Brit- 
ain and Ireland and Continent of Europe as separate Brit- 
ish selling organisation since 1925. 

Selling: Prior to above year Johnson & Johnson spe- 
cialties were marketed in Great Britain through sole sell- 
ing agents for over 30 years; now operating through own 
sales force and distributing through usual wholesale and 
retail channels; all sales activities controlled from head 
office and factory at Slough, Bucks. 

Advertising: Prepared and placed by British Advertis- 
ing Agency in London; directed entirely from British 
headquarters. 


Kardex (Visible Record Systems). 

Kardex Co. (Parker, Turnbull & Co.), 125 High Holburn, 
London, W.C.1.; British subsidiary of the new Remington- 
Rand merger in U. S. A.; sole concessionaires in Great 
Britain and Ireland only since 1920, when Kardex first 
came on the British market. 

Selling: Through own sales force calling direct on 
prospects; all activities controlled from London office. 

Advertising: Handled by own department — chiefly 
direct mail; advertising in business journals placed 
through a British Agency in London. 


Kayser Stockings. 

Charles J. Davis, 3 Princes Street, Cavendish Square, 
London, W.1.; wholesale distributor since 1922 in Great 
Britain and Ireland only for Julius Kayser & Co., 353 4th 
Avenue, New York City. 

Selling: Distributing through retail dealers in above 
— prior to 1922 merchandise sold direct from 

Advertising: Handled through a British Advertising 
Agency in London; American showcard matter utilised in 
British market. 


Kellogg’s Corn Flakes, Etc. 

Kellogg Company of Great Britain, Ltd., 329 High Hol- 
born, W.C.1.; British Limited Company with British direc- 
torate; sole importers and distributors of the products of 
the Kellogg Sales Company, Battle Creek, Mich., in Great 
Britain and Ireland only since 1923. 

Selling: Through own sales force; distribution through 
wholesale and retail trade channels operated from terri- 
torial sales depots; all controlled from London office. First 
marketed in above territories in 1920 and distributed 
through British sales agent until 1923. 

Advertising: Handled by British Advertising Agency 
. — appropriation fixed and policy directed from 


Kelly-Springfield Motor Tyres. 
Tyre Traders, Ltd., 125-127 Euston Rd., London, N.W.1; 
British Limited Company, registered in 1924; sole con- 


cessionaires in Great Britain and Ireland only; Conti- 
nental and British Dominions territories controlled b 
independent organisations; representing the Kelly-Spring- 
field Tire Co., New York City. 

Selling: Own sales force operating through wholesale 
factors in various leading centres throughout these terri- 
tories. 

Advertising: Appropriation budgeted in the U. S. A, 
but controlled and directed by London office; placed 
through a British Advertising Agency in London. 

Progress of Business: Turnover consistently increasing 
since introduction to British market.. 


Kelvinator Refrigerators. 

Kelvinator Limited, Registerede Offices, 30-35 Drury 
Lane, W.C.2. British Limited Company; sole concession- 
aires for Great Britain and Ireland only, since September, 
1926. 

Selling: Handled for first couple of months (prior to 
above date) by London Selling Agents—a British con- 
cern. Now controlled exclusively by Kelvinator, Ltd, 
through 120 installation and service depots in Great Brit- 
ain and Ireland and Channel Islands. Operating through 
own sales force calling on “prospects” in defined zones, 
and passing enquiries and orders through accredited 
agents in territorial depots. 

Advertising: Handled by British Advertising Agency 
in London. 


Keystone Electric Vacuum Cleaner. 

Radio Vacuum Cleaners, Ltd., 15-16, Fisher Street, 
Southampton Row, London, W.C.1.; British Limited Com- 
pany registered in June 1924; covering Great Britain and 
Ireland only since introduction of merchandise in 1927; 
representing Scott & Fetzer Co., Cleveland, Ohio. 

Selling: Mainly by direct contact with “prospects” 
through own sales representatives in each area; usual 
trade channels; district offices in leading centres; all sales 
operations controlled from London office. 

Advertising: Through British Advertising Agency in 
London; all directed from London office. 


Kleinert’s Specialties. 

I. B. Kleinert Rubber Co., 7 Warwick Lane, London, 
E.C.4.; Branch House of I. B. Kleinert Rubber Co., 485 
Fifth Avenue, New York City; sole importers and distrib- 
utors in Great Britain and Ireland, the Continent of 
Europe, and to British Dominions for 35 years. 

Selling: Own sales force operating through wholesale 
facters in each territory. ; 

Advertising: Handled by British Advertising Agency in 
London. 

Progress of Business: The specialty merchandise of 
this country has made phenomenal headway in the British 
market, especially in post-war years. British women are 
becoming more receptive to “novelty ideas” in the special 
lines marketed by the Company. The Company has a 
London factory and is thus enabled to take advantage of 
the preferential tariffs for British manufactured goods in 
the overseas Dominions. 


Kodak. 

Kodak, Ltd., Kingsway, W.C.2. Private British Limited 
Company; sole concessionaires since foundation of Regis- 
tered Company in 1898 for Great Britain and Ireland, the 
Continent of Europe, Africa, India and Egypt. 

Selling: Kodak products have been marketed in Great 
Britain for 40 years — first under the control of the East- 
man Dry Plate and Film Co., up to 1898. Kodak, Ltd., 
now control entire selling organisation from London, with, 
generally speaking, separate offices and sales staffs in 
leading overseas centres, and operating directly through 
accredited dealers. . 

Advertising: Controlled direct by own Advertising De- 
partment, but handled through British Advertising Agency 
in London. 


Kotex. ” 
Kotex, Ltd., 28 Eagle Street, London, W.C.1.; British 
Limited Company, formed in 1927 to market and distribute 
Kotex specialties in Great Britain and Ireland. _ 
Selling: Operated through own sales force direct to 
wholesale and retail channels. at 
Advertising: Handled by an American Advertising 
Agency in London. 
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Lady Pepperell Sheets and Pillow Cases, Etc. 

Lawrence & Co. (G. R. Hoare, Agent), 39, Alderman- 
bury, London, E.C.2.; selling agent in Great Britain and 
Ireland since 1926 for Lawrence & Co., 89, Franklin Street, 
Boston, Mass., on behalf of the above lines of Lady Pep- 
perell merchandise, made by the Pepperell Manufacturing 
Co., Biddeford, Maine. 

Selling: All directed from London office and operated 
through wholesale channels only. 

Advertising: Handled through a British Advertising 
Agency in London and paid for by American manufac- 
turers. 


Leggett’s Premier Pure Food Products. 

Fassett & Johnson, Ltd., 86 Clerkenwell Road, London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland, and South Africa for 3 years; 
representing Francis H. Leggett & Co., N. Y. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Libby Products. 

Libby, McNeill & Libby, Ltd., 8, Great Tower Street, 
London, E.C.3.; British Limited Company, registered in 
1907; prior to that date products sold through British sell- 
ing agent for 20 years; covering Great Britain and Ire- 
land only; British selling organisation since above year 
for the products of Libby, McNeill & Libby. 

Selling: Through own sales force, with sales depots in 
all chief ports; all sales operations controlled from Lon- 
don office. 

Advertising: Prepared and directed by own advertising 
department, and placed through a British Advertising 
Agency in London. 


Library Bureau (Card Filing System). 

Library Bureau, Limited, 125 High Holborn, London, 
W.C.1.; British subsidiary of the Library Bureau of New 
Jersey, N. J., and a unit of the new Remington-Rand 
merger in the U. S. A.; sole concessionaires in Great 
Britain and Ireland only. 

Selling: Through own sales force calling direct on 
prospects; all activities controlled from London office. 
Advertising: Handled by own department — chiefly 
direct mail; advertising in business journals placed 
through a British Agency in London. 


Liquid Veneer. 

Fassett & Johnson, Ltd., 86, Clerkenwell Road, London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland and Australia for 10 years; rep- 
resenting the Liquid Veneer Co., Ltd. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). , 

Advertising: All handled through British Advertising 
Agency in London. 


Marmon Motor Car. 

Pass and Joyce, Ltd., 24 Orchard Street, London, W.1. 
(Marmon Car Depot); Head Office—373 Euston Road, 
London, N.W.1.; sole concessionaires in Great Britain and 
Leland only since 1924, when the Marmon first came on 
the British market; representing the Marmon Motor Car 
Co., Indianapolis, Ind. 

Selling: Direct to public from own London showrooms 
and through accredited sub-agents in different centres. 

Advertising: Liberal appropriation handled through a 


London Advertising Agency in London and directed by 
ondon sales office. 


“Mastex” Building Board (Insulating). 

Macandrews and Forbes, Ltd., Bush House, Aldwych, 
London, W.C.2.; British Limited Company, registered in 
1908; sole distributors -since introduction to European 
market in 1927; covering Great Britain and Ireland and 


Continent of Europe; representing Macandrews and Forbes 
Company, Inc., New York City. 

Selling: Through own sales force operating through 
wholesale and retail factors in building trades; also direct 
to large consumers; all controlled from London. 

Advertising: Handled by own department in London; 
only trade journals used. 


Mennen (Shaving Cream, Talcum, etc.). 

Fassett and Johnson, Ltd., 86, Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland only since 1916; representing 
the Mennen Co., Newark, N. J. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Mission Pure Fruit Juices. 

Fassett & Johnson, Ltd., 86, Clerkenwell Road, London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland only since January, 1928; rep- 
resenting the California Crushed Fruit Corporation. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. - 


Monroe Calculating Machine. 

Monroe Calculating Machine Co., Ltd., Bush House, 
Aldwych, London, W.C.2. Subsidiary British Co. of Amer- 
ican house; sole concessionaires for Great Britain and 
Ireland, and functioning as European Headquarters, with 
Sales Director for Europe. 

Selling: Complete control of own sales-force in home 
market — calling direct on “prospects.” 

Advertising: Controlled and placed direct; have found 
direct-mail selling methods give the best results. 


Mulsified Cocoanut Oil Shampoo. 

Fassett and Johnson, Ltd., 86, Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland, and British Dominions (exclud- 
ing Canada) for 6 years. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Multigraph. 

International Multigraph Company (Britain) Ltd., 15-16 
Holborn Viaduct, E.C.1.; British Limited Company; sole 
selling agents for Multigraph equipment in Great Britain 
and Ireland since 1907; representing the American Multi- 
graph Sales Co., Cleveland, 0.; of the directorate 5 are 
British and 1 American. 

Selling: Operating through own direct sales force and 
chain of 11 branch offices in leading centres, selling direct 
to “prospects”. The South of England is covered as.a 
territory directly from London headquarters; all sales 
operations controlled from London. 

Advertising: Handled through a British Advertising 
Agency in London. 


Multipost Stamp Affixer. 

Merkham Trading Co., Ltd. (Est. 1908), Bush House, 
London, W.C.2.; sole concessionaires for Great Britain and 
Ireland since 1912. 

Selling: Through own salesmen, through the station- 
ery trade, and direct by mail. 

Advertising: Chiefly by direct mail and in trade jour- 
nals; controlled and handled direct by sole concessionaires. 


Musterole. 

Thos. Christy and Co., 4-12 Old Swan Lane, London, 
E.C.4., with Branch Houses in Paris and Antwerp. Sole 
European Distributors for Musterole since 1920. 

Selling: Operating through own. sales staff in each 
territory; all directed from London. 
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Advertising: Handled by an American Advertising 
Agent in London; supervised by Thos. Christy & Co., but 
paid for by manufacturers in U. S. A. through their Amer- 
ican Advertising Agency’s New York Office. 


National Cash Registers, Supplies and Accessories. 

The National Cash Register Co., Ltd., 225 Tottenham 
Court Rd., London, W.1.; British Limited Company, regis- 
tered November, 1895; previously handled through agents 
for 10 years; covering Great Britain and Ireland only; 
British selling organisation for the National Cash Regis- 
ter Company, Dayton, Ohio, U. S. A. 

Selling: Operating through own sales force in above 
territories; all. controlled from London. 

Advertising: Mainly through own department; partially 
through British Advertising Agency in London; wholly 
controlled and paid for by London end. 


Odo-Ro-No. 

Fassett and Johnson, Ltd., 86 Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland and South Africa since 1924. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through American Advertis- 
ing Agency in London. 


O’Sullivan Rubber Heels. 

O’Sullivan Rubber Co., 103 St. John Street, London, 
E.C.1.; British Sales depot for above products; covering 
Great Britain and Ireland for 15 years. 

Selling: Prior to 1912 O’Sullivan Rubber Heels were 
marketed in above territories by the B. F. Goodrich Co.; 
now handled through own subsidiary sales force directed 
from London. 

Advertising: Only trade journals utilised; handled 
through British Agency in London. 


Packard Cars. 

W. C. Gaunt Co., 197, Piccadilly, London, W.1. Private 
British Company formed in 1920; Sole Concessionaires in 
Great Britain and Ireland only since 1918; representing 
Packard Motors Export Corporation, 1861 Broadway, New 
York City; Packard Cars first introduced to British Mar- 
ket in 1914. 

Selling: Through accredited sub-agents in above terri- 
tories. 

Advertising: Handled by British Advertising Agency 
in London. 


Packer’s Pine Tar Soap, Etc. 

J. C. Gambles & Co., Ltd., 215 Blackfriars Rd., Lon- 
don, S.E.1.; Branch house in Dublin; Ireland; British Lim- 
ited Company; sole importers and distributors in Great 
Britain and Ireland only since 1922; representing the 
—" Manufacturing Co., 116 W. 32nd Street, New York 

ity. - 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical and Hairdressing trade chan- 
nels; all controlled from London. 

Advertising: Appropriation allotted in U.S. A., planned 
and directed from London office, and placed through a 
British Advertising Agency in London. 


Paige Motor Car. 

Paige-Jewett Cars, Ltd., 111 Grosvenor Rd., London, 
S.W.1.; British Limited Company; registered in 1923; 
sole concessionaires since that year for Paige Motor Cars 
in Great Britain and Ireland only; representing the Paige- 
Detroit Motor Car Company, Detroit, Mich. 

Selling: Through accredited agents in leading centres; 
all controlled from London. 

Advertising: Handled through a British Advertising 
Agency in London, and controlled entirely from London. 


Palmolive Soap. 
Palmolive Company (of England), Ltd., 21 Eagle Street, 
W.C.1.; British Limited Company formed in 1913, when 


Palmolive Soap was first launched on the British market; 
covering Great Britain and Ireland only. 
Selling: Controlled wholly from London through own 
sales staff operating through 7 territorial sales depots, 
Advertising: Handled by an American Advertising 
Agency in London. 


The Panatrope (Electrically-operated Gramophone and 
Wireless Reproducing Instrument). 

British Brunswick, Ltd., 34 George Street, Hanover 
Square, W.1.; Incorporated in September, 1926, as a Pri- 
vate Company and is now a Public Company; sole conces- 
sionaires for Great Britain and Ireland only for the 
Brunswick-Balke-Collander Company, Chicago. The in- 
strument is made in Great Britain by the British Thom- 
son-Houston Co., Ltd., for the British market. 

Selling: The special Cinema Model is sold through 
cinema trade accredited agents in each district. Other 
models sold through retail trade channels. All controlled 
direct from London office. 

Advertising: Through a British Advertising Agency in 
London. 

Progress of Business: The British Brunswick Limited 
holds under licence the exclusive selling rights for the 
above territories from the British Thomson-Houston Co., 
Ltd., for 5 years from September, 1926, for the assembly 
and sale of the Panatrope. Under the licence the Com- 
pany agrees to buy exclusively from the B. T. H. Co. all 
its requirements in respect to the special B. T. H. appara- 
tus for the Panatrope. 


Peerless Motor Cars. 

Bertram Alvarez, Ltd., Berkeley Street, London, W.1. 
(now amalgamated with Warwick Wright Ltd., 150 New 
Bond Street, London, W.1., who also handle the Stutz 
Car. —q.v.); the amalgamation of these concerns took 
place after B. Alvarez, Ltd., had obtained the Peerless 
Car Agency; representing in Great Britain and Ireland 
only the Peerless Motor Car Corporation, Cleveland, Ohio. 

Selling: Through own sales organisation, with show- 
rooms at above address. 

Advertising: Handled through Warwick Wright’s own 
Advertising Department, for Technical Press; General 
— advertising through British Advertising Agency in 

ondon. 


Pepsodent. 

The Pepsodent Co., 42 Southwark Bridge Road, London, 
S.E.1.; branch office of the Pepsodent Company, 1104 S. 
Wabash Avenue, Chicago; marketing Pepsodent in Great 
Britain and Ireland, the Continent of Europe since 1920, 
on first introduction to European market. 

Selling: Own sales force operating through wholesale 
= retail pharmaceutical trade; all controlled from Lon- 

on. 

Advertising: Through an American Advertising Agency 
in London; appropriation fixed in U. S. A. in conjunction 
with European headquarters in London. 


Pond’s Extract and Creams. 

Pond’s Extract Co., Manufacturing Chemists, 103 St. 
John Street, London, E.C.1. British subsidiary Company 
covering Great Britain and Ireland and Egypt; established 
in Great Britain for 45 years. ; 

Selling: Through own sales force and representatives 
in above markets; all directed from London. : 

Advertising: Handled through British Advertising 
Agency in London. 


Quaker Oats (Oatmeal, Flour and Cereal Products). 

Quaker Oats, Ltd., 11-12 Finsbury Square, London, 
E.C.2.; British Limited Company registered in 1899; sole 
importers and marketers of all the products of the Quaker 
Oats Company, Chicago, in Great Britain, Irish Free 
State, Spain, Portugal, and Malta; the products are 
Quaker Oats, Quick Quaker Oats, Quaker (Brand) Puffed 
Rice, Quaker (Brand) Puffed Wheat, Milkaroni, Muffets, 
a“ Jemima Pancake Flour, and Ful-O-Pep Poultry 

oods. 

Selling: Through usual wholesale and retail channels; 
the British Company also sells certain goods manufactured 
in Great Britain to Quaker Oats (France) and to the 
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Quaker Oats Company in various parts of Europe; all 
sales activities are controlled from London. 

Advertising: All press advertising is handled by a 
British Advertising Agency in London; certain other kinds 
of advertising are placed direct. 


Remington Cash Register. 


Remington Cash Register Sales Company, Ltd., Bush — 


House, Aldwych, London, W.C.2.; British Limited Company 
registered in October, 1925; sole concessionaires since in- 
troduction of Remington Cash Register to British market 
in that year; covering Great Britain and Ireland only; 
representing the Remington Cash Register Co., Ine., 
Broadway, New York. 

Selling: Through own sales force operating through 
16 depots in leading centres in Great Britain and Ireland, 
selling direct to users; all controlled from London office. 

Advertising: Handled by an American Advertising 
Agency in London; planned and directed from London 
office. 


Remington Guns, Rifles, and Ammunition. 

Remington Arms Union Metallic Cartridge Co., Ltd., 
Bush House, Aldwych, London, W.C.2.; Works — Brims- 
down, Middlesex; British Limited Company registered 35 
years ago; covering Great Britain and Ireland, and Conti- 
nent of Europe; representing the Remington Arms Co., 
Inc, Broadway, New York City; with the exception of 
sporting cartridges, which are manufactured at Brims- 
down, all other Remington Arms products are imported 
from the U. S. A. 

Selling: Through own sales force operating through 
wholesale and retail factors in the gun trade; branch 
depots in Glasgow, and Dublin, Ireland. 

Advertising: Handled by a British Advertising Agency 
in London; controlled entirely from London office. 


Remington Typewriter. 

Remington Typewriter Co., Ltd., 100, Gracechurch 
Street, London, E.C.38.; British Limited Company formed 
and registered in 1912 to take over branch of American 
Co. opened in 1886; covering Great Britain and Ireland 
only; there are separate companies or dealerships for 
each individual country of the world; representing the 
oe Typewriter Co., 374 Broadway, New York 
ity. 

Selling: Through own sales force calling direct on 
prospects; own sales depots in all principal British and 
rm provincial centres; activities controlled from London 

ce. 

Advertising: Prepared and directed by own Advertis- 
ing Department placed through a British Advertising 
Agency in London. 


Reo Motor Cars. 

Harris and Hasell, Ltd., 79 Pentonville Road, London, 
N.1.; British Limited Co.; sole concessionaires in Great 
Britain and Ireland for Reo Cars and Coaches since 1923; 
representing the Reo Motor Car Co., Lansing, Michigan. 

Selling: From London Sales depot, and through district 
sub-agents throughout the above territories; all directed 
from London; first marketed in 1915 through another Brit- 
ish sales agency. 

Advertising: Handled direct up to 1927; from 1928 will 
be handled by a British Advertising Agency in London 
iM conjunction with the manufacturers’ Advertising 
oor in U. S. A.; appropriation fixed and met by 


Richard Hudnut’s Toilet Requisites. 

Fassett and Johnson, Ltd., 86 Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Iveland only since 1922; representing 
Richard Hudnut, 118 W. 18th Street, New York City. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

_ Advertising: These specialties are merchandised only 
In above territories; general advertising is not utilised. 


Rotarex Electric Vacuum Cleaners, Ironers and Washers. 
Duncan Watson & Co., 61 and 62 Berners Street, Lon- 
don, W.1. British Company; sole importers and distrib- 


utors of above appliances in Great Britain and Ireland 
only; the Rotarex Vacuum Cleaner since 1923; the Rotarex 
Ironers and Washers for 8 years; representing the Apex 
a Manufacturing Co., 1067 E. 152nd Street, Cleve- 
land, O. 

Selling: Own sales force operating through wholesale 
factors and retail dealers in electrical trade in different 
centres; also own retail shop at above London address. 

Advertising: Handled by a British Advertising Agency 
in London. 


Royal Typewriters. 

Visible Writing Machine Co., Ltd., British Limited Com- 
pany, 75 and 75a Queen Victoria Street, London, E.C.4.; 
registered in 1908. British selling organisation of the 
Royal Typewriter Co., Inc., New York City; sole conces- 
sionaires in Great Britain and Ireland only since 1908, 
when “Royals” first came on British market. 

Selling: Through own sales force operating from 10 
branch offices and many sub-agents in leading centres. All 
controlled from London sales headquarters. 

Advertising: Through a British Advertising Agency in 
London; handled and paid for by London headquarters. 


Ruberoid (Roofings, Felts, Dampcourses, Etc.). 

The Ruberoid Company, Ltd., Lincoln House, 296 High 
Holborn, London, W.C.1.; British Limited Company (pri- 
vate) registered in 1926; covering Great Britain and Ire- 
land and British Dominions (excluding Canada) since that 
year; representing the Ruberoid Co., New York City. 

Selling: Own sales force operating through wholesale 
factors in each centre; four branch offices in Great Britain 
and Ireland and representatives in other centres. Selling 
in Dominions through accredited agents in principal cen- 
tres. All operations controlled from London. 

Advertising: Handled by a British Advertising Agency 
in London. 

Progress of Business: Ruberoid products have been 
marketed in Great Britain and Ireland since 1894; from 
that year until 1906 the trade was handled through a sole 
agent for Great Britain and Ireland only. Since 1906 the 
——— have had their own factory at Brimsdown, Mid- 

esex. 


Servel Refrigerators. 

Servel, Limited, Broadway Buildings, Westminster, Lon- 
don, S.W.; British Limited Company, formed in 1926 
simultaneously with launching of product in European 
market. Covering Great Britain and Ireland and whole 
of Continent of Europe. 

Selling: Directed entirely from London office and oper- 
ating through own sales force calling directly on “pros- 
pects”; branch depots in leading centres; sold through 
authorised dealers through whom all territorial business 

asses. 

7 Advertising: Controlled from London and handled by 
British Advertising Agency in London. 


Simmons’ Beds, Springs, Mattresses, Etc. 

Simco, Limited, 56 Rathbone Place, London, W.1.; Brit- 
ish Limited Company; selling organisation of the Sim- 
mons Company, New York; covering Great Britain and 
Ireland only since 1923; own factory for springs and mat- 
tresses in Shand Street, London, S.E.1., since 1927. 

Selling: Operated by own sales force through whole- 
sale furnishing trade houses only; sales policy directed 
from U. S. A. headquarters in conjunction with British 
Company. 

Advertising: Controlled and paid for by American 
parent Company and handled through a British Advertis- 
ing Agency in London. 


Singer Sewing Machines. 

Singer Sewing Machine Co., Ltd., 42-43 St. Paul’s 
Churchyard, London, E.C.4.; British Limited Company, 
registered in 1905; marketing in Great Britain and Ire- 
land only the products of the Singer Manufacturing Com- 
pany, New York City. 

Selling: Exclusively through own retail sales depots 
in Great Britain and Ireland, of which there are over 950, 
including 70 in the London area. The Company also oper- 
ates through its own outdoor sales force calling directly 
on prospects. Singer Sewing Machines have been on the 
British market for 70 years, and were sold before 1905 
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through a British branch Company of the American 
parent Company. 

Advertising: Controlled and prepared by own London 
department, and placed through a British Advertising 
Agency in London. 


Sloan’s Liniment (Human and Veterinary). 

Fassett and Johnson, Ltd., 86 Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland, part of the Continent of Europe, 
and British Dominions (excluding Canada) for 25 years. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). ’ 

Advertising: All handled through British Advertising 
Agency in London. 


L. C. Smith & Corona Typewriters. 

L. C. Smith & Gorona Typewriters, Ltd., Aldwych House, 
London, W.C.2.; incorporating L. C. Smith and Brothers 
Typewriter Co., Ltd. and Corona Typewriter Co., Ltd.— 
merged September, 1926; sole concessionaires for Great 
Britain and Ireland only; previously operating in these 
territories as two separate British Companies—L. C. 
Smith machines for 20 years; Corona since 1916. 

Selling: Through own sales force, with branches and 
agencies in principal centres; all controlled from London 
Headquarters; Mr. Sydney R. Price, Director and Sales 
Manager. 

Advertising: Through British Agency in London. 

Progress of Business: L. C. Smith sales continually 
ascending; up 75% in September, 1927, over August, 1927, 
and a general tendency to rise all round. Despite keen 
competition the Corona is holding the field strongly in 
portable typewriters. 


Squibb’s Dental Cream and Toilet and Pharmaceutical 
Preparations. 

J. C. Gambles & Co., Ltd., 215 Blackfriars Road, Lon- 
don, S.E.1.; Branch house in Dublin, Ireland; British Lim- 
ited Company; sole importers and distributors for Great 
Britain and Ireland only since 1924; representing E. R. 
Squibb and Sons, New York. 

Selling: Own sales force through usual trade channels, 
plus ethical work among the dental and medical profes- 
a in all centres; all directed from London Headquar- 

rs. 

Advertising: Appropriation allotted in U.S. A., planned 
and directed from London office, and placed through a 
British Advertising Agency in London. 


Stacomb (Hair Fixative). 

Fassett and Johnson, Ltd., 86 Clerkenwell Rd., London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland only since 1924. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


Stanley Butts, Hinges, etc., for Builders and Cabinet- 
makers. 

The Stanley Works (Great Britain) Ltd., 35-37 Upper 
Thames Street, London, E.C.4.; British Limited Company, 
registered in 1922; coverine Great Britain and Ireland 
only since that year; previously handled in same markets 
by general factors for many years; representing Stanley 
Works, 100 Lafayette Street, New, York City and New 
Britain, Conn., U. S. A. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident repre- 
sentatives in principal centres; all sales activities con- 
trolled from London. 

Advertising: Handled and placed by own advertising 
department; only trade and technical mediums used. 


Stanley Carpenters Tools of All Kinds. 

The Stanley Works (Great Britain) Ltd., (Stanley Rule 
and Level Dept.), 35-37 Upper Thames Street, London, 
E.C.4. British Limited Company, registered in 1922; cov- 


ering Great Britain and Ireland only since that year; pre- 
viously handled in same markets by general factors for 
many years; representing Stanley Works, 100 Lafayette 
Street, New York City and New Britain, Conn., U. S. A. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident repre- 
sentatives in principal centres; all sales activities con- 
trolled from London. 

Advertising: Handled and placed by own advertising 
department; only trade and technical mediums used. 


Starrett Precision Tools and Hacksaw Blades. 

L. S. Starrett Co. (Great Britain) Ltd., 35-37 Upper 
Thames Street, London, E.C.4.; British Limited Company, 
registered in 1918; covering Great Britain and Ireland, 
and all European Countries since 1918, previously handled 
by general factors in same markets for very many years; 
representing L. S. Starrett Co., Athol, Mass., U.S. A. 

Selling: Through own sales force calling upon whole- 
salers and retailers in above territories; resident repre- 
sentatives in principal centres; all sales activities con- 
trolled from London. 

Advertising: Handled and placed by own advertising 
department; only trade and technical mediums used. 


Stetson Hats. 

John B. Stetson Company, 70 New Bond Street, London, 
W.1.; British sales depot and showrooms for the John B. 
Stetson Company of Philadelphia; covering Great Britain 
and Ireland only. 

Selling: Operating in these territories through present 
showrooms since 1920; Stetson hats have been sold in 
Great Britain and Ireland for over 40 years, through 
direct representation in these markets. 

Advertising: Handled through a British Agency in Lon- 
don, but controlled from U. S. A. as to appropriation. 

Progress of Business: Stetson Hats have secured a 
large and steadily increasing volume of business in these 
territories, in which the Company has over 200 trade 
accounts. 


Stewart Speedometers and Motor Accessories. 

Cooper Stewart Engineering Co., Ltd., Stewart House, 
136-137 Long Acre, London, W.C.2.; British Limited Com- 
pany, registered in 1911; previously operating from 1906 
as the Chicago Flexible Shaft Co.; sole concessionaires 
and official service station for Stewart Speedometers in 
Great Britain and Ireland only; representing Stewart 
Warner Speedometer Corporation, 1826-1852 Diversey 
Boulevard, Chicago, in these territories for 20 years. 

Selling: Own sales force operating through wholesale 
and retail trade channels. 

Advertising: Handled by a British Advertising Agency 
in London. 


Stutz Motor Car. 

Warwick-Wright, Ltd., 150 New Bond Street, London, 
W.1.; British Limited Company; sole concessionaires for 
Great Britain and Ireland for the Stutz Car since 1926, 
when first introduced on British market; representing the 
Stutz Motor Car Co., of America, Indianapolis. 

Selling: Through own sales organisation, with show- 
rooms at above address; Warwick-Wright, Ltd., are Motor 
Car Agents for several firms. 

Advertising: Handled through Warwick Wright’s own 
Advertising Department, for Technical Press; General 
“eo advertising through British Advertising Agency In 

ondon. 


Sundstrand Adding Machine. ; 
Sundstrand Adding Machines, Ltd., British Limited 
Company; sole selling agency for Great Britain and Ire- 
land only, since entry to these markets 6 years ago. 
Selling: Through own sales representatives direct to 
“prospects” in each territory. Pict 
Advertising: All handled direct by own organisation; 
only direct-mail methods used. 


Sun-Maid Raisins. 

Producers’ International Sales Association, Ltd., 59 
Eastcheap, London, E.C.3. British Limited Company, with 
7 American and 2 British Directors. Sole Distributors for 
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Great Britain and Ireland, and Continental Europe of Sun- 
Maid Raisins since 1922. 

Selling: Through own direct sales force, with local 
offices and sales staffs in different leading centres. The 
Irish market is handled through a Dublin broker, with 
wholesale distributing depots in various centres, but the 
overhead control is contred in the London offices, whence 
supplies are also drawn. : 

Advertising: Through an American Advertising Agency 
in London. 

Progress of Business: Has been phenomenal; starting 
in 1922 the British market was dominated by 1925. Vig- 
orous sales methods and liberal advertising from the start. 


Swift’s Products (Meat, etc.). 

Swift & Company, Ltd., 58 W. Smithfield, London, 
E.C.1.; British Limited Company, registered in 1891; mar- 
keting organisation of Swift and Company, Chicago, as a 
British concern for 37 years in Great Britain and Ireland 
only, but the firm’s products have been sold in these terri- 
tories for over 50 years; previous to the formation of the 
Limited Company they were marketed through agents. 

Selling: There are over 100 branches and sales depots 
in Great Britain and Ireland, and the sales operations are 
handled by the Company’s own sales force. 

Advertising: Handled through an American Advertis- 
ing Agency in London. 

Tanglefoot Fly-Papers. 

Newbery’s Agency (Francis Newbery & Sons, Ltd.), 
31-33 Banner Street, London, E.C.1.; Branches —Cardiff 
and Liverpool; British Limited Company; established as 
Newbery’s in 1746; sole importers and distributors in 
Great Britain and Ireland and the Continent of Europe 
since 1924; representing the Tanglefoot Company. 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical channels; all controlled from 
London office. 

Advertising: Appropriation fixed and met by U. S. A., 
and handled by a British Advertising Agency in London 
under direction of Newbery’s Agency. 


Testrite Hydrometers. 

S. Guiterman & Co., Ltd., 35 and 36, Aldermanbury, 
London, E.C.2.; British Limited Company established in 
Great Britain as a branch of the Guiterman Co., Inc., a 
Limited Company in 1899; covering Great Britain ‘and 
Ireland since 1926, on behalf of the Testrite Instrument 
Co., New York. 

Selling: Sales are principally made by the Company’s 
own selling staff through wholesalers. 

Advertising: Directed entirely by London House and 
handled by their own Advertising Manager. 


Thor Electric Automatic Ironers. 

Hurley Machine Company, Oxford Circus House, 245, 
Oxford Street, London, W.1.; British selling organisation 
of the Hurley Machine Co., Chicago; covering Great Brit- 
ain and Ireland and Continent of Europe since 1922, when 
above separate organisation was formed. 

Selling: For 5 years prior to above date sold through 
sole concessionaires; now through own sales force for the 
trade and through the trade; sales representatives call 
direct on prospects and orders are executed through re- 
gional dealers; district sales offices in leading centres; all 
sales activities directed from London headquarters. 

_ Advertising: Controlled and planned by own Advertis- 


‘Ing Department and placed through a British Advertising 


Agency in London; appropriation met and scheduled by 
London office under supervision of U. S. A. headquarters. 

Progress of Business: Marked sales developments in 
past five years necessitating great increase in sales staff 
and office extensions. 


Thor Electric Appliances. 

Hurley Machine Company, Oxford Circus House, 245, 
Oxford Street, London, W.1.; British selling organisation 
of the Hurley Machine Co., Chicago; covering Great Brit- 
ain and Ireland and Continent of Europe since 1922, when 
above separate organisation was formed. 

Selling: For 5 years prior to above date sold through 
sole concessionaires; now through own sales force for the 
trade and through the trade; sales representatives call 
direct on prospects and orders are executed through re- 
gional dealers; district sales offices in leading centres; all 
Sales activities directed from London headquarters. 

_ Advertising: Controlled and planned by own Advertis- 
Ing Department and placed through a British Advertising 


Agency in London; appropriation met and scheduled by 
London office under supervision of U. S. A. headquarters. 
Tobasco Sauce. 

Fassett & Johnson, Ltd., 86 Clerkenwell Road, London, 
E.C.1.; British Limited Comany; sole distributors for Great 
Britain and Ireland only since 1920; representing Mclll- 
henny, Avery Island, La. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through British Advertising 
Agency in London. 


United States Playing Card Co. 

L. G. Sloan, Ltd., “The Pen Corner”, Kingsway, Lon- 
don, W.C. Private British Limited Co.; sole concession- 
aires for Great Britain and Ireland since 1927. 

Selling: Through own sales force direct to retailers, all 
directed from London. 

Advertising: Handled by British Advertising Agency 
in London, under exclusive control of L. G. Sloan, Ltd. 


“Universal” Electric Appliances. (Vacuum Cleaners, etc.). 

L. G. Hawkins & Company, Ltd., 30-35, Drury Lane, 
London, W.C.2.; British Private Limited Company, estab- 
lished in 1911; sole concessionaires for “Universal” electric 
appliances in Great Britain and Ireland and the Continent 
of Europe since 1918. 

Selling: Through own sales force operating through 
wholesale factors and retail dealers; own sales representa- 
tives in each area covered. Prior to 1918 merchandise 
marketed through individual agents. 

Advertising: Directed from London office and handled 
by British Agency in London. 

Progress of Business: Specialisation on quality mer- 
chandise exclusively has built L. G. Hawkins’ business 
“from nothing” at the outset till its turnover now approx- 
imates £250,000 ($1,250,000). 


Vacuum Oils. 

Vacuum Oil Co., Ltd., Caxton House, Westminster, 
S.W.1. British Limited Company, sole marketers for 
Vacuum Oil Co., New York, U. S. A., in Great Britain and 
Ireland only since formation of British Company in 1901. 

Selling: Prior to 1901 products were marketed in Great 
Britain and Ireland through British Branch Office of Amer- 
ican parent Company from 1885. British Company now 
entirely self-contained. Operating through own sales 
force directed from London headquarters, with Branch 
offices and stores in 13 leading centres, and separate manu- 
facturing plants in London and Birkenhead (Cheshire). 

Advertising: Controlled by own Advertising Depart- 
— and placed by British Advertising Agency in Lon- 

on. 


Valor Perfection Oil Cookstoves. 

Anglo-American Oil Co., Ltd., 36 Queen Anne’s Gate, 
London, S.W.1.; British Limited Company operating in 
British market for over 40 years; sole concessionaires in 
Great Britain and Ireland only for Valor-Perfection Oil 
Cookstoves, heaters, and water-heaters for more than 30 
years, when the merchandise was introduced; represent- 
ing the Perfection Stove Co., Inc., Cleveland, Ohio. 

Selling: These goods are distributed wholesale by the 
Anglo-American Oil Co., Ltd., and retailed by the hard- 
ware trade exclusively. 

Advertising: The extensive advertising is carried out 
by the Advertising Department of the Anglo-American 
Oil Co., Ltd., in conjunction with a British Advertising 
Agency in London. In addition to campaigns in newspa- 
pers and periodicals cooking demonstrations are carried 
out at agricultural shows; domestic service schools, etc. 
Advertising appropriation planned and paid for by British 
concessionaires. 


Vibro Dental Products. 
S. S. White Co. of Great Britain, Ltd., 126 Great Port- 
land Street, London, W.1.; British Limited Company reg- 
istered in 1919; sole concessionaires in Great Britain and 
Ireland only since 1923 for Vibro Dental Products, Inc., 
Philadelphia. ; 
_Selling: Through factors and also direct to the profes- 
sion. 
Advertising: Mainly of direct-mail character to the 
— trade and profession; all handled direct from Eng- 
and. 
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Vick Brand Vapour-Rub. 

Newbery’s Agency (Francis Newbery & Sons, Ltd.), 
31-33 Banner Street, London, E.C.1.; Branches — Cardiff 
and Liverpool; British Limited Company, established as 
Newbery’s in 1746; sole importers and distributors of Vick 
Brand products in Great Britain and Ireland, and Conti- 
nent of Europe since 1928, on first introduction to Euro- 
pean market; representing Vick Chemical Co., Greens- 
boro, N. C., U.S. A 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical channels; all controlled from 
London office. 

Advertising: Appropriation fixed and met by U. S. A., 
and handled by a British Advertising Agency in London 
under direction of Newbery’s Agency. 


Walk-Over Shoes. 

Geo. E. Keith British Stores, Ltd., (trading as Walk- 
Over Shoe Company) covering Great Britain and Northern 
Ireland; Head Office 372 Oxford Street, London, W.1. On 
the Continent of Europe under the title of Geo. E. Keith 
French Stores, Inc., (trading as Walk-Over Shoe Com- 
pany), the territory in France and Belgium is covered — 
Headquarters 34, Bvd. des Italiens. Both the French and 
British Companies represent the Geo. E. Keith Company 
of Brockton, Mass., U. S. A. 

Selling: Both the United Kingdom and Continental 
Companies are controlled by a General Manager at 372, 
Oxford Street, London; merchandise marketed in Great 
Britain since 1899; on the Continent since 1906. 

Advertising: Through own Advertising Department as 
to control and preparation. 


Waltham Watches, etc. 

H. A. Hudson, 26 Holborn Viaduct, London, E.C.1.; sole 
agent in Great Britain and Ireland only for Waltham 
Watches, Clocks and Speedometers since 1923; represent- 
ing the Waltham Watch and Clock Co., Waltham, Mass. 

Selling: Prior to 1923 for some years the merchandise 
was marketed in these territories by the Waltham Watch 
Co., Ltd., a British Limited Company, and for some time 
previously by Robins and Appleton (a subsidiary of the 
parent company) as sole distributors. Waltham Watches 
are distributed through accredited wholesale factors only. 
j er Handled by a British Advertising Agency 
in London. 


Waterman’s Ideal Fountain Pen. 

L. G. Sloan, Ltd., “The Pen Corner”, Kingsway, London, 
W.C.2. Private British Limited Company, importing and 
distributing Waterman’s Fountain Pens as sole concession- 
aires for over 25 years; covering Europe and British Do- 
minions (except Canada). 

Selling: Through own selling staff in Great Britain 
and Ireland direct to retailers and, to small extent, 
through wholesalers. Control overseas depots, with Resi- 
dent Managers and selling staffs. 

Advertising: Home and Overseas Advertising handled 
by British Advertising Agency in London, and controlled 
direct by L. G. Sloan, Ltd. 

Progress of Business: Consistent progress each year; 
especially in post-war period. Attributed to high quality 
merchandise and persistent advertising. 


Welch’s Grape Juice. 

Fassett & Johnson, Ltd., 86 Clerkenwell Road, London, 
E.C.1.; British Limited Company; sole distributors for 
Great Britain and Ireland, Australia and New Zealand for 
4 years. 

Selling: Through own sales force in each centre under 
control of separate managers; all directed from London 
headquarters. Branch offices in Australia (Sydney) and 
South Africa (Cape Town). 

Advertising: All handled through -British Advertising 
Agency in London. 


Well’s Rat Killer (“Rough on Rats”). 

Newbery’s Agency (Francis Newbery & Sons, Ltd.), 
31-83 Banner Street, London, E.C.1.; Branches—Cardiff 
and Liverpool; British Limited Company; established as 
Newbery’s in 1746; sole importers and distributors in 
Great Britain, and Ireland, and the Continent of Europe 
since 1910; representing E. S. Wells. 

Selling: Own sales fcrce operating through wholesale 
and retail pharmaceutical channels; all controlled from 
London office. 


Advertising: Appropriation fixed and met by U. S. A., 


and handled by a British Advertising Agency in London 
under direction of Newbery’s Agency. 


White Mountain Ice-Cream Freezers. 

S. Guiterman & Co. Ltd., 35 and 36 Aldermanbury, Lon- 
don, E.C.2.; British, Limited Company established in Great 
Britain as a branch of the Guiterman Co. Inc., 35 South 
William Street, New York, in 1876; formed into a Lim. 
ited Co. in 1899 on behalf of the White Mountain Freezer 
Co., Nashua, N. H., U. S. A. 

Selling: Sales are made principally by the Company’s 
own selling staff through wholesalers. 

Advertising: Directed entirely by London House and 
handled by their own Advertising Manager. 


Williams’ Shaving Soap. 

The J. B. Williams Co., 103 St. John Street, London, 
E.C.1.; Branch office of the J. B. Williams Co. (of Glas- 
tonbury, Conn., U. S. A.); covering the market in Great 
Britain and Ireland only; operating on this basis for 40 
years. 

Selling: Sales organisation controlled from London; 
own sales force calling on trade. 

‘ — Handled by British Advertising Agency in 
ondon. 


Winchester Rifles, Guns, and Ammunition. 

London Armoury Co., Ltd., 31 Bury Street, London, 
S.W.1.; British Limited Company registered in 1904; prior 
to that date trading as James Kerr and Co. from 1854; 
sole distributors in Great Britain and Ireland since 1875 
for the Winchester Repeating Arms Co., New Haven. 

Selling: Through wholesale and retail trade in terr- 
tories covered; also direct to the public from own shop at 
above address. 

Advertising: Through British Advertising Agency in 
London and partly direct. 


Woodbury’s Facial Soap and Kindred Preparations. 

J. C. Gambles & Co. Ltd., 215 Blackfriars Rd., London, 
S.E.1.; Branch house in Dublin, Ireland; British Limited 
Company; sole importers and distributors in Great Brit- 
ain and Ireland only since 1923; representing the Andrew 
Jergens Company, Brooklyn, New York, U. S. A. 

Selling: Own sales force operating through wholesale 
and retail pharmaceutical trade channels, all controlled 
from London. 

Advertising: No press or general advertising for these 
preparations has yet been done in these territories. 


Wrigley’s Chewing Gum. 

Wrigley (Sales) Limited, 177, Tottenham Court Road, 
London, W.1.; subsidiary company of William Wrigley, 
Junior Co. of Chicago. Launched on British market in 
1911, and operated under the name of Wrigley’s, Ltd. until 
1927, when the name was changed to Wrigley (Sales) 
Limited. The production side is controlled by Wrigley 
Products, Ltd. at the Companys’ factory at North Wembley. 

Selling: Wrigley (Sales} Limited are responsible for 
distribution and sales in Great Britain and Ireland only; 
operating through own sales-force calling directly on the 
trade. Wrigley Products, Ltd. control the exports to the 
pean of Europe (except Germany), India, Africa and 

gypt. 

Advertising: Controlled and O. K.’d by U. S. A. Com- 
pany, supervised, by London Sales Office, and handled 
through an American Advertising Agency in London. 

Progress of Business: Has been amazingly rapid. Sales 
of chewing gum in British and Irish markets have In- 
creased 300% in last four years, and have now reache 
the rate of 10 million packets a month. Achievement cred- 
ited to highly intensive market penetration, widespread 
distribution, and the persistency and efficiency of the ad- 
vertising (press, outdoor, etc.). 


Yale Locks, Electric Trucks, Chair Blocks, etc. 

The Yale and Towne Company, 14 St. Andrew Street, 
London, E.C.4.; Company Incorporated in U. S. A. and 
Registered in Great Britain; selling organisation of the 
Yale and Towne Manufacturing Company, Stamford, Conn., 
in Great Britain and Ireland only since 1908. 

Selling: Prior to above date the Company’s products 
were handled in these territories through separate British 
Agents for each class of merchandise (as sole distribu- 
tors). Now handled by own sales force operating through 
wholesale factors and retailers; all operations controle 
from London. . 

Advertising: Handled by a British Agency in London. 
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Selecting a British Advertising 
Agency 


T CAN be stated without fear of contradiction 
that no business or profession in Great Britain 
has developed more rapidly of late years than 
has the business of advertising as represented 

by the advertising agent. This has been a develop- 
ment in technique, in service, in standard of prac- 
tice, in status, and in corporate action directed to a 
still further development to the general benefit of 
advertising. 

This can be demonstrated by two comparatively 
recent happenings, viz., (1) the Advertising Exhi- 
bition and Convention held in Olympia in July of 
last year, and (2) the formation of an Institute of 
Incorporated Practitioners in Advertising, which 
was registered in April of the same year. Both 
these happenings are significant to an advertiser 
faced with the task of selecting a British agency. 
In fact, it is impossible to have a true appreciation 
of the advertising agency field as it now exists in 
Britain without considering these developments. 


Institute of Incorporated Practitioners in 
Advertising 


To take the second mentioned development first: 
Over 10 years ago the Association of British Adver- 
tising Agents, Inc. was registered. The primary ob- 
ject of this Association was to encourage the 
establishment of the service advertising agency and 
the development of its professional standing. In 
the rapidity of its attainment to these objectives it 
was eminently successful, but in time it became 
apparent that wider powers were needed than were 
provided for in the Association’s Memorandum and 
Articles, Hence the formation of the Institute of 
Incorporated Practitioners in Advertising. 

The main aims and objects of the Institute are 
set out concisely in its Memorandum, from which 
the following is quoted: 

To encourage persons of good education and ability to 

adopt the profession of Practitioners in Advertising by 

securing for such profession a recognized professional 

Status, and by raising the Standard of qualification neces- 

sary for those engaged therein; 

to establish a governing Body with powers to test the 

qualifications of those desiring to enter the said profession, 

and to lay down and enforce observance by the members 

of professional standards of conduct; ; 

to encourage the association of Practitioners in Advertising 

in companies and firms, thereby securing the establishment 

of organizations with the specialized knowledge and ex- 

perience essential for the giving of the best service; 

to devise and impose means for testing the qualifications of 

candidates for admission to the membership of the Insti- 

tute by examination in theory and in practice or by any 
other actual tests; 

to enquire into and report on matters of general interest to 

practitioners in advertising and affecting the interests of the 

members and those for whom they may act, and to make 
representations on behalf of the profession to the proper 
authorities as to reforms affecting any such matters; 

generally to do all such things as from time to time may 

be considered calculated to elevate the status of practi- 

tioners in advertising and safeguard and advance their 

interests and procure their general efhciency and proper 

Professional conduct; — 

to print and publish any newspapers, periodicals, reports, 

books, or leaflets that the Institute may think desirable 

for the promotion of its objects; 


to examine through Auditors the books of proprietors and 

publishers of newspapers, magazines, periodicals, and pub- 

lications for the purpose of ascertaining their net sales and 

to issue statements or certificates relating to such net sales. 

In fulfilment of the last object quoted the Insti- 
tute collects and publishes net sale statistics for the 
use of its members and their clients. In pursuit of 
its chief purposes of improving the service available 
to the advertiser and raising the standard of those 
engaged in the agency profession its services to its 
members are both numerous and varied. Member- 
ship of the Institute implies that a firm or company 
is a bona fide service advertising agency controlled 
by properly qualified individuals, and conducting 
its business in accordance with approved standards 
of practice. Such membership is of two classes, the 
larger agencies which are equipped to handle na- 
tional campaigns being admitted to it as “Incorpo- 
rated Practitioners in Advertising” and the smaller 
agencies or those which are mainly operating purely 
local accounts as “Registered Practitioners in Ad- 
vertising.” Loyal support has been accorded to the 
Institute by a big majority of the service agencies 
in the country. In four months after the date of its 
registration it had a membership of 101 agencies, 
as well as a considerable number of fellows and 
associates. 


The Advertising Exposition 


By-laws relating to standards of practices by the 
professional Purposes Committee were duly ap- 
proved and adopted by the Council at its meeting 
on January 2, 1928. These by-laws are as follows: 
1. Every Member of the Institute shall carry on his profession 

and business in such a manner as to uphold the dignity and 

interests of the Institute. 
2. Every Member shall refrain from canvassing Advertisers or 
prospective Advertisers in such a way as to reflect detri- 


mentally upon the profession or business of Incorporated or 
Registered Practitioners in Advertising. 


3. No Member may submit detailed schemes or copy or selling 
plans to a client of another Member except upon the un- 
solicited invitation of the Advertiser. 

4. Every Member shall recognize the principle that commission 
is allowed for the purpose of maintaining the efficiency of the 
organizations of Practitioners in Advertising. No canvass of 
an account shall be made on any other basis than that of 
service and no account may be secured by any form of under- 
cutting or increased credit facilities. 

5. Every member shall act in conformity with the terms of the 
Recognized Practitioners Agreements as though applying to 
the whole business of Practitioners in Advertising. 

The Exposition of Advertising staged at Olympia, 
London, in July of last year, at a cost of approxi- 
mately a quarter of a million pounds, was organized 
by the Advertising Association. In other words, it 
was representative of all advertising interests, but 
we are chiefly concerned here with the contribution 
of advertising agency interests to the combined 
splendor and success of the Exhibition. Altogether 
33 Advertising Agencies had stands at the Exhibi- 
tion, and an examination of their exhibits left little 
doubt about the vast strides which had been made 
in the technique of advertising, and the important 
contribution which British service advertising agents 
were making to better merchandising methods. But 
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more symptomatic of the progress of British ser- 
vice agencies was their attitude to the Exposition 
as an event in the history of their development. It 
is doubtful if one of the advertising agents who 
lavishly rented expensive floor space at Olympia 
and erected costly stands thereon hoped to get one 
dollar of personal benefit thereby to compensate 
him for his expenditure of time and money. From 
the advertising agent’s point of view, the Exhibition 
was just a magnificent gesture of his belief in the 
present high standard of British Advertising and of 
his faith in its future. 

The object of the first part of this article has been 
to show that as a corporate body British service 
advertising agents have attained to a high standard 
of professional equity, practice and efficiency. It 
now remains to discuss what a firm contemplating 
employing a British service agency can look to 
secure from the various agencies in the form of “Ser- 
vice” and assist it in making its choice. 


On Choosing an Advertising Agent 


There are somewhere between 100 and 150 
agencies in England and Scotland of various sizes 
and of general and specialized interests which are 
being run on service lines. Some of these are quite 
small, but some of these small ones will soon be big, 
because of the very fine service they are giving to 
their clients. A number are specializing in radio 
advertising, automobile advertising, or in industrial 
or engineering advertising, or in advertising of one 
kind or another requiring a technical knowledge in 
addition to the technical knowledge required for ad- 
vertising, as such. A few service agencies are be- 
ing operated by big bill posting and printing firms, 
but they are being run as separate departments, and 
generally on the right lines. 

In addition to service agencies there are over 500 
other firms which claim to be “Advertising Agents 
and Contractors,” or to be in some similar relation- 
ship with advertising. We are not interested in 
these here, however. 

Not all the British agencies which are being run 
on service lines are of an equal level in what they 
can do for their clients, but a number — and it is an 
ever growing number—are in every way giving 
their clients as fine a service as these clients could 
get in any country of the world where advertising 
is a recognized business. In the preliminary stages 
of the campaign, and during its course, they are in a 


position to give their clients expert advice on market- 


analysis, planning of policy, methods of consolidat- 
ing present business, and on developing in new 
directions. They are departmentalized on the follow- 
ing lines :—merchandising counsel; copy and plans; 
art; media selection; contracts and estimates ; check- 


ing; printing; outdoor publicity; engraving and 
typography. The bigger agencies have separate 
account managers for individual accounts or groups 
of accounts. 


British Agencies and Market Analysis 


One of the healthiest signs that British service 
agencies are on the right lines is their attitude to 
market analysis. In the old days the British adver- 
tising agent thought simply in terms of copy and 
media, but quite divorced from national or local con- 
ditions, or from the hundred and one other factors 
which are now investigated, before any copy is pre- 
pared or space bought, by the more up-to-date and 
efficient British service agencies. It is true that only 
a few London agencies have market research de- 
partments of their own, but through specialized 
outside organizations they can analyze the whole 
country by the most modern methods. The point to be 
noted is that the more progressive British agencies 
will not prepare a campaign for a new account until 
they are in a position to base that campaign on 
facts and figures revealing national and local con- 
ditions, the attitude of the various classes of the 
community to the product and its brands, the posi- 
tion of competing lines, and so on. Nor does their 
interest in the market end when the campaign is 
launched; they encourage periodic investigations 
while the campaign is running. 

A manufacturer looking round for a British ad- 
vertising agent to handle his advertising should be 
guided by the following rule :—If immediately after 
approaching an agent he is deluged with suggested 
copy, “roughs,” “stunts,” lists of media, form let- 
ters, and so on—that agent is to be avoided; but 
if the agent refuses to discuss copy and media to 
start with and wants to know about the manufac- 
turer’s selling policy and merchandising plans and 
tells him that he cannot help him until he knows a 
mighty lot more about the manufacturer’s market 
and its possibilities than he does — this agent is not 
to be lost sight of until the manufacturer is quite 
sure that he is not his man. This agent will goa 
long way with the manufacturer (if he is to his 
mind) before he drops him. There are enough agents 
of this caliber in Britain to provide an ample choice 
for the most fastidious prospective advertiser. 

In conclusion, a word about the smaller service 
agency: Some of the younger, and at present smaller, 
agencies in Britain are worth the serious considera- 
tion of any firm contemplating an advertising cam- 
paign in that country. The heads are enthusiastic 
and untiring in their efforts on behalf of their clients, 
and moreover can give their clients just that maxi- 
mum of personal attention which is sometimes so 
valuable in the launching of a new campaign. 
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Principal British Advertising 
_ Agencies 


ALDWYCH ADVERTISING COMPANY, Ltd. Est. 1924 
Astor House, Aldwych, London, W.C.2. 


Douglas Gibson, G. Burnside-Sprateley, R. E. Henry, and 
J. Geoffrey Hudson, Directors. Accounts handled by this 
Agency are—Ashton & Parsons, Ltd. (‘Phosferine’); Cran- 
bux, Ltd. (‘Odol’); J. H. Willson, Ltd.; J. C. & J. Field, 
Ltd.; Slazengers, Ltd; “Two Steeples,” Ltd; Well Fire & 
Foundry Com, Ltd.; O’Brien Thomas & Co. This Agency 
is conducted by young men (average age of the Board 33) 
with long experience of all branches of publicity, from 
press advertising to publishing and printing. 


THE DAVID ALLEN ADVERTISING Est. 1857 
AGENCY LIMITED 

“Allen House” 23, Buckingham Gate, London, S.W.1. 

A. E. Carlyle, Director; formerly with Crawfords, and W. 
H. Smiths; G. L. Corder, Director, previously with Bar- 
ney’s Agency; L. St. Clare Grondona, Director; well-known 
Australian Economist; Mrs. W. E. Allen; G. R. H. D. 
Allen; M. W. A. P. Graham, and W. E. D. Allen (Chair- 
man). All directors of this Agency and many associated 
Companies. Very large printers and lithographers and 
billposters. Accounts handled by this Agency are:—Win- 
carnis, Preservene Soap, Beltex Handkerchiefs, Australian 
Products (Trade Publicity Board), Velocium, etc. This 
agency is well experienced in all forms of Advertising. 


AMALGAMATED PUBLICITY SERVICES, Ltd. Est. 1901 
Publicity House, Bucknall Street, London, W.C.2. 


Registered Practitioners in Advertising 


Arthur Chadwick, Managing Director, is, without doubt, 
the great pioneer of Direct Mail Advertising in this coun- 
try, and is President of the British Direct Mail Advertis- 
ing Association. Other Directors are:—Thomas A. Mar- 
shall, Secretary; Hugh W. S. Venn, and J. Mitford Varcoe. 
They are General Advertising Services Agents with a spe- 
cial department for Direct Mail Advertising service, which 
includes printing, creation, addressing, despatching, etc. 
The principal accounts handled include:—Turog Bread; 
Victoria Dog Foods; Uveco Foods; C. & A. Modes; Eus- 
tace Miles; Young Accumulator Co. Ltd.; Spillers Milling 
& Assoc. Industries, Ltd.; Bowser Petrol Pump; Educa- 
tional Supply Association; Luks Smoke Carburetor, Ltd.; 
Association Merchandising Corporation; Y. M. C. A.; Pap- 
worth Village Settlement; F. Sage & Co. Ltd.; Sueflakes, 
Ltd.; Elizabeth Arden, Ltd.; Lips Safes. 


ARKS PUBLICITY, Ltd. 
63, Lincolns Inn Fields, London, W.C.2. 


Inc. Practitioners of Advertising 


G. 0. Stanley, G. R. Royds, U. H. Stanley, Directors. Ac- 
counts handled by this Agency are:—Phillips, Rubber 
Soles; Philips Electric Lamps, etc.; Mullard Radio Valve 
Co. Ltd.; Mullard Wireless Service Co. Ltd.; Talor, Tun- 
nicliff & Co. Ltd.; Weston Instruments Co. of America; 
Newey’s of Birmingham; Inglis; Aquasol; Regent Slender 
Line Corsetry; Climax Radio Electric; Samuel Osborn & 
Co.; Pickerings, Ltd., (Lifts); Drakes, Ltd.; W. G. Pye & 
Co.; Gent & Co., Ltd.; Stella Lamp Co.; L. G. Hawkins & 
Co.; Itonia Gramophones; Collinson Precision Screw Co.; 
Worthington Simpson, Ltd.; “Radio for the Million.” This 
firm has had an extensive hand in the development and 
growth of the electrical and radio industry, and though 
today they are the largest technical advertising agency 
in London, their interests extend successfully into many 
a widely separated from the marketing of technical 
products, 


ASHBURNERS, Ltd. 

10, Piccadilly, Manchester. 
Inc. Practitioners of Advertising 

Herbert S. Ashburner, Director, keen student of Econom- 

lcs, Shuttleworth Scholar; in advertising business since 

1890, first as representative, later as agent, specialising for 

years in Textile Advertising, proprietor of Textile Infor- 


Established 1923 


Established 1895 


mation Bureau: fullest service offered Textile manufac- 
turers: later general advertising Agent in all fields. Ar- 
thur G. Parker, Director, six years with agency; prior to 
war, with naval Contractors. By this Agency all classes of 
accounts handled that stand investigation and are con- 
cerned with articles judged to be of merit and the sale of 
which is in the public interest. No accounts accepted for 
alcoholic beverages, or any that involve gambling, or any- 
thing of doubtful character. It has played a part without 
question in the development of Textile Advertising, but 
it is by no means confined thereto. It offers a very full 
service and if desired is always ready to organise for its 
clients an advertising department. 


E. W. BARNEY, Ltd. Established 1924 
Central House, Kingsway, London, W.C.2. 


Inc. Practitioners of Advertising 


E. W. Barney, Director, over 30 years in advertising. Man- 
aging Director for 15 years of one of the leading Service 
Agencies from which he resigned in 1924, and established 
own Advertising Service Agency at above address. G. Soons, 
Director, 27 years advertising experience, 23 of which 
were spent in another large Service Agency. A. W. Rush, 
Director. Many years experience in advertising and han- 
dling national accounts. Accounts handled by this Agency 
are:—British Broadcasting Co.; Calvert’s Carbolic Tooth- 
powder; Dunkleys’ Baby Carriages; Stone’s Ginger Wine; 
Creamola Custard; Gregg Shorthand; Holman’s Mining 
Machinery; Solignum Wood Preservative; Roneo Office 
Appliances; Royal Insurance Co. Ltd.; Sandow’s Curative 
Institute, Ltd.; Times Furnishing Co., etc. Thoroughly 
and efficiently organised to handle all classes of National 
Advertising, including the Press and all forms of outdoor 
publicity. 


S. H. BENSON, Ltd. Established 1893 
Kingsway Hall, Kingsway, London, W.C.2. 


Ine. Practitioners of Advertising 


Philip de G. Benson, Governing Director. Chas. H. Fenn, 
O. = Greene, K. G. Jayne, G. W. Knight and A. H. 
Wells. 


BERTRAM DAY & CO., Ltd. 

9 & 10, Charing Cross, London, S.W.1. 
Bertram Day, Managing Director. General advertising 
agents specialising in film publicity, wireless, exhibitions, 
market research and sales organisation. Organisers of 
first Radio Exhibitions in London and Manchester. Ap- 
pointed official Advertising Agents to H. M. Stationery 
Office, 1928. 


CHARLES BIRCHALL, Ltd. 
17, James Street, Liverpool. 


C. H. Birchall, Managing Director. Wm. Colebourne, 
Manager of Advertising Agency. Has had experience as 
buyer, traveller, etc., followed by Newspaper experience 
with E. Hulton & Co. and own Agency which was merged 
into that of C. Birchall, Ltd. in 1913. Twenty-five years 
experience. Accounts handled by this Agency are of all 
types, Legal and Municipal, shipping, ete. Specialists in 
Store advertising and handle that of some of the largest 
stores in the North. They are the oldest agency in the 
provinces, fully equipped with Copy and Designs depart- 
ment and in conjunction with the printing dept. of the 
firm are able to set up ads and stereo under personal 
supervision and also specialise in the production of book- 
lets, folders and direct mail literature. 


THE HOLFORD BOTTOMLEY 
ADVERTISING SERVICE, Ltd. 
23, King Street, Cheapside, London, E.C.2. 

Inc. Practitioners of Advertising 
W. Ewart Rumble, Director, for some years with Clarks 
College — Lecturing and Administration. Advertising 


Established 1911 


Established 1844 


Established 1919 
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THE HOLFORD BOTTOMLEY AGENCY—(Continued) 


experience:—Special publicity for the National War Sav- 
ings Committee. Shares with Mr. Burnley Jones complete 
charge of service to all Holford Bottomley Service clients. 
C. Burnley Jones, Director, 20 years experience as Adver- 
tising manager of two important American Companies. 8 
years manager, copy department of P. C. Burton & Co. 
4 years organising War Bonds Campaign for National War 
Savings Committee. Since then in partnership with Mr. 
Rumble in the direction of The Holford Bottomley Adver- 
tising Service, Ltd. Among the accounts handled by this 
agency are:—Arrol-Johnston & Aster Cars; Battersby 
Hats; Brasted Pianos; Kingsway Shirt & Pyjamas; Gallo- 
way Motor Cars; “His Master’s Voice”; “Pheasant” Mar- 
garine; “Olva” Soap; Price’s Lavender Soap; Rogers 
Pianos; Riddels, Ltd., (Belfast) (Hardware Merchants); 
ete. This Agency established a reputation for handling 
efficiently many of the most successful National Publicity 
Campaigns that have been conducted in this country. 
Every account receives the personal attention of one of 
the two directors and a very high standard of work is ob- 
served in the handling of every account with which they 
are entrusted. The agency is equipped to deal with every 
phase of advertising including financial and commercial 
publicity, propaganda, posters, printing, etc. 


T. B. BROWNE, Ltd. Established 40 years 
163, Queen Victoria Street, London, E.C.4. 


Inc. Practitioners of Advertising 


George A. Castle, Director & General Manager, Lieut. Col. 
T. B. Browne, C.B.E. Chairman, C M. Browne, and Lieut. 
Col. J. T. Woolrych Perowne, Directors. This agency has 
a large building of eight floors in Queen Victoria Street, 
extending through to Upper Thames Street, and Electro- 
typing and Stereotyping Foundry, 4x Upper Thames Street. 
Branch Offices: Manchester, 52, Cross Street; Glasgow: 
65, Bath Street; New York: French Building, 551, Fifth 
Avenue at 45 Street; Sydney: Bank of Adelaide Chambers, 
George & Margaret Streets, Sydney. Paris, Representant: 
M. R. Driancourt, 38 Rue du Louvre, Paris. Staff: over 
200. Business: Advertising Agents, Photo-Etchers, Elec- 
trotypers, Stereotypers, Trade Mark Agents. All branches 
of Newspaper, Magazine, Billposting and General Adver- 
tising. They publish annually “The Advertisers’ A.B.C.”, 
the Standard Advertisement Directory of the World’s 
Press. 


CARLTON PUBLICITY, Ltd. Established 1918 
Carlton House, Great Queen Street, Kingsway, 
London, W.C.2. 


A. A. Martin, Chairman and W. T. Wallace, Director, joint 
founders of Carlton Studios, Ltd. Twenty years practical 
experience of creative advertising. Colin Hurry, Manag- 
ing Director, late General advertising manager of Lever 
Bros. Ltd. Portsunlight. Handled all Lever Products. 
Trained originally as writer and Artist. General Business 
and Banking experience. Accounts handled by this 
Agency are:—Rinso, Hudson Soap, Waring & Gillow—all 
departments—; John Sharmon & Sons (clothing), Cellon, 
Ltd. (Cellulose Lacquers), Shapsyl and a number of others. 
This is a complete Service agency which advises on all 
business problems — consultation — planning — creation — 
placing. 


SAMSON CLARK & CO. Ltd. Established 1896 

57-61 Mortimer Street, London, W.1., Temple Court, 

Melbourne, Vic., and at 79-81, Pitt Street, Sydney, N.S. W. 
Inc. Practitioners of Advertising 


J. A. Reynolds, J. G. P. Hunt, E. M. Wood, and A. O. Rich- 
ardson, Directors. English Staff 50. Specialise in branded 
proprietary lines retailed by drug stores. Special experi- 
enced branch for textile advertising. Accounts include 
Kolynos, Aspro, Apem Cameras, Rajar Films, Genoxide, 
Mintips, Triplex Grates, Melox, Savonys Soap and many of 
the larger London retail stores. 


W. S. CRAWFORD, Ltd. 

233, High Holborn, London, W.C.2. 
Inc. Practitioners of Advertising 

Sir William Crawford, K.B.E., Governing Director, Miss 

F, Sangster, Managing Director, Arthur Bockett, Director, 

J. B. Reid, Secretary. This Agency has a Branch Office 


established in Berlin—Address: Crawfords Reklame Agen- 
ture G.m.b.H Berline, W.8. 


Established 1914 


GEORGE CUMING, Ltd. 
125, High Holborn, London, W.C.1. 


Alfred Aviss and H. B. Thurgood, Directors. George Cum- 
ing, Managing Director, formerly was 6 years in adver- 
tising dept. of Perrier Water Co.; 6 years with St. James’ 
Advertising Agency; 2 years with W. H. Smith & Sons, 
executive; 6 years with W. S. Crawford, Ltd. Accounts 
handled by this Agency are:—Aladdin Incandescent Paraf- 
fin Lamps; Gilbert Toys; Connaught Motor & Carriage 
Co. Ltd. (coach Builders and distributors for Armstrong 
Siddeley); King Hall, Ltd. (Chrysler distributor), ete, 
This is a complete service agency. Mr. Cuming gives per- 
sonal attention to all accounts. 


Established 1926 


D. C. CUTHBERTSON & CO. Ltd. 
120, Blythswood Street, Glasgow. 


Inc. Practitioners of Advertising 


W. Duncan, A. W. Fulton Jnr. and J. A. Hill, Directors, 
D. C. Cuthbertson, Managing Director was for many years 
with Scrimgeour’s Agency in Glasgow, thereafter North- 
ern Representative for Messrs. T. B. Browne, Ltd., there- 
after Northern Manager for H. Powell Rees, Ltd., and 
W. H. Smith & Son. Accounts handled by this Agency 
are:—Esse Stoves, Colombian Cooker, Scotch Wool & 
Hosiery Stores, “Stand Fast” Whisky, Gray Dunn’s Bis- 
cuits, Younger’s Alloa Ales, Standard Life Assurance Co., 
Symington’s Coffee, Fairy Dyes, Annacker’s Sausages, 
MacBrayne’s Tours, Dundee, Perth & London Shipping 
Co., Aberdeen Steam Navigation Co., “Keltic” Shoes, ete. 
It is the leading service agency in Scotland. All the Di- 
rectors have had wide experience in the handling of na- 
tional accounts. 


Established 1918 


PAUL E. DERRICK ADVERTISING _ Established 1894 
AGENCY, Ltd. 
136, Regent Street, London, W.1. 

Inc. Practitioners of Advertising 
Paul E. Derrick, Director, founder of the Derrick Adver- 
tising Agency, first established in New York in 1894. Pre- 
vious to 1894—advertising manager of American weekly 
and monthly magazines. Edgar A. Crew, Director, copy 
chief at Derrick’s for many years. Advertising manager 
to Mead Cycle Co. 1909. Entered advertising world at 
Smith’s Advertising Agency. Formerly land and estate 
agent. Ashley R. Courtenay, Director, with Agency since 
August 1925. Resigned post as northern advert. manager 
of Hulton group of newspapers to start Cross-Courtenay, 
Ltd. Previously acting advertisement manager to the Gen- 
eral Electric Co. Ltd. and later advertisement manager 
“The Organiser.” E. M. Irwin Buxton, Director, with 
agency since November 1919. Surveyor and claims asses- 
sor with the Phoenix Assurance Co. Ltd. 1910-1914. This 
agency undertakes merchandising counsel and market re- 
search; press advertising service; outdoor publicity print- 
ing service. Overseas advertising in the British Colonies 
and Dominions and in foreign countries. Among the 
numerous accounts carried are: Quaker Oats, Ltd.; John- 
nie Walker; Tootal Guarranteed Cotton Fabrics; Dexter 
Weather-proofs; Homepride Self-raising Flour; Ross’s 
Ginger Ale; Oneida Community Plate; Bols Gin and 
Liqueurs; Preservene Soap, Ltd., Montserrat Lime Juice; 
Fry’s Cocoa; Kraft Cheese, ete. 


DIXON’S WESTEND ADVERTISING 
AGENCY, Ltd. 
195, Oxford Street, London, W.1. 


Inc. Practitioners of Advertising 


Thomas Dixon, Managing Director, J. Willmore Dixon, 
Arthur Powell, C. W. Saunders and C. Clark, Directors, 
have had lifelong association with the publicity of leading 
national advertisers. Accounts handled by this Agency 
are:—Chiswick Polish Co. Ltd., (Of Cherry Blossom & 
Mansion Polish fame), Columbia Graphophone Co. Ltd, 
Marshall Patent Mattress Co. Ltd., The Dictaphone Co. 
Ltd., B. S. A., Ltd., Daimler Co. Ltd., Riley (Coventry), 
Ltd., Ampico, Ltd., Sir Hbt. Marshall & Sons, Ltd., ete. 


Established 1878 


DORLAND ADVERTISING, Ltd. 
Dorland House, 14, Regent Street, S.W.1 
London, Paris, New York, Atlantic City, Buenos Aires, 
Rio de Janeiro. 

George William Kettle, Managing Director; Alfred Eric 
Hale, director and general manager; Julian D. Marks, 


Established 1906 
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A complete advertising service 
agency run on “‘specialist’’ 
lines. 


Carlton Publicity Limited, 
Carlton House, 
Great Queen Street, 
Kingsway, London, W. C. 2. 


The largest and best equipped 
organisation of advertising 
artists in the world. 


Carlton Studio Limited, 
Carlton House, 
Great Queen Street, 
Kingsway, London, W. C. 2. 
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Selfridge’s; 
Salesman to the Trade; Advertising 


Late Advertisement Manager, the 
“Daily Mail” ; Advertising Manager 
Department Boots Cash Chemists; 
Sales Promotion, Advertising Man- 
ager and Mail Order Manager of 
Harrods., Ltd., (Manchester). 
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DORLAND ADVERTISING, LTD.—(Continued) 


director and chief of city offices. This agency serves a num- 
ber of important accounts, including Anglo-American Oil 
Company, Ltd., A. J. Caley & Sons, Ltd., Wakefield Cas- 
trol, Hotel Cecil, Edison Swan Electric Co., Ltd., Cetroen 
Cars, Mapping & Webb, Darwin Razor Blades, Tanqueray 
Gordon & Company, Trufood (Lever Bros.), United 
States Lines, Kellogg Company, Royal Typewriters, Hud- 
son Essex Motors, Sheaffer Pens and Pencils, Stetson Hats, 
Packard Cars. 


ERWIN, WASEY & COMPANY, Ltd. Established 1919 
King’s Buildings, Dean Stanley Street, London, S.W.1. 


R. F. Clark, Managing Director. This Agency has their 
own organisation established in ten European countries 
and is part of the American organisation of Erwin, Wasey 
and Company, Chicago and New York. Among the accounts 
handled in Great Britain are Hoover Suction Sweepers, 
Ford Motor Cars, Goodyear Tyres, Frigidaire Electrical 
Refrigerators, Carnation Milk, Eversharp Pencils, Hinds 
Honey & Almond Cream, Musterole, Forhans and others. 


ERWOODS, Ltd. Established 1895 
30, 31, 32, Fleet Street, C.E.4., London, and 162, Faubourg, 
Poissonniére, Paris. 

Inc. Practitioners of Advertising 


Vernon J. Reveley, Director, has had 40 years of experi- 
ence with this firm since its inception. W. J. Fitzgerald, 
Director, also with this firm since the start. Eric Field, 
Director, Agency experience since 1905 with Spottiswoode 
Advertising Agency and Spottiswoode, Dixon & Hunting, 
S. H. Benson, and St. James Advertising Co., Editor of 
Printer’s Ink (English Edition), Advertising Manager, 
Caxton Publishing Co., Advertising Manager, “The Times.” 
Accounts handled by this agency are:—Chesterfield Cig- 
arettes, Welch’s Grape Juice, Borden’s Milk, Premier Salad 
Dressing, McCoy’s Cod Liver Extract Tablets, Auburn 
Cars, Pennsylvania Railroad, Paris Garters, Dr. Blosser’s 
Cigarettes for Catarrh, Mercolized Wax, McNeill’s Roof- 
ings, West Electric Hair Curlers, Parmint, Glico Petro- 
leum, Jordan Cars, Old Orkney Whisky, Muller Nutrient, 
Stallax Shampoos, Orlex Hair Dye, etc. Ever since its 
inception the firm has devoted great attention to overseas 
advertising and now has relations in every civilised 
country. 


FORBES KIER & BULLEN, Ltd. Established 1919 
43, Renshall Street, Liverpool. 

Charles Forbes Keir, Director, has had 17 years English 
and American experience. General Specialist in Food- 
stuffs and Men’s Wear. Cecil Hugh Bullen, Director, 15 
years General Specialist in Motor Cars and Ladies’ Wear. 
Accounts handled by this agency are:—Hoozier Kitchen 
Cabinet, Gibson Refrigerator (American), English Mar- 
garine Works, Ltd., Dunragit Food Products—including 
“Britox” Beef Suet; Irwins (Multiple Shop Grocers—160 
branches) ; Donegals (Multiple Shop Tailors—80 branches) ; 
International Products Corporation, Ltd., Grocer’s Cake 
Co., Pexwear Overalls & Co. Their work speaks for itself. 


S. T. GARLAND ADVERTISING SERVICE Est. 1853 


14-18, Brook Street, London, W.1. 

Sidney T. Garland, late advertising manager of Selfridge 
& Co. Ltd., and advertisement manager of the Daily Mail. 
Previously connected with the textile industry. 


For further information concerning this agency see pages 496-497 


GODBOLDS, Ltd. 
1, Clement’s Inn, Strand, London, W.C.2. 


Inc. Practitioners of Advertising 


Ernest H. Godbold, J. W. Molony and W. H. J. Short, Di- 
rectors Accounts handled by this Agency are:—Arm- 
strong Siddeley Motors, Ltd.; Sir W. G. Armstrong Whit- 
worth Aircraft, Ltd.; Abingdon Works, Ltd.; Bowden Wire, 
Ltd.; British Ignition Apparatus Association; Briton Ferry 
Chemical & Manure Co. Ltd.; Enfield Cycle Co. Ltd.; Jo- 
seph Gundry & Co. Ltd.; Hardy-Spicer & Co. Ltd.; Hick- 
son & Partners, Ltd; The Ironite Co. Ltd.; International 
Harvester Co. of Gt. Britain, Ltd.; Keeling & Walker, Ltd.; 
Klaxon, Ltd.; Lewis & Tylor, Ltd.; M. L. Magneto Synd. 
Ltd.; Relay Automatic Telephone Co. Ltd.; A. Schrader’s 
Son, Inc.; Standard Motor Co. Ltd.; Sterling Telephone & 


Established 1909 


Electric Co. Ltd., ete. This agency gives personal service 
to manufacturers of technical products—more especially 
those in the Automobile and Engineering industries, 


GORDON & GOTCH, Ltd. Established 1853 
Gordon House, 75, Farringdon Street, London, E.C.4, 


Inc. Practitioners of Advertising 


A. W. Gotch Berrill, managing director; Leslie W. Berrill, 
Charles Payne, W. A. Woodington, directors. Specialise 
in overseas advertising. There are ten Gordon & Gotch 
houses in Australia and New Zealand, two in Canada, 
agencies in South Africa, and representatives in all prin- 
cipal countries. 


GREENLY’S, Ltd. 
5, Chancery Lane, London, W.C.2. 


Inc. Practitioners of Advertising 


A. J. Greenly, Director, trained as Electrical Engineer, 
Went into Journalism; experience as road salesman, sales 
and advertising manager, author of “Psychology as Sales 
Factor.” Fredk. E. Ball, Director, Road salesman, works 
manager, advertising manager. Joined this agency soon 
after commencement. R. Fitzgerald Bernard, became 
Director within one year after the commencement of this 
agency. F. H. White, Director. Finance and Accoun- 
tancy. Accounts handled by this Agency are:—Carreras 
Brands of Cigarettes & Tobaccos, McNish’s Whisky, Ce- 
ment (Combination of three large firms), Paramount Pic- 
tures, O. K. Sauce, Pears Soap, etc. This Agency has 
specialised in building comparatively small accounts into 
larger accounts. It makes no contracts with clients and 
expects to hold accounts only so long as sales figures show 
continuous upward movement. As a result of their policy 
it now handles some of the largest accounts in the country. 


Established 1918 


JOHN HADDON & CO. Established 1814 
11 & 12, Salisbury Square, Fleet Street, E.C.4. 


Inc. Practitioners of Advertising 


Walter Haddon, and Hugh Evan Smith, Directors, have 
had lifelong association with the Advertising Agency busi- 
ness. Accounts handled by them are:—Imperial Tobacco 
Co. (of Gt. Britain & Ireland), Ltd., British American 
Tobacco Co. Ltd., Mabie Todd & Co. Ltd., Allen & Han- 
bury’s, Ltd., Hovis, Ltd., Humber, Ltd., H. W. Gossard Co. 
Ltd., Havana Cigar & Tobacco Factories, Ltd. etc. They 
specialise in Press Advertising Campaigns in all parts of 
the world. Associate Companies or Agents in most of the 
chief centres of commerce. 


HERITAGE PETERS ADVERTISING _ Established 1913 
SERVICE, Ltd. 
Coventry. 

Inc. Practitioners of Advertising 


John Heritage Peters, Founder, Principal and Managing 
Director. Experienced in photograving, commercial art, 
printing and advertising. Handle many leading Motor Car 
and allied accessory accounts also others in Engineering 
trade. This Agency was founded to render specialised 
service to firms engaged in the motor engineering and 
allied trades, and has more recently included the wireless 
industry in its sphere of work. It does not accept business 
outside its specialised field which embraces Motor Cars, 
Motor Cycles, Cycles and Accessories, Petrol, Oils, Tyres, 
Commercial Transport and everything connected with mo- 
toring, Marine and Aircraft, Electrical and Wireless goods. 
General Engineering and machine tools. 


CHARLES F. HIGHAM, Ltd. Established 1908 
Imperial House, Kingsway, London, W.C.2. 

Sir Charles Higham, sole director. Spent all his life m 
advertising—15 years in the United States. Accounts 
handled by this Agency are:—Dunlop Rubber Co.; India 
Tea; Imperial Chemical Industries; Wolsey, Ltd.; Nugget 
Polish Co.; United Drug Co.; Parker Pen Co.; Ever-Ready 
and Gem Razor, and 30 other first class accounts. A Ser- 
vice Agency handling one client in each line of business. 
Most clients on fee basis. 


HOWAT ADVERTISING SERVICE, Ltd. Est. 1911 
111, Union Street, Glasgow. 


T. Craston Thomson, Chartered Accountant. Donald 
Howat, Managing Director, founded this service in 1911 
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HOWAT ADVERTISING SERVICE, LTD.—(Continued) 


and supplied advertising to the following world-famous 
firms:—J. Lyons & Co. Ltd., London (directed all their 
advertising for a period of 9 months); also worked for 
Imperial Tobacco Co. (of Gt. Britain & Ireland), Ltd., 
Singer Mfg. Co. Ltd., the Civic Pipes (F. & J. Smith 
Branch); Castlebank Dyeworks; Lang’s Bread; Stevenson’s 
Bread; Craigpark Electric Cable Co. Ltd., and many of 
the leading Scottish firms. Unlike any other provincial 
agency this firm has given service to many of the largest 
Corporations in Britain. 


IMPERIAL ADVERTISING AGENCY 
(Imperialads, Ltd.), 60, Strand, London, W.C.2. 


F. J. McGloin, Managing Director, has had considerable 
agency experience—particularly as Scottish Manager for 
the Howat Advertising Service of Glasgow. Also Adver- 
tisement Manager for the “Glasgow Observer” and Allied 
Newspapers has had experience on the editorial side. This 
Agency handles some of the best known national accounts 
in the British Isles—a number of which have associations 
with the Colonies. This agency does not handle competing 
accounts. 


INDUSTRIAL PUBLICITY SERVICE, Ltd. 
4-7, Red Lion Court, Fleet Street, London, E.C.4. 


Llewellyn B. Atkinson, Chairman; T. C. Elder, Managing 
Director, has had over 25 years experience in financial 
and commercial publicity, and he has had special experi- 
ence also in the organising of sales campaigns and sales 
management. C. J. de B. Sheringham and R. H. W. Hope, 
both have had considerable pre war commercial experi- 
ence; took up appointments with the Company on demo- 
bilisation in 1919, and were subsequently appointed direc- 
tors. This Agency is familiarly described as I. P. S. It 
has over 30 regular clients on its books whose advertised 
products cover a very wide range of manufactures and ser- 
vices. The agency has given special service in commun- 
ity advertising, particularly on behalf of the electrical in- 
dustry and the telephone. 


KENNY’S ADVERTISING AGENCY 
Irish Advertising Headquarters, 
65, Middle Abbey Street, Dublin. 


Kevin J. Kenny, vice consul for Chili, who founded the firm 
in 1899, is the governing director. Previous experience “on 
the road” as salesman, and in a well-known Irish Weekly 
Newspaper Office. W. Victor Brown, the Agency’s Art 
Director, is an advertising artist of much experience. He 
has held many appointments in the world of publicity in 
Ireland and across channel. Awarded first prize in the 
Pictorial Press Competition of the Royal Dublin Society’s 
National Art Exhibition, 1927. P. L. McEvoy started in 
Kenny’s 1927, and at one time acted as Advertising Man- 
ager of Messrs. Newells, Ltd., Belfast and Dublin. In his 
present capacity, he now controls the Advertising of one 
of Dublin’s leading departmental stores. Miss Connery 
has been with the Agency for a great many years, and 
receiving her training in the various routine departments, 
she is in charge of the section for the preparation, address- 
ing and mailing of promotion matter—form letters, circu- 
lars, booklets, ete. W. Brown, Sr. has behind him the ex- 
perience of more than thirty years service in Railway and 
Governmental Administrative Departments. Gordon E. 
Kelly, is one of the younger school of Irish Advertising 
men, who, prior to becoming associated with Kevin J. 
Kenny, had experience, as a commercial traveller, and in 
the Public Service, as well as formerly being identified 
with the Publicity staff of an American Film corporation 
for some years. This organization has served the British 
and Irish Government as Sole Agents; Dublin Corpora- 
tion; University Colleges of Dublin, Cork, and Galway; 
Great Southern Railways (Ireland); Irish-American Oil 
Co., Ltd.; Cairnes Ales, Drogheda; Cadbury’s, Bournville; 
Powder’s Whiskey; Limerick Steamship Co.; Urney Choc- 
olates, Dublin; and many others whose names are house- 
hold_words. In 1927, the Agency was appointed as the 
Official Contractors to the Council of the first Dublin Civic 

eek, with marked results. Clients number over three 
hundred, and represent practically every field of advertis- 


Ing activity. 
D, J. KEYMER & CO. Ltd. Established 1844 
1,2 & 3, Whitefriars Street, London, E.C.4. 

Inc. Practitioners of Advertising 


re D. T. Keymer, Chairman, L. D. Falk, Managing Diree- 
or, G. F. Church, Director. The Directors have travelled 


Est. 1920 


Est. 1918 


Established 1899 


widely throughout the British Dominions, studying prob- 
lems connected with Overseas advertising and selling. Mr. 
Falk has had over 36 years experience and Mr. Church 25 
years. Accounts handled by this Agency are:—Venus 
Pencils, Studebaker & Erskine cars, Carreras, Limited, 
(Cigarettes & Tobaccos all brands), Scott’s Emulsion, An- 
drews Liver Salts, White Horse Whisky, A. Bourjois & Cie, 
Ltd., Toilet Preparations, Horlick’s Malted Milk, Onoto 
Pen, Ripolin Paint, Goldsmiths & Silversmiths Co. This 
agency specialises in Indian and British Dominion pub- 
licity. Have their own office in Calcutta and Agencies in 
the principal port towns. 


LONDON PRESS EXCHANGE, Ltd. Established 1892 
108-111, St. Martin’s Line, London, W.C.2. 
Inc. Practitioners of Advertising 

Reginald J. Sykes, Managing Director; Percy C. Burton, 
Director; Stanley J. Fay, Director of Production; Major 
G. Harrison, Director; Leslie Harwood, Director; Charles 
W. Hobson, Director of Production; Colonel P. Izod, Direc- 
tor in charge of Financial Advertising; H. R. McLatchie, 
Director; Sir Lawrence Weaver, Director in Charge of Co- 
operative advertising; W. L. Wildig, Director. Over 150 
accounts including important national advertisers are 
handled by this agency. Includes special departments for 
co-operative advertising and financial advertising. Asso- 
ciated with Publicity Arts, Ltd. (printing), Outdoor Pub- 
licity (poster advertising), and Publicity Films, Ltd., (film 
advertising). 


LORD & THOMAS, Ltd. Established 1922 
Surrey House, Victoria Embankment, London, W.C.2. 

A. D. Lasker, Thomas F. Logan, Ralph V. Sollitt, D. E. 
Brundage, and Norman H. Clemence, Directors. Recog- 
nised as full service agency by all British publishers. On 
the recommendatory list of the United Billposters’ Asso- 
ciation. Conducted under American management with 
British staff on the general principle of adapting American 
advertising methods to British merchandising and adver- 
tising conditions. Accounts handled are:—The Palmolive 
Company (of England), Ltd.; Wrigley (Sales), Ltd.; Shel- 
Mex, Ltd.; The Pepsodent Co.; T. H. Harris & Sons, Ltd.; 
Studebaker (England), Ltd.; Durham-Duplex Razor Com- 
pany, Ltd.; J. Wix & Sons, Ltd. (Billposting); Northam 
Warren Corporation (Creme Elcaya); Holeproof Hosiery 
Company; Mary T. Goldman Company; H. S. Whiteside & 
Company, Ltd.; Gilbert Limited; Kotex Company; Van 
Ess Laboratories. 


LYNCH’S ADVERTISING AND 
PUBLICITY SERVICE 
8, D’Olier Street, Dublin. 


Sean Lynch, director, 10 years experience with MacDon- 
aghs Advertising Agency as manager and Lynch’s as prin- 
cipal and proprietor. Accounts handled by this Agency 
are:—Government, Corporation, Public Bodies, Insurance 
Companies, etc. Specialises in Irish industrial and bilin- 
gual advertising—writing copy “racy of the Soil.” 


McCONNELL’S ADVERTISING SERVICE Est. 1914 
Publicity House, Great Brunswick Street, Dublin. 


Registered Practitioners in Advertising 


Charles Edward McConnell, principal. Pioneer of Cine- 
ma Publicity in Ireland. Now owner of McConnell Hart- 
ley, Ltd., the only distributor of advertising films in Ire- 
land. Director of several well known firms in his native 
city; graduated in the printing business and came by 
natural stages to the period when he founded McConnell’s 
Advertising Service. Has considerable experience as a 
road salesman in all parts of Ireland and England. Ac- 
counts handled by this Agency in Ireland are:—Wincarnis, 
McCoy’s Tablets, Odol Dentifrice, Nugget Shoe Polish, 
Shell Motor Spirit and Oils, Paddy Flaherty Whisky, 
Chrysler Cars, Irish Tourist Assn., Atkinson’s Irish Pop- 
lin, Keillers Jams, Berger Paints, Dublin Laundry Com- 
pany, McArdle’s Ale, Jacob’s Biscuits, Dublin Gas Co., 
Reducine Horse Remedy Matterson’s Bacon & Sausages, 
Lee Botts & Shoes, Rowntrees Cocoa and Chocolates. This 
Agency is equipped to give a complete modern service in- 
cluding Market Research, Copywriting and Art Work. Ow- 
ing to its intimate knowledge of Irish conditions it controls 
the Irish advertising of many important British manu- 
facturers. Handled all Ford advertising in Ireland, includ- 
ing preparation of all mailing matter, with complete satis- 
faction up to period when American management decided 
to centralise all European advertising in the London Head- 
quarters of Messrs. Erwin, Wasey, Ltd. 


Established 1919 
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MATHER & CROWTHER, Ltd. Established 1850 
10-13, New Bridge Street, London, E.C.4. 


Inc. Practitioners of Advertising 


H. L. Mather, E. L. Mather and W. H. Carr, Directors. 
The accounts handled by this Agency includes Huntley 
& Palmers, Ltd., McDougall’s Flour, Symington’s Soups, 
H. P. Sauce, Hall’s Wine, Sanatogen, Formamint Genas- 
prin, Watson’s Matchless Cleanser & Nubolic Soaps, 
Achille Serre, Ardern’s Sewing Cotton, John Noble’s Cos- 
tumes, H. J. Searle & Sons, Gallaher, Ltd., Canadian Na- 
tional Railways, Corporation of the City of London, Fruit 
Brokers Federation, Norwegian Brisling, Greek Govern- 
ment, etc. Leading Agents in the City of London, pos- 
sessing a complete organisation for handling all branches 
of advertising. The Agency specialises in Newspaper Ad- 
vertising, domestic and oversea, Street Posters, Omnibus, 
Railway and Tram Advertising. Fully equipped Produc- 
tion Departments, including first class studio are at Head- 
quarters in New Bridge Street, E.C. Modern Printing 
Works and Foundry owned and controlled by the company 
are at Bartholomew Close, E.C 


C. MITCHELL & CO. Ltd. Established 1837 
Mitchell House, 1 & 2, Snow Hill, London, E.C.1. 
Inc. Practitioners vf Advertising 

L. O. Johnson, Chairman, James Strong, Managing Direc- 
tor. E. E. Gray. Staff numbers eighty. This agency spe- 
cialises in the advertising of grocery, chemical and drug 
lines. In addition to handling advertising in Great Brit- 
ain and Ireland, this agency has a large connection in 
Australia, New Zealand, South Africa, India and the 
British Possessions, and also in all the European coun- 
tries. Among the American accounts served by this 
agency are Gillette Safety Razors, Sloan’s Liniment, Na- 
tional Radiator, Cuticura, Danderine, Ingersoll Watches, 
Diamond Dyes, Mulsified Cocoanut Oil Shampoo, Glostora, 
California Syrup of Figs. 


For further information concerning this agency see page 432 


MORISON’S ADVERTISING Established 1893 

AGENCY (HULL), Ltd. 

7, Albion Street, Hull, Yorkshire and 160a, Fleet St., E.C.4. 
Inc. Practitioners of Advertising 


Ernest Morison, Director, published first British advertis- 
ing publication, “Publicity” in 1897. Wide experience in 
all forms of advertising. Arthur Taylor, Director, au- 
thority on outdoor publicity, 30 years with agency. Lewis 
C. Stephen, Director, accountancy executive, 27 years with 
agency. A “pioneer” provincial Agency which has firmly 
established itself as one of the soundest agencies giving 
“service” in advertising, marketing, distribution, etc. Has 
its own billposting, sign writing, ticket writing, printing 
plant, now carries numerous national campaigns and has 
successful London office. Clients connections range from 
thirty years. 


NASH & ALEXANDER, Ltd. Established 1923 
Kingsway House, 103, Kingsway, London, W.C.2. 
Inc. Practitioners of Advertising 


J. G. Nash, W. A. Alexander, J. G. Jackson and E. J. 
Morison, Directors. All forms of general advertising un- 


dertaken, but specialists in engineering, wireless, fabrics, 


confectionery and medicinal advertising. 


O’KENNEDY-BRINDLEY, Ltd. Established 1927 
53-54, Lr. O’Connel Street, Dublin. 


Brian D. O’Kennedy, Managing Director, entered advertis- 
ing in 1910 as chief copy-writer Kenny’s Agency, Dublin; 
subsequently became manager and later vice-principal; re- 
signed to form present agency. Irish correspondent Adver- 
tiser’s Weekly and contributor of several technical articles 
to trade press. Thomas E. Brindley, master printer; head 
of the old established printing and bookbinding business, 
Brindley & Son. Accounts handled by this Agency are:— 
Geo. Sandeman & Co. Ltd., (Ireland); Dunlop Rubber Co. 
(Ireland), Ltd.; Sun Life of Canada Insurance Co.; Me- 
napia Mills, Wexford; McClinton’s Soaps; Irish Tourist 
Association; Ideal Cleaners, Ltd.; Great Southern Rail- 
ways, Ireland (Part); Waverley Book Co.; Leter, Ltd. 
In August 1927, six months after agency was formed, the 
Government party in Free State placed with it the biggest 
press election campaign ever carried out in these islands; 


the city commissioners also engaged its services in arrang- 
ing the first advertising for Dublin Civic Week. Has finest 
agency offices and best equipment in the city. 


OSBORNE, ROYDS & CO., Ltd. Established 1927 
Wellington House, 125-130, Strand, W.C.2. 


Geo. S. Royds, Director, joined Osborne-Peacock Advertis- 
ing Agents, Manchester, London and Glasgow in 1912, 
After experience in all three offices joined John Noble, 
Ltd. (Britain’s largest Mail Order house) as Advertising 
Manager. After War service returned to Osborne-Pea- 
cock, Manchester, in charge of copy departments. In 1920 
appointed General Manager, London Office Osborne-Pea- 
cock which organisation was turned into a new company 
in 1927. Philip E. Hill, Director, Chairman, Taylors (Cash 
Chemists) Trusts, Ltd. and Veno Drug Co. and Director 
of other well-known British undertakings. Louis Nicholas, 
Director, Managing Director of Beechams Pills and Es- 
tates, Ltd. and of the Wren Boot Polish Co. of Northamp- 
ton. Accounts handled by this Agency are:—Amami 
Shampoos, Ambrosia Milk, Wm. Bailey & Sons, L. Rees 
& Co. Bondman Tobacco, Brownie Wireless, Celanese Fab- 
rics, Dr. Cassell’s Tablets, Electrolux Refrigerators, Ger- 
molene, Greys Big, Klein Rubber Accessories, Koh-i-Noor 
Toothbrushes, Lloyd Loom Furniture, London Shoe, Orlik 
Pipes, Pascalls Confectionery, Renault Cars, Roger & Gal- 
let Perfumes, Sarony Cigarettes, Simoniz, Tan-Sad Prams 
& Toys, Veno’s Cough Cure, Volta Cleaners, Wren’s 
Polishes, Zig-zag Cigarette papers. 


ALFRED PEMBERTON, Ltd. Established 1924 
187, Piccadilly, London, W.1. 
Inc. Practitioners of Advertising 


Alfred Pemberton, Managing Director, founder of the 
Firm, late Advertising Manager of the London Times and 
late of the Tatler, thorough experience in newspaper pro- 
duction on advertisement side. G. Rendel Bishop, Legal 
Adviser. J. G. Bottell, General Manager, for many years 
chief buyer to the London Press Exchange, fully experi- 
enced in all agency administration. This Agency serves 
many leading national accounts including:—Cerebos Ltd.; 
Clyno Engineering Co.; Cantilever Shoe Co.; Champion 
Spark Plug Co.; Columbia Phonograph Co. (Service only); 
Black & Decker, Ltd.; Bristol-Myers Co., etc. Has a com- 
plete Studio Service maintained. All phases of advertis- 
ing and publicity fully covered. 


POOLS ADVERTISING SERVICE, Ltd. Established 
180-1, Fleet Street, London, E.C.4. Branch Offices: 65, 
London Wall, London, E.C.1. and 1 Princess Street. Albert 
Street, Manchester. 


Inc. Practitioners of Advertising 


George Murray, Director, A. Rothery, Director—have con- 
ducted the Publicity of many of the largest Advertisers 
of the period. Accounts handled by this Agency are:— 
4711 Eau de Cologne, Galloways Cough Syrup, Lionel 
Powell International Celebrity Concerts London and Pro- 
vinces, Clara Butt London and Provincial Concerts, Mc- 
Lintock’s Down Quilts, Reville, Ltd. Court Dressmakers, 
Clarks College, London and Provinces; Boths Distilleries, 
Ltd., Car & General Insurance Corporation; Fueller Horsey 
Sons & Cassell; Chappell & Co. Ltd., Music, Pianos; and 
many other large Advertisers. This Agency is well ex- 
perienced in all forms of general and financial advertising 
and was entrusted with the greater part of the Advertis- 
ing in both English and French Sections for the Disposal 
Board of the British Government—one of the largest cam- 
paigns placed with any agent. 


F. C. PRITCHARD & PARTNERS, Ltd. Established 1919 
6, Buckingham Street, Adelphi, Lendon, W.C.2. 


Inc. Practitioners of Advertising 


Fleetwood Pritchard (formerly with W. S. Crawford), 
Managing Director of present business since 1922; Sin- 
clair Wood, experience with Ferodo, Ltd. and Nathan and 
Sons (Glaxo). In charge of “Market Investigation” de- 
partment Lever Bros. until 1924 when he joined this busi- 
ness as director. Accounts handled by this agency are:— 
Polytechnic Touring Association, Ltd.; Johnson & John- 
son (Gt. Britain), Ltd.; Venesta, Ltd.; Arch Preserver 
Shoe, Ltd.; W. A. & A. C. Churchman; Drysdale & Co. 
Ltd.; Scottish Widows & Life Assurance Soziety; Gordon 
(England), Ltd.; Associated Bookbuyers Co. This business 
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F, C. PRITCHARD & PARTNERS, LTD.—(Continued) 


specialises in the making of marketing plans. Conducts 
national and sectional market investigations. Fully organ- 
ised to give advertising service of every kind. 


FREDK. E. POTTER, Ltd. Established 1897 
Imperial House, Kingsway, London, W.C.2. 


Inc. Practitioners of Advertising 


Fredk. E. Potter, Governing Director: Established Agency 
31 years ago, after having served as Manager 7 years in 
an Advertising Agency, with commercial experience prior 
to that. F. Howard Potter, Managing Director, son of 
Founder of Agency. Educated Leys School, Cambridge. 
Inside Organiser and Contact. 9 years with Agency. Mon- 
tague W. Middleton, Director, 29 years active experience 
in advertising. Handled some of the largest British ac- 
counts, also the advertising of leading United States 
Firms in Great Britain. General Manager of large Adver- 
tising Agency prior to joining this firm in 1922. Charles 
W. Bashforth, Director, 30 years with the Agency. Head 
of Campaigning and Order Dept. Ernest A. Ratcliffe, Di- 
rector, 25 years with the Agency. Copy-writer and Con- 
tact man. Originator of most successful Insurance Ad- 
vertising in England. These are associated with a large 
and experienced staff. Accounts handled by this Agency 
are:—Dennison Manfg. Co. Ltd., Jenkins Bros., Ltd., K. 
0. Cereals Co. Ltd., Libby, McNeill & Libby, Ltd., O-Cedar, 
Ltd., Pelman Institute, Ltd., Mrs. Pomeroy, Ltd. Pyrene 
Co. Ltd., Ruberoid Co. Ltd., Waterman’s Ideal Fountain 
Pens, Sun Life Assurance Co. of Canada, Youma (Eng- 
land), Ltd., Dixon’s Pencils, Lines Tri-ang Toys, Sunbeam 
Cycles, Pirelli Tyres, Suchard’s Chocolate, United States 
Playing Cards, and many others. This Agency enjoys 
reputation for Service and Integrity. Has extensive prac- 
tise in handling advertising of leading American firms in 
this Country. Will not accept liquor, medicated wines or 
Ballot advertising. 


SAWARD BAKER & CO. Ltd. Established 1899 
27, Chancery Lane, London, W.C.2. 


Inc. Practitioners of Advertising 


H. G. Saward, joint managing director. - Filled various 
positions with a musical publication and as a young man 
assisted in forming Iles, Baker & Co., which was the pred- 
ecessor of the present Company. Has since built very 
large organisation from a small personal Agency. In 
latter years has taken leading parts in advertising move- 
ment. Is a member of the Council of the Institute of In- 
corporated Practitioners in Advertising. Miss E. M. 
Woodyard, for some considerable time secretary to Sir 
Jesse Boot. Became secretary to H. G. Saward. Inter- 
ested herself in copywriting and planning of campaigns. 
Became joint managing director in 1921. Alexander Cox, 
director since 1922. Was advertisement manager of 
“Glaxo” 1914-1921. W. H. Hartford, Director since 1923. 
Graduated to advertising through journalism and news- 
paper management. Well known as a speaker on adver- 
tising and selling subjects. T. R. Parker, director, joined 
the firm 28 years ago and has been engaged in directing 
and controlling advertising campaigns, particularly with 
respect to one of the largest advertising accounts in Great 
Britain. F. R. Sainty, director. J. E. Walters, director, 
10 years’ experience with multiple shop firms. 2 years’ 
experience with manufacturing firm of tobacconists. 25 
years in advertising. Among the products advertised by 
this Agency are:—J. & P. Coats, Ltd.; Threads—Clark & 
Co. Ltd.; Artificial Silks, etc.; Barker & Co.; Bodies for 
Rolls Royce and other cars—Vulcan Vehicles—Del Monte 
Canned Fruits and Vegetables—Ovaltine—Parozone— 
Groaten—Gibbs’ Dentifrice—Greys Cigarettes—Nil Simile 
Shoes—St. Margaret Hosiery and Underwear—National 
Bank—North British Rubber Co. Ltd. (Clincher and Rap- 
son Tyres, etc.)\—A. Bourne & Co. Ltd—Hey & Hum- 
phries—Walters’ “Palm” Toffee—Fitu Corsets—Younger’s 
Scotch Ales—Kerol Capsules—London School of Journal- 
ism—Gibbs’ Toilet Soaps—Reslaw Hats—Fortiphone— 
Lawes Wire Netting—Glaxo—Macdonald Smith “From 
Brain to Keyboard”—Kemp’s Biscuits—Murray’s Mellow 

ixture—Jecomalt—Bengue’s Balsam—Dunville’s Whisky 
—Haymills Houses—Farrow’s Tomato Ketchup—Iron Jel- 
oids—Cristolax. A carefully planned organisation capable 
of dealing with any selling problem that comes before 
them. Equipped for national and international cam- 
paigns, it has special staffs to deal with Market Research 
(including the first Experiment Kitchen installed by an 


Agency in England), Space Buying and Rates, Copywrit- 
ing, Studio work in all its branches, Visualising, Printing, 
Blocks and Layouts (Press Room), Records, Outdoor Pub- 
licity, Films, ete., all under the control of seven working 
directors. 


SELLS, Ltd. Established 1869 
168, Fleet Street, E.C.4. 


Inc. Practitioners of Advertising 


Alfred Sell, Chairman & Managing Director, Chas. H. Sell, 
Director and Manager, Wm. Taylor, Director and Secre- 
tary, Wm. Jeffry, Director. This agency specialises in 
Service Accounts in all trades, as well as billposting, 
enamelled signs, printing, etc. Among their accounts are: 
—Reckitt & Sons, Ltd., Beetham’s Larola, Raleigh Cycles, 
London County Council Tramways, H. M. Government, and 
many other accounts of importance. 


SMITHS’ ADVERTISING AGENCY, Ltd. Est. 1878 
100, Fleet Street, London, E.C.4. 
Inc. Practitioners of Advertising 

Principal Director, Philip Smith; other Directors, F. Ben- 
nett, J. Coote, Luther Smith, W. H. Bolton. Accounts 
handled by this Agency are:—Allinson, Ltd., Boots Pure 
Drug Co., Catesbys, Ltd. Chivers, A. C. Fincken & Co., 
Foster Clark, London Glove Co., Pond’s Toilet Creams, 
Poulton & Noel, Ltd., Ryders Seeds, Scholl Manufacturing 
Co., Sharps Toffee, Radiation, Treloar, Twilfit, Whitaker 
Dyes, Williams Shaving Soap, W. J. Harris & Co., Ltd. 


SPOTTISWOODE DIXON & Established 1909 
HUNTING, Ltd. 
Regent House, Kingsway, London, W.C.2. 


Inc. Practitioners of Advertising 


This Agency is equipped to advise upon and handle appro- 
priations of any size. They have special facilities for bill- 
posting and all outdoor publicity. 


STEPHENS ADVERTISING SERVICE, Ltd. Est. 1919 
1, New Court, Lincoln’s Inn, London, W.C.2. 

J. G. Stephens, Director, formerly with Smith’s Advertis- 
ing Agency, Ltd., for i5 years. A completely self-con- 
tained service agency giving highly individual merchan- 
dising and advertising service to its clients among whom 
are several big advertisers whom the agency has devel- 
oped from quite small accounts. 


STUART ADVERTISING AGENCY LTD. 
Kinksway House, Kingsway, London, W.C.2 


H. Stuart Menzies, managing director; J. R. M. Brumwell, 
secretary. This organisation is maintained to place and 
administer accounts entrusted to Mr. H. Stuart Menzies, 
who is the author of Fortnum & Mason “Commentaries” 
and many other original advertising productions that have 
created widespread interest all over the world. It is not 
an agency that handles “cut and dried” accounts so much 
as advertising campaigns where some striking and unusual 
treatment is required. 


For further information concerning this agency see page 502 


H. CECIL TAYLOR, Ltd. Established 1920 
Grosvenor Buildings, Steelhouse Lane, Birmingham. 


H. Cecil Taylor, director, associated with advertising dept. 
of various businesses; accredited advertising agent 1920. 
Now publicity manager General Motors, Ltd. London. 
Cyril W. Tinnings, director, business executive experience. 
Been in Agency world from 1923 in North of England, 
joined this Agency in 1924 as Production Manager. H. 
Taylor, director; Lawrence C. Hill, director. Accounts 
handled by this agency are:—Bacon, Beer, Cars and Ac- 
cessories, Chemical Preparations, Clothing, Commercial 
Motors, Confectionery, Cranes, Cycle Specialties, Factory 
Equipment, Fertilisers, Furniture, Motor Hire, Road and 
Quarry Plant, Shoes, Sports Goods, Steel Constructions, 
Wireless, Wire Ropes, etc. This Service Agency handle 
all kinds of advertising and publicity. Wide range of 
products handled, and wide experience in advertising engi- 
neering and industrial products. 


J. WALTER THOMPSON COMPANY 
Bush House, Aldwych, London, W.C.2. 
This agency maintains a complete staff in its London 
offices.- Samuel W. Meek, Jr. is manager. Among the 
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J. WALTER THOMPSON COMPANY—(Continued) 


American accounts serviced are: Beacon Cheese, Buxton 
Keytainer, Cream of Wheat, Cutex, Douglass Lighter, the 
automobiles of the General Motors Company, Lux Flakes 
(Lever Brothers), Muffets, Puffed Rice, Puffed Wheat, 
(Quaker Oats, Ltd.), Od-or-ono, Royal Baking Powder, 
Sun-Maid Raisins, Swift’s Lard and Vaseline. 


For further information concerning this agency see page 545 
in Review Seccion. 


TULLY-CRABBE, Ltd. Established 1926 
Star Buildings, Northumberland Street, Newcastle-on- 
Tyne. 

Inc. Practitioners of Advertising 


J. B. Crabbe, Managing Director, 1906-1911 Advertising 
Dept., Boulton & Paul, Ltd. Norwich. 1911-1915, Copy 
Dept., Clarke & Sherwell, Ltd., Northampton. 1919-1923 
Sales Manager, Barbours, Ltd., South Shields. 1923, com- 
menced Agency work as J. B. Crabbe Advertising Service, 
South Shields. 1926, Amalgamated with Tullys, Ltd., 
Newcastle-on-Tyne and Tully-Crabbe, Ltd. Blacket Gill, 
Enid H. Newcombe, and W. G. Tully, Directors (not ac- 
tive). Accounts handed by this agency are:—“Be-Ro” 
Self-Raising Flour, Hindhaughs Wholemeal, “Dyso” Am- 
monia Powder, Newcastle Pale Ale, “Siesta” Furniture, 
“Heirloom” Furniture, “The Dentabath,” Carrick’s Cum- 
berland Sausage, “Meridian” Glass & Paints, and various 
local retail accounts. This Agency is the largest Service 
Agency between Leeds and Glasgow. They specialise in 
Press Publicity, but have wide experience in designing 
and planning Booklets, folders, etc. Have their own Art 
Studio and are organised to handle complete campaigns, 
with special local facilities for block making, typesetting 
and stereo-typing. 


C. VERNON & SONS, Ltd. Established 1884 
38, Holborn Viaduct, London, E.C.1. and at Liverpool. 


Inc. Practitioners of Advertising 


C. Harold Vernon, Chairman and Managing Director P. 
H. Vernon, A. R. Rollings, L. C. Vernon, Directors. Print- 


ing Works at Lower Thames Street, E.C.3. Staff num- 
bers 170. This Agency specialises in the advertising of 
proprietary drug and food products selling through drug 
and grocery stores, and is able to offer the assistance of 
a complete selling organisation in addition to advertising 
service. American accounts handled include the Bowman- 
Biltmore Hotels, Auto-Knitter Hosiery Company, Hood 
Rubber Company, Waltham Watch Company, etc. 


J. M. WALKER & CO. (Advertising), Ltd. 
Aldwych House, Aldwych, London, W.C.2. 


Inc. Practitioners of Advertising 


J. M. Walker, R. G. Pye and Colonel G. S. Hutchison, Di- 
rectors. J. M. Walker, before entering into the Advertis- 
ing Agency Business, was Advertisement Manager to the 
“Manchester Guardian” for fourteen years. Col. Hutchi- 
son, was a member of the staff of the London Press Ex- 
change and afterwards became the Managing Director of 
the David Allen Services, Ltd. J. M. Walker & Co. was 
formerly known as the Winter Thomas Company, having 
changed its name on January Ist, 1926; its predecessor 
was established in 1917 by J. M. Walker and Ralph Winter 
Thomas. The Chief accounts of the Agency at present 
are the London Midland & Scottish Railway, Colgate & 
Company, Huntley & Palmers, Ltd., Pompeian Products 
Incorporated, Plasmen, Ltd., The British Hanovia Quarts 
Lamp Company, Ltd., Timken Axles, Continental Motors, 
Lockheed Hydraulic Brakes, Swiss Federal Railways and 
many others. 


Est. 1926 


WILLS, Ltd. Established 1868 
Lincoln House, 296-302, High Holborn, London, W.C.1. 
Inc. Practitioners of Advertising 

A. H. Cooke, H. A. Flay, joint managing directors. Some 
of the clients served are:—Alpin & Barrett, Ltd., (St. Ivel 
Cheese); Car Mart, Ltd.; Dunhills, Ltd. (Motor accessories 
and clothing); Gill & Reigate (Furniture); Mazawattee 
Tea Co., Ltd.; Prince of Wales Hotel; Schweppes, Ltd. 
(Table waters), etc. 


day. 
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I AM the Author of FORTNUM 
and MASON’S Commentaries —the 
most successful publicity of the 


THE STUART ADVERTISING AGENCY LIMITED 
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WILLING & CO. Ltd. Established 1840 
356-364, Gray’s Inn Road, London, W.C.1. 
Branch Office (Willings Press Guide, Established 1872) 
Cecil Chambers, 86 Strand, London, W.C.2. 


Directors: Francis H. Edwards, M.D., M.R.C.P. The 
chairman apart from his acknowledged position as a men- 
tal expert is well known as a business man of wide ex- 
perience, being a Director and in some cases chairman of 
several English limited companies. John Hanmer Win- 
grave, Managing Director. A grandson of James Willing, 
the founder of the firm. After a few years of commercial 
experience outside, joined the business in the 90’s, became 
a director in 1906 and Managing Director in 1920. Percy 
F. Wingrave, also a grandson of the founder, has had 
some 30 years in advertising, some of these being with 
his uncle’s firm “Willings of the Strand” now absorbed in 
this Company. He became a Director in 1921 and takes 
an active part in the conduct of the many different de- 
partments, each of which is under separate managers. 
C. R. Edbrooke. Has been engaged in selling and adver- 
tising proprietary goods for 35 years. From 1909 to 1923 
Business Manager and then Proprietor of “The Advertis- 
ing World.” After sale of this publication to its present 
owners joined the Board of Willings as Director of the 
Press Advertising department of the Company. Willings 
have for over three-quarters of a century enjoyed the 
distinction of being one of Great Britain’s representative 
businesses. Their name springs to the mind when pub- 
licity is mentioned. They have traditions, prestige, and a 
long record of achievement, which together form their 
most valuable asset. Ever since the time when their 
founder saw the need for drastic changes in the trade of 
billposting, Willings have been in the van of advertising 
progress. Beginning as billposters and contractors for 
advertisements, they steadily added every other form of 
advertising to their service, co-ordinating the various 
branches into a composite whole of rare efficiency. Willing 
Service is complete. There is nothing in advertising that 
Willings cannot do and are not doing. This position has 
been achieved through a rigid policy of personal service 
to clients. The greatest asset of such a business house 
as Willing & Co. is its reputation. The list of clients in- 
cludes:—Van Heusen International Coy (Collar Manufac- 
turers); A. G. Spalding & Bros. (British) Ltd. (Sports 
Requisites); National Cash Register Co. Ltd.; Highbury 
Furnishing Co. Ltd.; British Mercedes Ltd. (Car Manu- 
facturers); London Holeproof Hosiery Co. Ltd.; Midland 
Gear Case Co. Ltd.; S. Smith & Son (M. A.) Ltd. (Motor 
Accessories); County Borough of Bournemouth; Igranic 
Electric Co. Ltd. (Wireless & Electrical Switch Gear Man- 
ufacturers); Naylor Brothers (London) Ltd. (Paints, Var- 
nishes, etc.); Beatty Brothers, Ltd. (Laundry appliances); 
J. B. Lewis & Sons, Ltd. (Manufacturers of Meridian Un- 
derwear); Booth’s Distilleries Ltd. (Distillers & Recti- 
fiers); Lloyds Bank Ltd.; National Bank, Ltd.; Royal Ex- 
change Assurance; Frankfort Fair; Chas. Mackinlay & Co. 
(Distillers of M. L. and V. O. B. Scotch Whisky); Tullis, 
Russell & Co. Ltd. (Paper Manufacturers); James Spence 
& Co. Ltd. (Drapers); Phs. Van Ommeren (London) Ltd. 


(Shipping Agents); William Nash, Ltd. (Paper Manufac- 
turers). 


A. J. WILSON & CO. Ltd. 
154, Clerkenwell Road, London, E.C.1. 


A. J. Wilson, Director, founded the Company in 1894 and 
acted in turn as Managing Director and Chairman. Mrs. 
A. J. Wilson entered the Company’s service in 1896, sub- 
sequently acted as private secretary and joined the board 
in 1916. T. G. Casson, founder of the well known Art 
Studios of Casson and Black, joined the board Dec. 1926, 
appointed Managing Director September 1927. Has had 
wide experience in marketing, selling and commercial art, 
and has supplied publicity campaigns to many of the lead- 
ing advertisers in this country. J. G. Wilson, Director, 
joined the firm in 1924, qualified engineer, wide experience 
in successful representation and control of advertising 
policy of clients. Major Lloyd and B. Rubin, Directors, 
joined the Board 1923 and 1926 respectively, chiefly inter- 
ested in the legal and financial aspect of the business. Ac- 
counts handled by this Agency are: Austin Motor Co. 
Ltd., A. C. (Acedes) Cars, Ltd., Rootes Limited, Pass & 
Joyce, Ltd., Marmon Cars, Burndept Wireless, Eugene, Ltd. 
and over 15 other accounts. The service afforded is unique, 
embracing every phase of modern publicity. The resources 
are comprehensive, including market research dept., Stu- 
dio, Copy, Ideas, Setting, Printing Dept. equipped with up- 
to-date plant including colour work, Linotype and Mono- 
type machines—Foundry equipped with modern plant for 
the rapid production of stereos and electros. The work is 
centralised as far as possible through a production de- 
partment which is responsible for all work both inwards 
and outwards being efficiently completed and delivered to 
time. This consequent saving of time and expense is con- 
siderable and the advertiser enjoys the benefit of this— 
paying one profit. With the exception of colour and half 
tone process work everything appertaining to publicity 
is carried out under one roof. Moreover by this means 
absolute privacy is assured for the clients’ important plans. 


Established 1894 


THE WINTER THOMAS Established 1926 
CO. (1926), Ltd. (Reconstructed) 
30-31, Great Queen Street, Kingsway, London, W.C.2. 


Inc. Practitioners of Advertising 


Ralph Winter Thomas, Director, experience in advertising 
practice 25 years, and in Agency practice 21 years, S. J. G. 
Chipperfield, Director, 11 years in advertising and agency 
practice. R. C. Murton, Director, 20 years in advertising 
and agency practice. R. G. Pye, Director. Some Accounts 
handled by this Agency are:—Austin Reed, Ltd., Grape 
Nuts Co. Ltd., (Grape Nuts, Post Toasties, Post’s Bran 
Flakes and Postum), United States Rubber Co., E. Lazen- 
by & Sons, Ltd., Kelvinator, Friends Provident & Century 
Life Office, etc. This is a fully equipped agency rendering 
intensive service to a limited number of clients. Have 
been responsible for some of the outstanding big successes 
of the post-war period. 


British Market References 


Some experiences selling industrial items in England. Print- 
ERS’ INK, July 22, 1926, page 49. 


Things are quite different in England. Printers’ INK, June 
17, 1926, page 69. 


George Wythe breaks the cane market in Algiers. SALES 
MANAGEMENT, March 20, 1926, page 397. 


Sales opportunities in the Australian market. SALES MANAGE- 
MENT, April 3, 1926, page 500. 


The dangers of business slogans. SALES MANAGEMENT, May 1, 
1926, page 671. 


British praise for American selling methods. (Editorial.) 
SALES MANAGEMENT, July 10, 1926, page 84. 


Ten per cent of your output should be sold abroad. (Edi- 
torial.) SaLEs MANAGEMENT, September 18, 1926, page 474. 


Selling in Great Britain. (The Palmolive Co. of England, 
Ltd.) SALES MANAGEMENT, October 16, 1925, page 614. 


The gates are open for these American products in England. 
SALES MANAGEMENT, October 30, 1926, page 717. 


American opportunity in Britain? Iron AcE, July 1, 1926, 
page 26. 


Buying space in Britain. ADVERTISING & SELLING, September 
7, 1927, page 66. 


Industrial statistics for England: 1926-1927. FEDERAL RESERVE 
BULLETIN, September, 1927, page 666. 


First results of the census of production, 1924. Economist, 
October 30, 1926, page 467. 


Outlook for British trade. Economist, July 30 and August 
20, 1927, pages 201, 318. 
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he Medium 
Adv ertising 


in Great 


The Daily Mirror 1s an established power in the world 
of advertising. It has proved its value again and again. 
That is why advertisers of Ladies’ Fashions, Household 
Goods, Drapery, Furniture, Ladies’ Toilet, etc., use its 
pages consistently. The Daily Mirror circulates to one 
of the largest and most responsive buying publics a 
newspaper has ever commanded. It has brought and is 
still bringing big results to advertisers who regularly 


use its pages. 


A few years ago business men were not convinced that 
it would win eminence in financial circles, yet to-day 
the Daily Mirror carries every prospectus of importance, 
whilst its financial articles are read and respected by 
city men and hundreds of thousands of private investors 
throughout Great Britain. 


No go-ahead advertiser can afford to overlook a paper 
which commands such a vast following. The Daily 
Mirror is a golden Key which admits the advertiser and 
his goods to a mighty market of millions of potential 
customers. Whether you are advertising household 
commodities, toilet requisites or general merchandise 
the Daily Mirror is bound to bring good results. 


Britain’s Supreme Daily 


Daily 


The Daily Picture Paper with 


Write for rates and specimen copy to S. A. WILLMOTT, Advertisement Manager, 
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Facts alone can qualify a claim, and the claim that 
advertising in the Daily Mirror does definitely reap 
results, is proved conclusively by the following figures: 


Daily Mirror” 
Volume of Advertising 


1926 1927 


FOOD. . « « « 1606-cols. 1844 cols. 
WINES & CIGARETTES 595 cols. 811 cols. 
HOUSEHOLD . . 671 cols. 990 cols. 
DRAPERY  . .... 1107 cols. 1400 cols. 
TOILE. « « « « 3O@S Gem 1213 cols. 
55 ) i > Se 53 cols. 79 cols. 
GARDEN... . 28 cols. 34 cols. 
FINANCIAL . . . 227 cols. 445 cols. 
MOTORING. . . 105 cols. 142 cols. 
THEATRES .. . 294 cols. 366 cols. 
MEDICINES .. ..._ 1017 cols. 1378 cols. 


Unprecedented results that have spurred advertisers 


to place still greater confidence in the pulling power 
of the DAILY MIRROR. 


Picture Newspaper 


Mirror 


the largest sale in the world. 


Geraldine House. Rolls Buildings, Fetter Lane, London, England. 


506 


SALES MANAGEMENT 


Marcu 31, 1928 


Principal Newspapers in Great Britain 


City and Name of Paper Lan- | Circula- Reader Influence City and Name of Paper Lan- | Circula- Reader Influence 
guage tion guage tion 
ENGLAND MANcHESTER (Cont.) 
Lonpon— TRE D6 ar rr English} 170,000)All classes, 
The British Weekly (W).............. English 80,000 ee, and Middle Classes. Weekly Chronicle (W)...........2000. English 30,000) All classes. 
SE Se es ea nen English 25,000 ae olics, NotrincHamM— ; 
Tne Church Times CW)... 0000000000 English 60,096|High Church Branch of the || The Nottingham Evening Post (ED).../English 40,000) All classes. 
hurch of England. The Nottingham Guardian (MD-exS)...|English 30,000 Upper classes and conser. 
The Daily Express Ge; Sie leu ot ein tee English | 925,000)Middle classes. vatives. 
The Daily Mail (MD-exS)............ English | 1,750,000} Middle classes. The Nottingham Journal (MD)........ English 40,166|Good middle and profes- 
The Daily Mirror (MD) EES 504-505)|English | 1,000,000}General middle classes. sional classes, 
The Daily Mirror (W).............00. nglish 50,000| British people abroad. PLyMouTH— 
The Daily News (MD-exS)............ English | 621,531|Middle classes; adherents of || Western Evening Herald (ED)........ English 40,000|General. 
Liberal Party. The Western Morning News (MD).....|English Kye "000|General. 
The Daily Sketch (MD-exS).......... English | 1,000,000] Middle and upper classes. PortTsMouTH— 
Tne Evening News (ED)............. English | 724,000)Middle classes. Evening News & South. Daily Mail (ED)|English 68,000)Naval and army garrisons, 
Evening Standard (ED).............. English | 450,000) Upper middle classes. dock workers and middle 
The Dlustrated (W).....0.ccccecccecess English | 1,125,000) Middle and upper classes. class residents. 
Morning Post (MD-exS).............. English 60, Aristocracy. and upper class. Football Mail and Southern Sport (W).|English 45,000|Sporting enthusiasts, 
News of the World (W)............6+- English | 3,000,000) Popular. SHEFFIELD— E ; 
De neve OW) os ov c0esecvevede English | 150,000)Educated classes. Sheffield Daily Telegraph (MD-exS)....|English 63,000| Business of good medium 
The People | | ee een English | 1,000,000/Artisan and middle classes. s class. 
Reynold’s Illustrated News (W)....... English | 375,000|Middle classes. Sheffield iatependest ROVEDD) is sie:<.0 5s c-sieee English 90,000) Middle class. 
UE IEE REND) 660 SA 5550 Ses 'se0aseneer English 705, 532|All classes, especially adher- || Sheffield Mail (ED).................. English 50,000] Middle class. 
ents of Liberal party. The Weekly Telegraph (W)........... English | 100,000}Good average class. 
The Sunday Express (W)............. English} 425,000|Middle classes. Yorkshire Telegraph and os (ED-exS)|English} 153,000|Good medium class, 
The Sunday News (W)............... English} | 875,124|Middle classes. Stoxe-On-TRENT— : 
Sunday Pictorial (W) (see page 507)... .|English | 2,300,000) All classes. Staffordshire Sentinel (ED)........... English 64,874|Industrial and commercial 
The Sunday Worker (W)............- English} 104,579)Artisans. Staffordshire Weekly ech RW) ie sce English 21,294) Agricultural and industrial 
The Times (MD-exS)...............- English 190,000)Representative men and SUNDERLAND— 
women of the Empire. Sunderland Daily Echo (ED).......... English 44,789) Industrial class. 
The Weekly Telegraph (W)........... English} 150,000|Middle classes. Sporting News CW) icc cvesccdaesoce English 30,000/All classes. - 
The Westminster Gazette (MD-exS)...|English | ~ 300,000|Good; chiefly supporters of YEovit— 
Liberal Party. Western Garette (W) soc cncncdcccccecs English 58,218) All classes. 
World’s Pictorial News (W)........... English | 1,250,000/Artisan and industrial class. 
BirmMincHamM— WALES 
Birmingham Despatch (ED)........ CarpiFF— 
Birmingham Gazette (MD)......... English} 235,349|Middle classes. The South Wales Echo (ED).......... English} 168,016)Every class. 
Sunday Mercury and Sunday News(W) The South Wales Evening Express (ED)|English| 125,272|Business, professional and 
BLackPpooc— good artisans. 
Blackpool Gazette & Herald (Tri-W)...|English 46,849/General. SCOTLAND 
Braprorp— ABERDEEN— 
The Bradford Daily Telegraph & Argus Aberdeen Evening Express (ED)....... English 80,000) All ciasses. 
DD casein bu das Somaawannee ee English 90,000) Middle classes. Aberdeen Press and Journal (MD)..... English 35,000/All classes. 
Dar.incton— Aberdeen Weekly Journal (W)......... English 30,000) All classes. 
Northern Echo (MD)..............2. English 90,159|Good class; commercial and Dumrries— 
industrial Dumfries & Galloway (W)............ English 27,000|General. 
Grm DunpEE— 
Grimsby y Daily CS) ee English 26,000/General. — Weekly News (W)......... English} 644,525/All classes. 
DINBURGH— 
Hal Daily ENE Cs |b) ree: English 65,134/All classes. The Edinburgh Evening News, Ltd. 
Hull Evening News (ED) English 40,000/General public MRE ES) oe crce da csneiatecaisleietonstew ah English | 100,000)Middle class, working peo- 
Hull Weekly News (W).. English 30,000} Villages and agricultural. ple chiefly. 
Hull and Yorkshire Times. . ; The Evening Dispatch (ED-exS)....... English 90,000) All classes. 
~ and Lincolnshire Times) { (W)---- -|English 40,000) All classes. North British Agriculturist (W)........ English 25,000 — owners, agents, 
EEDS— armers. 
Leeds Mercury (MD)................ English 100,000) All classes. Giascow— 
The Yorkshire (ED). : ‘ =. UG LD) ar rere, English} 210,000)General. 
Evening News (MD)/+:-+++++++++°* English} —140,000| Middle classes. The Glasgow Herald (MD)........... English 71,000] Business and financial. 
Yorkshire Evening Post (ED)......... et 200,000) All classes. ——s Weekly NOWE CW) 65 scsaivcewe English} 644,525/General. 
The Yorkshire Post (MD)............ English ,000] Professional manufacturers; || Sunday Mail (W)...............0000: English} 239,000/General. 
middle classes. The Sunday fd Se ere English 364, 698/General. 
LIvERPOoL— 
Evening Express (ED)...............- English} 122,619/General. NORTHERN IRELAND 
Liverpool Daily Post and Mercury (MD)|English 42,940/General, including business Be.trast— 
men. Belfast Telegraph (ED-exS)........... English 80,000) All classes. : 
Liverpool Echo (ED)...........2e000- English} 213,686|General. Belfast News-Letter (MD-exS)........ English 30,000| Business, farming and 
Liverpool Weekly Post (W)........... English 121,884]Cotton operatives, miners, leisure classes. 
workers in indus. north. The Northern Whig and Belfast Post . 
MANCHESTER— PP BN Sica tose wed a aiciere ete Ae ase HAO English 26,000) Business, farming and 
The Daily Dispatch (MD)............ English} 420,000|General public. ORK— leisure classes. _ 
The Daily Mail (MD)................ English | 1,734,350|General public. Cork Weekly Examiner (W)........... English 35,300|Commercial, farming, and 
RMe DIEWS CW) v6 6c ose sn sceec cece English | 1,350,000|General public. general. 
The Evening Chronicle (ED).......... English 320,000|General public. Dusiin— 
Manchester Evening News (ED)....... English | 1,250,000 Dublin Evening Mail (ED)........... English 32,000/General. 
Weekly|General public. Evening Herald (ED & W)............ English 80,000|Good (general). 
Sunday Chronicle (W)................ English | 920,000)General public. Irish Independent (MD).............. English 94,000|General. 
World’s Pictorial News (W)........... English | 300,000/Sporting public. Irish Times (WK MD) «osc deceecsacs English 35,000|Commercial houses and 
NewcastLe-On-TyNE— high class readers. 
Evening Chronicle (ED).............. English | 180,000) All classes. Irish Weekly Independent (W)........ English 88,000|General. 
Newcastle Daily and North Star (MD). English 36,565|Upper and middle classes. Weekly Irish Times (W).............. English 35,000|Commercial houses and 
Poort Baal CVED) oss. 5.0005:5.0-6 s:0085.0 English 80,000/ All classes. high class readers. 
General Magazines and Trade Publications 
City and Name of Publication Lan- | Circula- Reader Influence City and Name of Publication Lan- | Circula- Reader Influence 
guage tion guage tion ——— 
ENGLAND Lonpon (Cont.) ; , 
Lonpon— The British Medical Journal (W)...... English 35,600| Medical profession. 
The Boy’s Magazine (W)............. English 197,000|Schoolboys and youths. The Drapers Record (W)..........0-. English 40,000] Retail dry goods. 
Fellowship (M).........0.5.... 00000000080 English E Every class. Engineering Directory (SA)........... English ot RR eecear coat - 
Golf Mlustrated (CW)... occssccees sen English} 250,000/Golfers. The Farmer and Stockbreeder (W)..... English | 100,000/Farmers and stock raiser! 
Health and Strength (W)............. English ,000|Men and women interested || The Poultry World (W).............. English 0,000] Poultry keepers. 
in physical culture. The Railway Review (W)............. English 50,000] Railway employees. _ 
SS Cr RGU RON  i5 ode :0 50:5) 050.8% Aisin ceie co ace Weldon’s Home (M); 5 5.0. .0ccscscs English 00,000| Women-home dressmaker’. 
BDORl BEOMME LING) 5 ocieciccieeineeecescen English 35,000/High class World’s Carriers and Carrying Trades hicles 
Ne OND si5s  5oictacis abn dco acicee English | 1,106,409|Popular. REVIEW NE socio ceils yes cower English 40,000|Users of transport ven 
ndon Opinion (W)...........+0s00- English | 120,000 |Middle class. SCOTLAND (horse and motors). 
Nash’s Magazine (M)................ English | 130,000/High and middle classes. Giascow— : 
The Passing Show (W)............... English 230,000) Middle class.. The Motor World (W) English 12.000] Motorists, motorcyclists 
eevee ween MD Shi e hme — Poss oe oe ean | er te 5 and bicyclists. f " 
earson’s Weekly (W)......... .|Englis f eneral. : i and-owners and farme 
Punch (W) (see page 435) English | 125,000)All classes of British. s aaciainicsscrcnhy iid daeeaeaiaeinss ae =~ 
The roeeung Life and Sportsman English 0,000|'Those interested in sports, IRELAND 
BED olin dca n s,08 = euiw ees si5 chiefly horse racing. BELFA : t 
Windsor Scemsins (| SRE English 90,000|Good class homes. The Irish sein Re ocd cscs English 10,000] Agricultural community. 
Wee OORT AN Iso cassava sacnewsad English 65,000} Motor owners, as distinct Dusiin— 
from dealers. The Ideal Irish Home (M).:.......... English 10,000|Good; a home paper. _ 
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THE SUNDAY PICTORIAL GETS RIGHT INTO THE FAMILY CIRCLE 


each the real Britain 


the Sunday Pictorial 


Over two-million worth - while 
families throughout Britain read 
the “Sunday Pictorial.” 


That is why announcements in 
the “Sunday Pictorial” pay—they 
supply the need just when buying 


is being considered—on SUN- 
DAY. 


Advertise in the “Sunday Pic- 
torial” and you will realise the 
immense power of this great Sun- 
day medium. 


Sunday Pictorial 


Specimen copy, rates and full particulars on application to: SIDNEY 
D. NICHOLLS, ADVERTISEMENT MANAGER, GERALDINE 
HOUSE, ROLLS BUILDINGS, FETTER LANE, E.C.4. Holb. 4321 
(Private Branch Exchange). Telegrams — “Nusunpic - Fleet - London.” 


REACHES OVER TWO MILLION WORTHWHILE HOMES EVERY SUNDAY 
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MARKET RESHARCH 


The largest and oldest established Business Research Organisation 
in Great Britain. Carried through over 30,000 successful interviews 
for clients in 1927. Conducted several hundred dealer and consumer 
investigations since 1921. 


If you are interested in the British or Continental markets secure 
our help and advice before coming to any decision about your 
merchandising plans. Suggested schemes for handling your merchan- 
dising problems, with estimate of cost, sent free of obligation. 


Write for particulars of “Press Circulations Analysed.” Published 
by us this year. A report based on 20,000 interviews on the subject 
of “What is read in the home?” 


May we send you Brochure descriptive of our Service? 


THE LONDON RESEARCH BUREAU 


150 SOUTHAMPTON ROW, LONDON, W. C. 1 


OVERSEAS PUBLICITY and 
SERVICE AGENCY, LTD. 


Representatives in Great Britain, 
Ireland and on the Continent for 


Sales Management Magazine 
Printed Salesmanship 


—— 


G.D. YOUNG, Managing Director 
9 Quality Court, London, W. C. 2 


—I'L 


The Market in Canada for 
Advertised Products 


URING the past year business in Canada 

has progressed much faster than in the 

United States, with the result that condi- 

tions were never so favorable there as they 

are now for inaugurating a campaign of advertising. 
Further tax reductions just approved by the Cana- 
dian parliament can be expected to maintain and 
stimulate the good business which Canada is enjoy- 
ing, so that all in all it would seem that Canada 
stands today in the same relative position that the 
United States stood in 1923 from a sales standpoint. 

The dollar volume of business shows gains over 
last year in most centers, some cities recording in- 
creases of more than 10 per cent. Miscellaneous car 
loadings reflect a satisfactory general buying activ- 
ity. Employment reports indicate higher levels 
than usual. Manufacturing for the most part con- 
tinues steady. Money is plentiful for investment. 
Building activities are already showing evidence of 
brisk volume, The farmers, with a very fair year 
behind them, are today in a better position as to 
purchasing power and general prospects for the 
spring of 1928 than they have been for many years. 
Investment securities are very high. The increas- 
ing confidence of investors both in the Dominion 
and in the United States as to the future of Canada 
is revealed in a review of bond sales for 1927 which 
shows a total of $616,464,400, a marked increase 
over both 1925 and 1926. Of the total, $154,920,500 
were government securities, $78,481,833 municipal 
bonds, $303,062,067 corporation bonds, and $80,000,- 
000 securities issued by railroads. 

In spite of Canada being its most intimate neigh- 
bor, it is remarkable how many misconceptions of 
both the country and its people are held in the 
United States. Its very size, variety of resources 
and rapidity of growth, are calculated to mislead the 
casual observer or reader. 


Canada Like an Adolescent Youth 


Magazine articles on Canada are usually illus- 

trated with pictures of dog-teams and snow, even 
though 50 to 60 per cent of residents in Canada live 
in a climate less rigorous than that of New York, 
Boston, Chicago, or Minneapolis. Since we all, un- 
consciously perhaps, but no less surely, take in the 
general thought in our environment, it is not strange 
that many otherwise well informed business men in 
the States hold strange views upon the Canadian 
market. The Chicago business man who said “Can- 
ada is 90 per cent agricultural” was only voicing 
what many others think, and his amazement at 
learning that agriculture was deposed from first po- 
sition by manufacturing several years ago, was no 
greater than that of a maker of bathing suits on 
learning that Canadians spend more per capita upon 
his line of goods than do their neighbors. 
, \anada is just like the average adolescent youth, 
it grows so rapidly that last year’s picture is ancient 
this year. The man to whom the first “homestead” 
Was granted in Canada’s great wheat growing zone 
Is still farming. 


The new strain of wheat developed in 1924 by the 
Canadian Government will push the wheat area 23 
“days” further north. 

International experts tell us that Canada’s future 
lies in her wonderful mineral resources, and since 
history affords no parallel of the spectacular figures 
relative to Canadian minerals, they appear to have 
good grounds for their belief. 

Since 1913 no other nation has increased its ex- 
ports to the same extent as the Dominion. Her do- 
mestic exports increased in value, in the period 
named, 191.4 per cent, or nearly twice the rate 
shown by the United States. 

The per capita trade of the U. S. increased in the 
13 years from $18.10 to $35.85. Canada’s per capita 
trade grew from $57.95 to $135.73. With less than 
one-twelfth of the population of the United States, 
Canada does more than one-fourth as much trade. 

With such rapid growth in every direction, it is 
not surprising that the character of the Canadian 
market alters so quickly. The country is becoming 
more British each census, but that refers rather to 
racial origin than to buying characteristics. In char- 
acter it is becoming more national, more indepen- 
dent of every other country: and more prone to 
develop along its own lines. Upon the action of 
United States manufacturers during the next few 
years depends much of the future trade of United 
States in the Dominion. Those who possess files 
or copies of United States magazines of forty and 
fifty years ago will find that, in the case of many of 
the better known among them, 30 to 40 per cent of 
the display advertising was of English origin. Only 
a very few of those advertisers are today doing busi- 
ness in the States and those have, practically all of 
them, built local factories. In most cases the market 
grew away from them, English agencies handling 
the business of manufacturers doing business at long 
range, lost touch with local consumers. In some 
cases the tariff closed them out. Will history repeat 
itself in Canada? 


Pitfalls for the U. S. Advertiser in Canada 


Canada is beyond all question the easiest “foreign” 
market for American advertisers. Yet it contains 
pitfalls for the unwary. The chief danger is prob- 
ably that of taking things for granted. One adver- 
tiser came along and said, “In the States my mar- 
ket is the farm field, so it will be the same in Can- 
ada.” Another said, “Of 20 varieties of my product, 
No. 1 is easily the best seller in the States, so it 
must prove so in Canada.” In the first case the 
advertiser modified his plans very greatly and in the 
second case the Canadian Food Laws closed out 
that very particular item. 

Speaking broadly, the commonest mistakes made 
by American advertisers in Canada are concerned 
with sales quotas. Many firms acting upon the opin- 
ion that a “foreign” market cannot be expected to 
produce to the standard of the home field, or pos- 
sibly under-estimating the capacity of the Canadian 
consumer, fix quotas which are far too low and thus 
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limit their sales. We know of two firms selling to 
the same class of consumer, whose quotas are re- 
spectively 9 per cent and 2 per cent of their U. S. 
sales. One internationally famous organization 
treats Canada as one of a group of districts in North 
America, and this district passed its 1926 quota in 
September, leading the whole field, yet other firms 
dependent upon the same class of buyer made a 
poor showing. In the electrical field particularly, 
one finds some amazing contrasts. Some firms are 
quite content to have Canada “trail” home markets, 


whilst others capitalize the fact that Canada has. 


very cheap power, more consumers per 1,000 of pop- 
ulation, and is increasing her ratio of wired homes 
far more rapidly than is the United States. 

The application of U. S. sales quota figures to 
Canada frequently tends to limit the advertiser’s 
returns. Two items, in almost general use as basic 
indices in the States, are valuable in Canada when 
comparing one local area with another, but are 
worse than useless in comparing a Canadian area 
with one in the United States. These are Income 
Taxpayers and Automobile Ownership. The Fed- 
eral Income Tax in Canada, for a variety of reasons, 
is of little value as an indice. When attention is 
drawn to the fact that of the 750,000 farmers, re- 
puted to have a higher income than the farmers of 
any other country, less than 4,000 pay income tax, 
the truth of the previous statement is apparent. 
Again, it is not possible to obtain the number of 
income taxpayers by any comparable area less than 
a province. 


Why It Is Easy to Advertise in Canada 


According to the latest census report, 85 per cent 
of the total population over 10 years of age can 
speak English. Approximately 59 per cent spoke 
English-only and 25 per cent spoke English in addi- 
tion to their mother tongue. About 13 per cent of 
the total population speak French only and of these 
92 per cent lived in the Province of Quebec. Thus 
the language question narrows down to two, and 
one of these is confined almost entirely to one prov- 
ince. The standard of literarcy is higher than in 
any other country on the Continent of America. 
Thus, with two languages only, the advertiser can 
get almost complete coverage from coast to coast. 

Notwithstanding the growing national spirit in 
the Dominion, Canadians are very tolerant towards 
“foreign” advertisers. The “buy Canadian goods” 
slogan is used quite as much, in proportion to num- 
bers, by local branches of outside organizations as 
by purely Canadian firms. There is no reason to 
anticipate any change in this attitude. Post-war 
years have seen the establishment in the United 
States of branches of many Canadian organizations, 
and a well known authority has recently pointed out 
that Canadian investments in the U. S. A. reach a 
higher per capita figure than do U. S. investments 
in Canada. 


Area 


The area of the Dominion (as revised on the 
basis of the results of recent exploration in the 
north) is 3,797,123 square miles, a figure which may 
be compared with that of 3,743,529 square miles for 
the United States and its dependent territories, 
3,776,700 the total area of Europe, 2,974,581 the total 
area of Australia, 4,277,170 the total area of China 
inclusive of dependencies, 3,275,510 the area of 


Brazil, 1,802,577 the area of India, 121,633 ‘the area 
of the United Kingdom and 13,491,977 the total area 
of the British Empire. By comparison with the last 
two figures, Canada is seen to be over 31 times as 
large as the United Kingdom and to comprise over 
28 p. c. of the total area of the British Empire. 


Political Subdivisions 


Canada is divided from east to west into the fol- 
lowing provinces: the Atlantic Maritime provinces 
of Prince Edward Island, Nova Scotia and New 
Brunswick, all three comparatively small in area; 
Quebec, covering a strip south of the St. Lawrence 
and the whole territory north of the St. Lawrence 
and east of the Ottawa to Hudson strait; Ontario, 
extending northward from the Great Lakes to Hud- 
son bay; Manitoba, Saskatchewan and Alberta, the 
provinces of the interior continental plain, extend- 
ing from 49° to 60° north latitude; and British Co- 
lumbia, the province of the western mountain and 
Pacific coast region, also extending from 49° to 60°, 
North of the 60th parallel of latitude, the country is 
divided into the Yukon Territory and the Northwest 
Territories, the latter area composed of the provi- 
sional districts of Mackenzie, Keewatin and Frank- 
lin. In actual area the three Maritime provinces, 
covering a total land area of 51,163 square miles, 
make up but 1.4 p.c. of the total land area of the 
country. Quebec, the largest in area of all the pro- 
vinces, and Ontario cover 18-9 and 10-0 p.c. of the 
country’s aggregate land area respectively. The 
four western provinces, taken in order as one pro- 
ceeds west, constitute 6-3, 6-7, 6-9 and 9-7 p.c., the 
Yukon 5-7 p.c., Franklin 13-5 p.c., Keewatin 6-0 p.c. 
and Mackenzie 14-9 p.c. of the land area of the 
Dominion. 

The ninth annual report on the manufacturing 
industries of Canada for the year ending December 
31, 1925, shows the following principal statistical 
features: 

Establishments—The number of individual estab- 
lishments reporting in 1925 was 22,331, an increase 
of 153 from the number reported in 1924. The Wood 
and paper group shows the largest decrease having 
254 fewer reports than in 1924, of which saw mills 
61, planing mills 57, printing and publishing 49, and - 
carriages and wagons 46 were the principal indus- 
tries showing decreases. The next largest decrease 
was in the textile group of 141, but here the de- 
crease is due to the dropping of 175 hand laundries. 

Capital Investment—The total capital invested in 
Canadian manufacturing industries rose from 
$3,538,813,460 in 1924 to $3,808,309,981 in 1925, an 
increase during the year of $269,496,521 or 7.61 per 
cent. Fixed capital, comprising land, buildings, 
machinery and tools, amounted to $2,525,173,575 
and working capital, including materials and sup- 
plies on hand, finished products, stocks in process, 
and cash, trading and operating accounts, etc., to 
$1,283,136,406. 

Employment—The number of persons employed 
in the manufacturing industries of Canada in 1925 
was 544,225, of whom 77,623 were salaried em- 
ployees, 466,602 wage-earners and 3,735 piece work- 
ers employed outside the establishments. Of the 
salaried employees 60,385 were males and 17,238 
were females and of wage-earners, 359,595 were 
males and 107,007 were females. Compared with 
1924 there was an increase in the number of salaried 
employees of 1,393, and in wage-earners of 34,329. 
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Canada is receiving lots of attention. The Saturday 
Evening Post is carrying a series of articles by Isaac F. 
Marcosson on “The Frontier of Accord” (see page 3, 
February 25th issue). Marcosson says (page 132, para- 
graph 7), 


ne 


sets 


. . . It follows that the American Manufacturers who 
have made good to the largest degree are those who 
regard her as an export, and not a domestic market. 


aris 


We serve American enterprise and industry in Canada 
with five branches, Montreal, Quebec; Toronto, and Lon- 
don, Ontario; Winnipeg, Manitoba; and Victoria, British 
Columbia. 


Lhd 


Ford, Fada, Kayser, Nestles, Certo, are but a few prod- 
ucts which we have helped distribute and sell in Canada. 
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With a population of nine million people Canada bought 
$544,000,000 worth of merchandise from the United 
States in the first eight months of last year. Are you 
getting your share? 
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TO SERVE NATIONAL ADVERTISERS 
IN CANADA 


eacasbeceasa 
—_ 


Af: An Advertising Agency should have a complete organiza- 
Ai tion at the strategic distribution centres of the Dominion. 
NG ni 7 
a 
ACY 
UE McCownnkE.t & FERGUSSON 
AE ' LIMITED 
i; : Is the only Advertising Agency 
TY y with offices at 
TORONTO LONDON MONTREAL WINNIPEG VANCOUVER 


Each office is a completely equipped advertising agency— 
the whole offering the advertiser a National merchandising 
service unobtainable elsewhere. An inquiry directed to any 
office will receive prompt attention. 
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Salaries and wages paid—The total payments for 
labour and service in 1925 amounted to $596,707,473, 
of which $143,056,516 was paid for salaries, $452,- 
958,655 for wages and $692,302 to outside piece 
workers. Compared with 1924 there was an in- 
crease in the amount paid for salaries of $3,441,877 
and in wages of $32,689,249. 

Materials used—The total cost of all materials, 
whether in the raw or partly manufactured condi- 
tion used in the various processes of manufacture 
during 1925 was $1,587,665,408. Compared with the 
preceding year there was an increase in the cost of 
materials of $149,255,727 or over 10 per cent. 

Value of products—The gross value of manufac- 
tured products at the point of production amounted 
to $2,948,545,315 in 1925 which was an increase of 
$253,491,733 when compared with 1924. Of the nine 
groups, all show increases in value of production 
ranging from $4,689,509 in the chemical group to 
$06,546,653 in the non-ferrous group which in 1925 
included the smelting of non-ferrous metals. A 
comparison by provinces shows that increases pre- 
vailed in each of the nine provinces, Ontario leading 
with $129,280,916, Quebec being next with $44,331,- 
513 and British Columbia third with $37,389,538. 

The net value of production or the value added 


by manufacture, which is obtained by deducting the 
cost of materials from the gross value of products, 
was $1,360,879,907 in 1925. This added value repre- 
sented 46.15 per cent of the gross value in 1925 and 
46.62 per cent in 1924 or a variation of 10.47 per cent. 

Fuel Consumption—The cost value at the works 
of the various classes of fuel used in Canadian man- 
ufacturing industries in 1925 amounted to $57,818 - 
701 as compared with an outlay of $57,068,214 in 
1924. Bituminous coal was the principal fuel of 
which 5,902,197 tons valued at $34,034,531 were used 
during the year being 58.8 per cent of the total cost 
of all fuel. Oil occupies second position with a total 
cost of $7,246,961 or 12.5 per cent. Anthracite and 
lignite coal ($3,222,776), coke ($5,045,239), and gas- 
oline ($766,712) were the remaining principal fuels. 

Power Installation—The total horse-power in- 
stalled in the manufacturing plants of Canada in 
1925 was 6,630,861 of which steam engines and tur- 
bines accounted for 992,916 h.p., internal combus- 
tion engines for 77,435 h.p., hydraulic turbines or 
waterwheels for 4,012,756 h.p. by water. In 1924 
power used in manufactures totaled 4,299,904 h.p. 
of which 944,267 h.p. was developed by steam, 
4,012,560 h.p. by water and 72,497 h.p. by internal 


combustion. 


Regulations Governing Imports of Goods 
and Printed Matter in Canada 


According to the regulations established by the Minister of 
Customs and Excise, under authority of Section 12A of the Cus- 
toms Tariff, it is ordained that: 


1. The country of origin of a manufactured article is held to 
be the country in which the article has been finished by a sub- 
stantial amount of labor amounting to not less than one-fourth 
the cost of production of such article in condition as imported 
into Canada. y 


2. Goods entered for immediate exportation or in transit 
through Canada are not required to be marked. 


3. When imported goods are found to be not legally marked, 
the Appraiser or other proper officer will note the fact on the 
invoice and the additional duty shall be levied accordingly. 

4. The Appraiser or other officer shall report all goods not 
properly marked to the Collector, who shall notify the importer 
to re-deliver the unexamined packages or to arrange to mark 
the goods under Customs supervision. 

5. Importers may be permitted to mark examined goods in 
Customs warehouse, or arrange for the marking of same under 
Customs supervision on their own premises. 

6. Whether the markings found on goods in condition imported 
is as nearly indelible and permanent as the nature of the goods 
will permit is a question of fact to be determined in each instance 


by the Collector, subject to the decision of the Commissioner of 
Customs and Excise. 


7. If the importer fails to mark goods when called upon to do 
so by the Collector, the Collector may require the same to be 
exported, and in default thereof, the goods shall be treated as 
unclaimed, dated from the time of importation, and if sold, 
must be sold on condition that they be marked by the purchaser 
under Customs supervision. 


8. The words “Made In,” “Produced In,” “Printed In,” or 
other words of similar import, or the name of the manufacturer, 
producer, or publisher, accompanied by the name of the country, 
or a place in a province, state or other division, of a country 
where the goods have been manufactured or produced, will be 
accepted as sufficient indication of the country of origin. 


9. Imported containers, labels or wrappers, printed or litho- 
graphed, intended to be filled with or used upon domestic prod- 
ucts may be marked in accordance with the provisions of the 
preceding sections so as to indicate the origin of the goods in 
their condition as imported, for example: 

“Label printed John Jones, London S. W. or Richard 
Doe, Paterson, N. J., is not sufficient. It must carry 


the name of the country of origin, as London, England, 
or Paterson, N. J.. U. S. A., or Printed in England.” 
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To the managing director 
of any business 
seeking increased sales 
in Canada 


Canada offers a rich market for advertised goods. 


But they should be advertised in a way that will appeal to the 
people of Canada. 


The advertising leaders, the makers of products whose names 
are “household words” in the Dominion, realize this fact. 


They know the fallacy of a superficial judgment of the Canadian 
market based on insufhcient facts. They know the pitfalls of 
“overflow” advertising. 


Before planning your Canadian campaign, the counsel of a 
group of young Canadians who know their own country, should 
prove of very real service. 


May we discuss Canadian advertising with you? 


George H. MacDonald 


IMITED 


Advertising Agency 


330 BAY STREET, TORONTO, CANADA 


Members: C. A. A. A., Recognition: C. D. N. A., A. N. P. A., A. P. A. 


List of Selected Canadian 
Advertising Agencies 


ACKERLEY-LANGLEY ADV. ASSOCIATES 

249 Spaldina Road, Toronto, Ontario 
Recognition: CDNA. 

No information available. 


THE ADVERTISING SERVICE CO., LTD. © Est. 1913 
Canada Cement Company Bldg., Montreal, Quehec 
Branch: Metropolitan Bldg., Toronto, Ontario 

Member: NOAB; ABC. 

Recognition: CDNA; ANPA; APA. 


C. T. SOLOMON, president. H. R. COCKFIELD, vice presi- 
dent. Miss M. E. BELL, secretary, treasurer and space 
buyer. One of the important Canadian agencies, serving 
seventy-eight accounts, including Canada Cement Com- 
pany, Ltd.; Canadian Steamship Lines, Ltd.; Imperial Oil 
Company, Ltd. These are all accounts which this agency 
has served for some years. 


THE BAKER ADV. AGENCY, LTD. 

204 Richmond Street, West, Toronto, Ontario 
Member: CAAA; ABC. 
Recognition: CDNA; ANPA; APA. 


W. R. BAKER, president. A. M. NISBET, secretary-treas- 
urer. H. F. BAKER and Mrs. EDITH BAKER, directors. 
E. M. MARSHALL, space buyer. This agency handles the 
advertising for a number of Canadian plants of American 
advertisers, including The Goodyear Tire Company and 
the Carnation Milk Products Company, which are among 
their oldest accounts. They also handle the advertising of 
the Delco Light Company. The agency serves about fifty- 
five clients, all told. 


Est. 1911 


DUNCAN S. BLAIKIE, ADVERTISING 

35 St. Nicholas Street, Montreal, Quebec 

Branch: 11 Leader Lane, Toronto, Ontario 
Recognition: CDNA. 


DUNCAN S. BLAIKIE. Ten years with two Canadian ad- 
vertising agencies in executive capacities; formerly assis- 
tant art director Youth’s Companion; manager of a photo 
engraving plant; later in charge of direct advertising de- 
partment of large printing house. CHAS. H. ARMSTRONG. 
Formerly advertising solicitor for a group of business 
papers; later advertising manager of a trade publication. 


Est. 1922 


Serving thirty-two accounts, including British Empire 
Steel Corporation, Limited; McArthur, Irwin, Limited; 
Laura Secord Confections, Limited. 


CAMPBELL-EWALD COMPANY, LTD. 
347 Bay Street, Toronto, Ontario 
Branches: 900 Canada Cement Bldg., Montreal 

General Motors Bldg., Detroit, Mich. 

15th Avenue Matignon, Paris, France 

Member: AAAA. Recognition: ANPA; PPA; APA. 

M. D. BERGEY, president. J. A. MAC LAREN, vice president. 
J. FRED WOODRUFF, treasurer. I. E. REYNOLDS, secretary. 
Serves about twenty-three Canadian advertisers, and in 
connection with the American organization of Campbell- 
Ewald Company about seventy-five American advertisers. 


CANADIAN ADV. AGENCY, LTD. 


Est. 1906 
Unity Building, Montreal, Quebec 


‘Branch: 13 de Marivaux, Paris, France 


Member: CAAA. Recognition: CDNA; ANPA. 
F. E. FONTAINE, president. HECTOR FONTAINE, treasurer. 
Ross R. DELONG, manager. Serving seventy-five active 
accounts, including: Victor Talking Machine Company 
of Canada, Rock City Tobacco Company, L. O. Grothe, 
Limited. Special emphasis is laid on the agency’s French 


Department in connection with the French Canadian 
market. 


CONSOLIDATED ADV. SERVICE Established 1894 

71 Richmond Street, West, Toronto, Ontario 

Branch: 171 St. James Street, Montreal, Quebec 
Member: CAAA. Recognition: CDNA. 

C. S. RICHARDSON, director. WILL O. STAPLES, FRANK 


PRENDERGAST, WILL MACAULEY, account executives. MRS. 
E. MACDONALD, space buyer. 


CRAWFORD HARRIS BURGESS ADV. SERVICE 
Province Bldg., Vancouver, B. C. 
Branches: 322 Pemberton Blk., Victoria, B. C. 
312 C. P. R. Bldg., Edmonton, Alberta 
118 Phoenix Blk., Winnipeg, Manitoba 
26 Land Bldg., Calgary, Alberta 
Recognition: CDNA. 


of your advertising... by 


33 Richmond St. West 
Phone ADel 1740 


F.W.HUNT ADVERTISING SERVICE 


. IRST, the Merchandising Plan.....then the Advertising 
to put the Plan into successful operation... that’s the 
service we offer. Effective personal co-operation on all phases 


a competent executive... after a 


thorough study of your selling problems. 


Cable Address HUNTADSER 


TORONTO 2 


[516] 


M 


Marcu 31, 1928 SALES MANAGEMENT 517 


Advertising 
Well Directed 


; cA Canadian Agency 
with Wider Scope for Service 


ive CANADIAN organization—incorporated in Canada—staffed 
A» Canadians — possessing an intimate knowledge of Cana- 

dian needs and conditions — Campbell-Ewald Limited has 
met, in response to its high standards of service, a measure of suc- 
cess which necessitates the present removal to larger and more 
894 convenient premises. 


ach 
ian 


Campbell-Ewald Limited also maintains a branch office in Mon- 


NK treal, for the better servicing of Eastern Canada advertisers. 
[RS. 


It is the policy of Campbell-Ewald Limited to serve faithfully and 
well a limited number of leading advertisers; to work with them in 
making their advertising profitable; thus to merit an increased 
advertising activity and a wider scope for agency service. It is to 
this policy that Campbell-Ewald Limited owes its present expan- 
sion in premises and personnel. 


Write for data on Merchandising, Distribution and Sales 
"| Possibilities in the Canadian Market 
LL 


CAMPBELL-EWALD LIMITED | 


M. D. BERGEY, President 


347 BAY STREET - - - TORONTO 
Montreal Office---Canada Cement Bldg. 


Affiliated in the United States with 
CAMPBELL-EWALD COMPANY 
Detroit New York Chicago Cleveland Los Angeles San Francisco Portland, Ore. } 


Representatives also in LONDON, England and PARIS, France 
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E. STERLING DEAN ADV. AGENCY Est. 1913 


8-10 Wellington Street, East, Toronto 2, Ontario 
Member: CAAA. Recognition: CDNA; ANPA. 
No information available. 


A. J. DENNE & COMPANY, LTD. Established 1921 


217 Bay Street, Toronto, Ontario 

Member: CAAA; ABC. 

Recognition: CDNA; CWNA; CNN & PA. 
A. J. DENNE, president. For twenty years engaged in ad- 
vertising agency work in Canada, fifteen years as man- 
ager. R. O. MCKEowN, vice president. Formerly engaged 
in commercial art and engraving; later in sales depart- 
ments, Harris Abattoir Company, Ltd., and Sun Company 
of Canada, Ltd., for the past six years with this agency. 
E. R. WHITE, production manager. Twelve years newspa- 
per, trade paper and printing house experience in a 
creative capacity. One of the important Canadian agen- 
cies serving forty advertisers. Three well-known products 
advertised by this agency in Canada are Swift’s Premium 
Hams and Bacon; Mennen’s Shaving Cream and Talcum 
Powder; Lee & Perrin’s Sauce. 


DESBARATS ADV. AGENCY, LTD. Established 1892 
161 Beaver Hall Hill, Montreal, Quebec 
Branch: 61 Adelaide Street, East, Toronto, Ontario 
Member: CAAA; ABC. 
Recognition: CDNA; ANPA; APA. 
E. DESBARATS, president and space buyer. In agency busi- 
ness since 1889. J. J. GALLAGHER, previously trade paper 
manager; advertising counsellor; since 1917 with this 
agency. A. H. MACLAUCHLAN (Toronto). Ten years 
agency experience. One of the leading Canadian agencies 
handling about fifty general accounts, including Albert 
Soaps, Dominion Corset Company, Clark’s Pork & Beans. 
“Each of these have been with us since they first started 
advertising—over twenty-five years ago.” 


EASTMAN ADVERTISING COMPANY 

198 Hastings Street, W., Vancouver, B. C. 
Recognition: CDNA. 
MORGAN EASTMAN, H. E. Kipp, S. B. PICKEN. 


FEDERAL ADV. AGENCY, LTD. Established 1916 
Dominion Savings Bank Bldg., London, Ontario 
Branches: Toronto and Hamilton 

Member: CAAA. Recognition: CDNA; CNPA. 


T. H. YULL, president. Twenty years with advertising 
agency, and five years selling to wholesale and retail trade. 
T. E. WALSH, secretary. Fifteen years’ newspaper experi- 
ence; six years’ agency work. GEORGE YULL, space buyer. 
Ten years’ wholesale and retail selling. S. P. Westaway, 


manager Hamilton office. Ten years advertising manager; 
six years’ agency experience. A. L. ROBERTSON, manager, 
Toronto office. Eight years’ advertising manager, two years 
with agency. This agency serves sixty-five advertisers. It js 
not connected in any way with the Federal agency of New 
York. Three of its oldest accounts are London Life Insur- 
ance Company; Huron & Erie Mortgage Company; Sher- 
lock Manning Piano Company. 


FINANCIAL ADVERTISING CO. OF CANADA, LTD. 
Board of Trade Bldg., Montreal, Quebec Est. 1909 
Branch: 6 Jordan Street, Toronto, Ontario 

Recognition: CDNA. 
R. E. Cox, president. F. J. BUCK, manager. JAMES Hoop, 
secretary-treasurer. R. V. RITTENHOUSE, manager To- 
ronto branch. Serve about three hundred advertisers, the 
three oldest being The Royal Bank of Canada, McCuaig 
Bros. & Company and The Bank of Montreal. 


WILLIAM FINDLAY CO., LTD. Established 1926 
Bank of Hamilton Building, Toronto, Ontario 

Member: ABC. 

Recognition: CDNA; CNN & PA; APA. 
WILLIAM FINDLAY, president; ARTHUR J. FRANCIS, treas- 
urer; W. T. CHERRY, secretary; D. F. PHILP, JOHN Cam- 
BRIDGE, RoSS MUNRO, DONALD MCCRIMMON. Among its 
accounts are The Quaker Oats Company, The Hoover 
Company, Copper & Brass Research Association, Gurney 
Foundry Co., Limited, Ontario Equitable Life. In Great 
Britain is represented by W. S. Crawford, Limited, gen- 
eral advertising agents, London, and represents the Craw- 
ford Agency in Canada. 

For further information concerning this agency see page 510. 
THE JAMES FISHER COMPANY, LTD. Est. 1920 
204 Richmond Street, West, Toronto, Ontario 
Branch: 275 Craig Street, West, Montreal, Quebec 

Member: CAAA; ABC. Recognition: CDNA; APA. 


JAMES FISHER, president and general manager. More than 
twenty-five years’ experience in Canadian publicity and 
advertising fields. Has been a newspaper editor, manager 
of daily paper, advertising manager of trade paper, account 
executive with a prominent agency and branch manager 
of another agency; acted as publicity director of Red 
Triangle Campaigns during the War. WILLIAM H. Bow- 
MAN, first vice president. Twenty-four years in adver- 
tising. WILLIAM M. CHISHOLM, second vice president. 
Has handled important agricultural accounts and cam- 
paigns for the Dominion Government. HaARoLp M. Re, 
manager of Montreal office.. Nineteen years’ experience 
in Canadian advertising. Started his career in the news- 
paper field. For seven years was in charge of eastern 
Canadian territory of several important trade papers. 
Seven years vice president and Montreal manager for 


For Information 
About Canada’s 
Publications 


get the new 
DESBARATS 

“All Canada” Directory, 
now in press 


$100 


Many advertisers and agencies have used for years. One of the 
largest advertisers in the world wrote as follows about it: 


“Although we have a schedule of papers we find the directory 
very useful indeed when occasion arises to revise our list. For 
the formation of an entirely new list we consider your directory 
invaluable.” 


Besides technical details of publications including many advertising rates 
and much useful gazetteer information about Canada, the paid advertisements 
of almost 200 publishers contribute many useful sidelights. Over 300 pages— 
regular price $5.00, but as the purpose of the volume is to advertise our 
agency, one of the best equipped in Canada, we will send a copy post-paid 
to any advertiser in Canada or the United States who applies for it on 
regular business stationery. Send no money now. We will enter your order 
and send account with the book when it is off the press. 


DESBARATS ADVERTISING AGENCY 


[Limited] 


1029 BEAVER HALL HIEL 
MONTREAL CANADA 
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CANADA 


SOME OF 


SHOWING THE LOCATIONS OF THE SEVEN GIBBONS SERVICE STATIONS FOR ADVERTISERS 


SOME OF 


OUR CLIENTS 


Lux 

Rinso 

Bacardi 

Zippers 

Leipsig Fair 

Thermogene 

Century Salt 

Hovis Bread 

Convido Port 

Lifebuoy Soap 

Comfort Soap 

Goodrich Tires 

Massey Harris 

Nicholson Files 

Boeckh Brushes 

Ryrie-Birks Ltd. 

Eno’s Fruit Salt 

Aladdin Houses 

Ditchburn Boats 

Haig's Whiskey 

Drewry’s Limited 

H. R. Bain & Co. 

P. W. Ellis & Co. 

Peterboro Canoes 

Neilson’s Candies 

Jaeger Co, Limited 

Rudd Paper Boxes 

Osler & Hammond 

Davis & Henderson 

English Electric Co. 

Canadian Red Cross 

Muskoka Sanitarium 

Robert Simpson Limite 

Toronto Board of Trade 

Cosmopolitan Magazine 

Allan, Killman & McKay 

Dominion Securities Corp. 

Canada Life Assurance Co. 

Brandram-Henderson Paints 

Ontario Government 
Tourist Bureau 

Province of Ontario 
Savings Office 

Imperial Life Assurance Co. 


J.J.GIBBONS 


OUR CLIENTS 


Virol 

Jeysol 

Bovril 

Celanese 

City Dairy 

Fry's Cocoa 

Purity Flour 

Stetson Hats 

Punch Cigars 

Shiloh’s Cure 

Sunlight Soap 

Viyella Flannel 

Vapo Cresolene 

Lux Toilet Soap 
Hudson Bay Co. 
Remington Arms 
Dickson & Jolliffe 

Bols, Erven Lucas 
Dewar’s Whiskey 

A. E. Ames & Co. 
“Save the Surface” 
Solyol Disinfectant 
Mount Royal Hotel 
Good Housekeeping 
King Edward Hotel 
Seaman-Kent Floors 
Metallic Roofing Co. 
Sheet Metai Council 
Bank of Nova Scotia 
Mara and McCarthy 
Province of Manitoba 
Cadbury's Chocolates 
Parkhill Bedding Ltd. 
British American Oils 
Burlington Watch Co. 
American Watch Cases 
Toronto Hydro Electric 
Ontario Veterinary College 
Canadian Crocker-Wheeler 


The fact that the most successful 
Canadian advertisers demand of their 
agencies that they maintain service 
offices in the centres of distribution in 
Canada is in itself sufficient reason why 
a United States advertiser should use 
such a Canadian agency for Canada. 


GIBBONS 
NOWS 
CANADA 


AND IN CANADIAN ADVERTISING 
GIBBONS KNOWS WHAT GOES 


Thomas L. Briggs C t Corporation 
Manager for United States p orrugated ron Association 
2152 Graybar Bldg. rovince of Ontario 


Lands and Forests 


Western Canada Flour Mills 


©) ( NEW YORK ( 
EDINA OURS IE 


=~ 7 ~~ 


LIMITED 


WITH WHICH IS ASSOCIATED; SMITH, DENNE AND MOORE LIMITED. 


119 WEST WELLINGTON STREET 


TORONTO, CANADA 
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THE JAMES FISHER COMPANY, LTD.—(Continued) 


another advertising agency. GEORGE A. MARTIN, secre- 
tary-treasurer. 

This agency handles a list of important Canadian accounts, 
among which are Canadian Canners, Limited; Canada 
Cycle and Motor Company, Limited; Canadian Marconi, 
Limited; Mutual Life Assurance Company of Canada; 
Snyder’s Limited, and Government of Canada, and speci- 
mens of its copy submitted are praiseworthy. They 
handle the Canadian advertising for several well-known 
American products, including Ralston Purina Company, 
Sherwin-Williams Company, Limited; Life Savers, Inc.; 
Standard Sanitary Mfg. Company, Limited; Andrew Jer- 
gens Company, Limited; Bird & Son and Ruberoid Com- 
pany. s 


GENERAL NEWS & ADV. AGENCY, LTD. _ Est. 1921 
Canada Cement Company Bldg., Montreal, Quebec 


Member: CAAA. Recognition: CDNA. 


Ep. MONTET, president and general manager. Thirty 
years editor and manager of newspapers and advertising 
agencies. GERIN NORMAND, vice president. Thirty years 
as editorial writer and fourteen years as manager, Quebec 
Brewers’ Association. LEON TREPANIER, director, editor 
and contact man. A. SYLVESTRE, secretary-treasurer. 
H. L. LAs, director. Serve about twenty advertisers, the 
three oldest being Quebec Brewers’ Association, The 
Compo Co., Ltd., Montreal Dairy Co., Ltd. 


J. J. GIBBONS, LIMITED Established 1896 
With which is associated Smith, Denne & Moore, Lim- 
ited, 119 Wellington Street, West, Toronto, Ontario 

_ Branches: Keefer Building, Montreal, Quebec 
Scott Block, Winnipeg, Manitoba 
Lister Building, Hamilton, Ontario 
Vancouver, B. C. 
2152 Graybar Building, New York, N. Y. 
Premier House, Southampton Row, London, W.C.1, 
England 
Member: CAAA; ABC. 
Recognition: CDNA; ANPA; PPA. 


J. J. GIBBONS, president. Thirty-two years’ experience as 
head of this organization. Has planned and directed pub- 
licity campaigns for Canadian Red Cross, Imperial Muni- 
tions Board, Victory Loans and other government projects, 
as well as for many of Canada’s largest national adver- 
tisers. THOMAS L. BRIGGS, manager New York office. 
Twenty-five years’ experience as newspaper and magazine 
writer, business and advertising manager and publisher. 
Advertising manager Remington Arms Company; presi- 
dent P. F. Collier Publishing Company; for seven years 
president and manager various P. A. Rockefeller indus- 
tries. R. G. DEBNEY. In charge of data and research 
department. Previously head of checking department. 
W. H. Hoare. Secretary-treasurer of J. J. Gibbons, Lim- 


ited, for seventeen years. Officiates as office manager, 
chief accountant and purchasing agent. Miss E. Hucuss, 
space buyer. G. E. HuNTER. Fifteen years manager 
of Winnipeg office. R. A. HUTCHISON. Manager 
Vancouver office. Previously advertising manager 
Vancouver Star. L. MACLEAN. Chief of copy 
and merchandising plan department. Sixteen years’ pre- 
vious experience in handling national campaigns for 
United States manufacturers. Cou. H. A. Moors, 
Director in charge of London (Eng.) office. For twelve 
years with Smith, Denne & Moore, Limited, being one of 
the founders of that agency. G. M. Murray. (B. A. To- 
ronto.) Assistant to the president. For eleven years 
chief executive officer of Canadian Manufacturers’ Asso- 
ciation. Handles over 200 accounts, 34 for a continuous 
period of ten years or more, six for a continuous period of 
twenty years or more. 
For further information concerning this agency see page 519 


HAMILTON ADVERTISERS’ AGENCY, LTD. 
17 Main Street, East, Hamilton, Ontario 


Recognition: CDNA. 


RUSSELL T. KELLEY, president. R. C. GORDON, space 
buyer. One of the leading advertising agencies in Hamil- 
ton. Serves a number of American concerns advertising 
in Canada. Among them being Firestone Tires, Westing- 
house, Tide Water Oil and Studebaker. Make a special 
study of the motor field. Mr. Kelley has been quite 
active in addressing salesmen and dealer meetings of this 
agency’s clients. 


Est. 1913 


HUBER HOGE (CANADA) LIMITED 
Confederation Life Bldg., Toronto, Ontario 
Recognition: APA. 


Affiliated with Huber Hoge, Inc., New York City. J. Mor- 
LAND BOWMAN, vice president and managing director. 
Many years’ experience in selling and merchandising, sev- 
eral years with J. J. Gibbons agency. C. L. HANNON, 
account executive, formerly with Grip, Limited, Reliance 
Engraving Company and the Consolidated Agency. D. N. 
Morris, production manager. Miss E. G. PATTERSON, 
space buyer. An agency specializing in the work of a 
definitely limited number of leaders; now serving clients 
such as Canada Bread Company, Ltd.; Lever Brothers, 
Ltd.; International Silver Company; Monarch Knitting 
Company, Ltd., and Rowntree Company, Ltd. 


F. W. HUNT ADVERTISING SERVICE 

33 Richmond Street, West, Toronto 2, Ontario 
F. W. Hunt. Three years advertising manager Deere & 
Mansur Company, Moline, IIll.; sixteen years advertising 
manager, Massey-Harris Company, Ltd., Toronto; five 
years as head of own agency. G. M. SMITH. Three years 
sales promotion manager; four years advertising man- 
ager, trade papers, MacLean Publishing Company; three 


Est. 1922 


Canada’s 
3,997,123 
Sq. Miles 


Canada’s tremendous area 
and relatively sparse popula- 
tion—about 9 million, of 
which nearly a third is 
French-speaking — create 
problems in advertising and 
merchandising that are pecu- 
liarly characteristic of the 
country. 


They cannot always be 


solved by methods found 
satisfactory elsewhere. Suc- 
cessful solution of them re- 
quires first-hand knowledge. 


We believe our knowledge of 
the Canadian market would 
be valuable to any firm 
whether already established 
or seeking a foothold here. 


STEVENSON & SCOTT 


Limited 
ADF aB Tit tS eS 


190 ST. JAMES STREET 


MONTREAL 
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or as 
pa 
SS 


Oe, 


PURITY .. is the 
fist thing needed in a Baby soap] 


sv's axes is so tender—so Doctors, nurses and all who are 
delicately soft—che least experienced im baby welfare 


Isant's Detiowr, with ies pro 

fuse borated lather, thoroughly use will-lay the ion 
cleans and protects the delicate babyhood for lifelong skin 
growing skia of chitdhood. i 


pay a ete il 
>, 3 ; 


agit, and 
a of Infant 1 Delight. * 
Jows Torsone Co.,Lee, Barres» Ave, Tonewro 8 


INFANTS 


Achievement! 


For fifteen years this agency has success- 
fully interpreted the advertising problems 
of an increasing number of distinguished 
clients. 


Take the firet step to pep. Eat up the whole 
Pep for breakfast. Pep brisks you family. Serve it with cream or milk. 
up. Makes you peppy all day long. Serve it any time. Try it with fruits 
For Pep is just pure whole whest— or honey when your te needs re- 
# delicious, crisp cereal food, full ef — freshing. Comes to serve. Your 
vitamins and body-building elements. grocer has Pep. 


Our thorough knowledge of Canadian 
conditions, coupled with efficient crafts- 
manship and sincerity of purpose, are 
at the disposal of any firm or organiza- 
tion interested in sharing in the in- 

creasing prosperity of the Dominion. 


R. C. Smith & Son 
Limited 
Advertising Service Agency 


32 Front St., W., 
Toronto - Canada 


» we fi i 
wooDs 


TCHWA 
NO BUTTON UNDERWEAR 


“Fortity for / < 
Fire Fighting / 


E SRKDAWSON Heating Engincer 
Problem No. 8 F 


Converting Waste Gases 


. + that.» 
= goed as Cheep talveming 
In the Gilson Magic, hot oxygen is spray leo, of mote ov specced leateres 
ed over the fire from all sides through the ‘Sern Jes Gabaniame weens 9 beovies cous oP 
ot “4 py race ton om encom it irvaermare menee a tat 
whicb ignite and burn in the large com- 
amber. Thes whee 1 otherwiee 


ie is only one of the many exclusive 
Gilson Magic features. Learn all about 
rf Gilson belore 


iit 
fi 
[ 


Ht 
| 
f 
if 
it 
t 
] 


i water remov- see i. a comers 
b owe ad settle one argument permanently it ~~ 
ed Te comes to you in the ai te Race Leases na cayienr te sa ps meer tk 
Jeeta Ki wo water and * rose" Cp esnen” Simca : 
you again have rich, fresh, 


e = CANADIAN MILK PRI LIMITED 
WADAAAA AAA ’ sre = Q US George Street, Torente 10 


Prepared iy R.C. Smith & Son Limited ~Aavertising Service Agency Tonto Cinade 
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F. W. HUNT ADVERTISING SERVICE—(Continued) 


years as agency account executive. DoROTHEA E. PLYLEY. 
Two years copy writer mail order, Robert Simpson Com- 
pany, one year account executive, advertising agency. 
B. FOSTER and GLADYS SMITH, space buyers. Serves about 
thirty-five advertisers, including Canadian Grape Prod- 
‘ucts, Ltd.; Easy Washing Machine Co., Ltd., and The T. 
Eaton Co., Ltd. 


For further information concerning this agency see page 516. 


CLARK E. LOCKE, LTD. Established 1923 
170 Bay Street, Toronto, Ontario 
Terminal Bldg., Hamilton, Ontario 
Branch: Affiliated with Walter Judd, Ltd., Advertising, 
47 Gresham Street, E. C. 2, London, England 
Recognition: CDNA; CWNA. 


CLARK E. LOCKE. Formerly advertising manager of Robt. 
Simpson & Company, Ltd., Toronto. J. B. FRASER, formerly 
business manager of Hamilton Herald, sales promotion 
manager of Hamilton Spectator. ELTON JOHNSON. For- 
mer experience, newspaper editorial~ work, editor of 
various trade and class magazines. E. B. HARSHAW, 
former business manager of Goblin Magazine; account 
executive with McConnell & Fergusson Advertising 
Agency. J. E. MUMFORD, space buyer. Previously adver- 
tising manager of W. A. Drummond, Ltd. 


GEORGE H. MacDONALD, LTD. Established 1923 
330 Bay Street, Toronto, Ontario 


Member: CAAA. Recognition: CDNA; ANPA; APA. 


GEORGE H. MACDONALD, president. Twenty-five years’ ad- 
vertising and publicity experience. Eighteen years with 
advertising department of the Toronto Star. Formerly ac- 
count executive Norris Patterson, Limited. J. W. G. CLARK, 
vice president. Eight years with newspapers and agency. 
Formerly account executive, James Fisher Co., Ltd. 
KENNETH F. PETTIS, managing director. Seven years with 
trade papers and as account executive of advertising 
agency. With this agency since its beginning. H. C. 
MIGHT, director. Formerly with advertising department 
of Toronto Star, and sales department Cluett-Peabody & 
Co. Five years with this agency. Miss K. B. CURRAN, sec- 
retary-treasurer. D. C. COONS, production manager. 

A rapidly growing Canadian agency whose success is due 
to the high type of personal service rendered their fifty- 
five clients, several of which have been handled by their 
particular executive for many years. Those of longest 
standing include Tip Top Tailors, George Weston, Ltd., 
Toronto Carpet Mfg. Co., Ltd. The first and last named 
of the above and General Steel Wares, Ltd., and C. C. 
Wakefield & Co., Limited (CASTROL), are the largest ac- 
counts in their line in Canada. 


For further information concerning this agency see page 515. 


MacPHERSON-McCURDY, LTD. Est. 1902 
Bell Block, Winnipeg, Manitoba 
Recognition: CDNA; ANPA; APA. 

R. J. MACPHERSON, space buyer. H. LAVENDER, secretary. 
One of the leading agencies in Western Canada, having 
an excellent background in advertising to the Canadian 
farmers of that district. They handle sixty accounts, in- 
cluding Great West Life Assurance Company, Holt Ren- 
frew & Company, Ltd., Monarch Life Assurance Company. 


McCONNELL & FERGUSSON, LTD., ADV. AGENCY 

Dundas & Market Streets, London, Ontario Est. 1903 

Branches: Montreal, Toronto, Winnipeg, Vancouver 
Member: ABC. Recognition: CDNA. 


J. E. MCCONNELL, president and general manager. L. J. 
BENSON, director and manager of Montreal office. JAMES 
BAXTER, director and manager of Toronto office. For- 
merly advertising manager of Ford Motor Company of 
Canada, Ltd. D. C. Courts, director and manager of 
Winnipeg office. V. C. IRONS, director and manager of 
Vancouver office. C. S. BoOwIg, space buyer. One of the 
leading Canadian advertising agencies. It serves a broad 
list of general advertisers. 


A. McKIM LIMITED Established 1890 
475 Phillips Square, Montreal, Quebec 
Branches: 34 King Street, E., Toronto, Ontario 

Royal Bank Bldg., Winnipeg, Manitoba 

Terminal Building, Hamilton, Ontario 


Victory Square, Vancouver, B. C. 
6 Norfolk St. W. C. 2, London, England 
Member: CAAA; ABC. 
Recognition: CDNA; ANPA; APA. 
C. T. PEARCE, president and general manager. Mrs. 
ANSON McKIM, vice president. H. E. STEPHENSON, secre- 
tary-treasurer. A. R. Cote, H. H. PRITTIE, directors, 
One of the outstanding, long established Canadian agen- 
cies. Institutional type of agency, handling large volume 
and large number of accounts. Large staff of subor- 
dinates to carry out plans under general supervision of 
the principals. 


MITFORD ADVERTISING, LTD. Established 1918 
810 Federal Building, Toronto, Ontario 
Recognition: CDNA; APA. 

GEoRGE H. K. MITForD, president. Twelve years’ selling, 
editorial and advertising experience. ROBERT Forsytu, 
secretary. J. W. NICHOLS, space buyer. Account execu- 
tives: Gro. N. Srmpson, F. W. PEARSON, E. B. Leccatr. 
This agency serves twenty-eight advertisers in diversified 


‘lines of business, including Durant Motors of Canada, 


Ltd.; McLagan Furniture Corporation of Stratford, and 
Leo Feist, Ltd., music publishers. 


R. SYKES MULLER CO., LTD. Established 1919 
Canada Cement Building, Montreal, Quebec 
Branch: Toronto, Ontario 

Recognition: ANPA; CDNA. 


R. SYKES MULLER. Twenty-nine years’ active experience. 
Advertising manager, Steinhardt Bros. & Company; with 
N. W. Ayer & Son and Morse International Agency; gen- 
eral manager, Sing-Fat Company; eastern and general 
manager of two advertising agencies. J. M. HEwiIrtt. 
Twenty years’ experience. Advertising manager Pitts- 
burgh Steel Company; copy manager, Morse International 
Agency; account executive with other agencies; with A. B. 
Dick Company and Carnegie Steel Company. J. H. Fitz- 
GERALD, manager Toronto office. Several years advertising 
manager, Office Specialty Company. This agency ranks 
high among the important advertising agencies in the 
Dominion. Handles twenty-two accounts, including Palm- 
ers, Limited; White Star Line Canadian Service; Oneida 
Community; J. B. Williams Company. 


NATIONAL PUBLICITY, LIMITED Established 1918 
760 Victoria Square, Montreal, Quebec 

Member: CAAA; ABC. 

Recognition: CDNA; ANPA. 
G. W. Brown. E. M. EMery. H. D. CANTLON. Wo. Pat- 
TEN. H. H. Wess. C. L. SMART. H. R. Conway. H. J. 
CAVERHILL. H. D. STRACHAN. C. H. BROWNE. An impor- 
tant Canadian agency. Handling twenty accounts, includ- 
ing Cluett, Peabody & Co., Simmons Limited, Gillette 
Safety Razor Company, Crane, Ltd. 


NORRIS-PATTERSON, LIMITED Established 1904 
105 Bond Street, Toronto, Ontario 
Branch: 84 St. Antoine Street, Montreal, Quebec 
Member: CAAA; ABC. 
Recognition: CDNA; ANPA; APA; PPA. 
JOHN P. PATTERSON, president and general manager. M. 
H. PATTERSON, vice president. L. MCLEAN, secretary- 
treasurer. WM. E. Cox, E. M. CARLETON, G. L. LEMON, 
C. J. Bett, C. A. Mayo, S. G. Water, C. H. Remy, V. 
McDouGaLL, WM. G. WALLACE. Experience of principals 
averages twenty-five years. Agency serves about one hun- 
dred and fifty advertisers, including E. W. Gillett Com- 
pany, Ltd.; The Shredded Wheat Company and _ the 
Cudahy Packing Company, their three oldest accounts. 


PRESS AGENCY BUREAU, LTD. : 
Yonge and Temperance Streets, Toronto, Ontario 
Recognition: CDNA. 


THORNTON PURKIS Established 1920 
330 Bay Street, Toronto, Ontario 
Branches: 164 St. James St., Montreal, Quebec 
38 Holborn Viaduct, E. C. 1, London, England 

Recognition: CDNA; ANPA. 
THORNTON PURKIS, FRANK Row.atTT, C. P. SUTCLIFFE, 
GEorGE L. ANDRE, Davip JACKSON, principals. All are 
men of long experience both in Canada and the United 
States. Mr. Jackon is space buyer in the Toronto office, 
and Mr. Sutcliffe is space buyer in the Montreal office. 
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EDWARD W. REYNOLDS & COMPANY STEVENSON & SCOTT, LTD. 
Federal Building, Toronto, Ontario Insurance Exchange Bldg., Montreal, Quebec 
Recognition: CDNA. R. O. STEVENSON, president. Serves nineteen advertisers, 
™ B. R. SELLEN, space buyer. including Pro-phy-lac-tic Brush Company; Murphy Varnish 
ae Company; Dominion Glass Company; J. B. Renaud & 
sa RONALDS ADVERTISING AGENCY, LTD. Est. 1923 Company; Clarke Steamship Company, Ltd.; Beach Foun- 
no 701 Keefer Building, Montreal, Quebec dry, Ltd. Successors to Dominion Advertisers, Ltd. 
me Member: ABC. Recognition: CDNA. ; For further information concerning this agency see page 520. 
or- W. P. TUTTLE, president. Previously twenty years in 5 
of United States and Canada with Frank Presbrey Company; TANDY ADV. AGENCY, LTD. Established 1927 
advertising manager, Lamont, Corliss & Company; vice 204 Richmond Street, West, Toronto 2, Ontario 
president, O’Sullivan Rubber Company in charge of ad- Recognition: CDNA 
918 vertising. RUSSELL C. RONALDS, vice president. Previ- HMT f ; " ? P , 
ously with Howard Smith Paper Mills, Ltd.; sales manager, - M. TANDY, president. Col. JOHN A. Coormm, vice presi- 
National Paper Company, Ltd. E. M. PUTNAM, secretary. dent. J . P. HAMILTON, secretary-treasurer. STUART MAC- 
™ Wide sales and advertising experience, formerly advertis- ge -—, ager 5 ‘ N. M. Cooper, director. Although 
ng, ing manager Canadian Explosives, Ltd. SmwNry T. i or y established all members of the organization 
aaa, RITCHIE, treasurer. An agency whose plan and copy work pac pan advertising agency experience, the 
oe is attracting favorable comment, and which is highly re- mith, D including most of the former executives of 
fied garded by clients. Among its clients are Northern mith, Denne & Moore. 
de Electric Company; Canadian Pacific Railway Company; = 
and Canadian Industries Limited, Subsidiary Co.; Flint Paint VICKERS & BENSON, REGISTERED 
& Varnish, Ltd., ete. This agency has a particularly good Keefer Bldg., Montreal, Quebec 
background to work sympathetically and effectively with R. H. Vickers, D. F. BENSON, R. C. GAISFORD, space 
919 an American organization. buyers. 
SMITH, DENNE & MOORE, LTD. " 
119 Wellington Street, West, Toronto, Ontario WALLACE ADVERTI SING, LTD. Established 1915 
See J. J. Gibbons, Limited. Redden Building, Halifax, N. S. 
— F. R. WALLACE. Former advertising manager, Mahons, 
vith R. C. SMITH & SON, Ltd. Established 1913 Ltd.; J. C. MacIntosh Company, Ltd.; with this company 
yen- 32 Front Street, West, Toronto, Ontario for eleven years. J. S. WALLACE, copy chief. Formerly 
eral Member: CAAA. Recognition: CDNA. bg =| hl ig agg = agp poe ted ante with 
“a Rosert C. SMITH, president. Forty years’ advertising Dominion Express Gammnen J. M. iene <x aie 
“ experience. ADAM F, SMITH, vice president. Twenty formerly with Sterling Engraving ‘Ca. New Yook City, 
= years’ advertising experience. M. A. STOAKLEY, secretary- and senior instructor School of Practical Art, Boston. 
ITs treasurer. Twenty years’ advertising experience. W. A. Serves about thirty advertisers in diversified lines, includ- 
es : DUTTON, director. HECTOR MCKINNON, director. MISS ing Moirs, Limited; National Fish €o., Ltd.; Solan Tobin 
aie M. B. MULHOLLAND, space buyer. This agency serves & Co.. Ltd : fo = 
‘a - slang — — of its oldest are: Kellogg i ‘ 
ompany; Canadian National Carbon Company, Ltd.; 
alm- Canadian Milk Products, Ltd.; Woods Underwear Com- THOMAS E. WALSH ‘ 
eida pany, Ltd. Security Bldg., Windsor, Ontario 
‘For further information concerning this agency see page 521 No information available. 
1918 
" References to Articles on the Canadian 
me! 
eo Mark 
per arket 
lette 
1904 Planning an advertising campaign for French Canada. Mar- Our northern neighbor, industrial and commercial activity in 
KETING, September 18, 1926, page 172. Canada during 1927. BRApSTREET’s, January 14, 1928, page 35. 
The changing farm market. (Investigation of the farm mar- Canada’ a -RCE AND FINANCE , 
ket conducted by the Agricultural Press Association.) MARKET- ‘sah: pam: = ilities. COMMERCE AND FINANCE, January 12, 
ING, November 13, 1926, page 134. ; ; 
_ M. A brief statistical survey of the nine provinces of Canada Canada’s relation to the United States. BANKERS MONTHLY, 
tary- with special reference to progress since confederation. MARKET- June, 1926, page 827. 
my ING, April 2, 1927, pages 235 to 248. Predict record year for advertising in Canada. MARKETING, 
ipals . An export market at home. MArKeTING, August 20, 1927, page January 7, 1928, page 7. 
: 15, 
hun- 4 Overflow U. S. circulation inadequate for Sheaffer advertis- 
Com- Industrial statistics for Canada, 1926—July, 1927. FEDERAL ing. MARKETING, December 24, 1927, page 486. 
| the RESERVE BULLETIN, September, 1927, page 667. ' 
s. Canada, sixty years after confederation. BANKers MONTHLY, Canadian-American trade development. MARKETING, Decem- 
September, 1927, page 291. ber 10, 1927, page 466. 
Why our factories cross the border. Nation’s Business, Oc- ane — in French Canada. Marketinc, October 1, 
tober, 1927, page 32. » page ° 
1920 
Canadian foreign trade, 1909-1927. SuRvEY OF CURRENT Corset campaign brings mailbag trophy to Canada for fourth 
Business, January, 1928, page 26. time. MARKETING, November 26, 1927, page 399. 
LIFFE, 
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Circulation and Rates - December 31, 1927 A. B. C. Statements 
Principal Canadian Magazines 


Publication Address weet. | ge | oo eee teen 
I I ge ele are San Toronto, Ont. Monthly $ 71.40 | $0.17 12.27 13,858* 
I III 5 ns eect sesixacenessonuas Toronto, Ont. Monthly 630.00 .90 10.36 86,824 
Na 5s cine acc ke ate eh Raa RON ee Toronto, Ont. Monthly 210.00 .30 10.38 28,913 
NG oss dans oe ovaries s aedekasmuanee Montreal, Que. Monthly 150.00 1.00 15.51 64,488 
SOIT EE EO RT Pee Toronto, Ont. Monthly ees eee 29,237 
ET PETE TO ee arte. Toronto, Ont. Monthly 210.00 <P epee 60,000t 
I ee eae ee OR eee Or renee ae)” Toronto, Ont. Quarterly 140.00 .20 21.14 9,461 
I a lak oe 8 eis aciledaacs Ae Wi ke ee eee ae eae Toronto, Ont. Manthly 105.00 sas 8.25 30,300 
Ee ee eee eT ar eee Quebec, Que. Monthly 30.00 .08 11.21 7,139* 
Ee en aE ee Montreal, Que. Monthly 175.00 iy > 26.72 9,355 
PTT eC Ce a eT Montreal, Que. Monthly 33.60 15 6.68 22,450 
EC a ee eee hee TG ne eae re Montreal, Que. Monthly 42.00 10 9.76 10,242 
ad. fa Son cia bua crue ede eee Montreal, Que. Weekly 154.00 | 7.02 31,333 
ND i c5kravl mee tedideveeians ew eee Toronto, Ont. Semi-Monthly | 700.00 1.00 9.25 108,127 
RE RN ee Mae aT Ores, Tee ee Montreal, Que. Monthly 140.00 .20 10.25 19,508 
aca raicua sie at akct a ox sadeen deca sie ele Toronto, Ont. Weekly 210.00 .30 10.28 29,196 
Rod & Gun & Silver Fox News..................02.-000- Woodstock, Ont. | Monthly 80.00 .20 14.06 14,220 
ota Na ected xo ks one eee ee Toronto, Ont. Weekly 412.50 .26 8.52 30,475 
ERSTE INE ces ea aN Ee Tree ee eer eee peng Toronto, Ont. Weekly 60.00 15 9.60 15,633 
Wenner Canatian Motorist... .. 60.66 cc ices ee cs cans Vancouver, B. C. | Monthly ME Sivce com cenaeases 11,066 
Western Home Monthly ...... 5.45.65 ccna vc oeelncesees Winnipeg, Man. Monthly 504.00 .70 8.77 79,755 
Oe oi ae lee oe Oe ee ae Ree eS Ey AEC O ee Montreal, Que. Weekly fle. ocaeens 52 30.97 5,166* 
*6-30-27 A. B. C. Statement. — f Not A. B. C. Established, March, 1928. Circulation guaranteed. 
Closing Dates and Mechanical Requirements 
Principal Canadian Magazines 
Po | ce |S 
oes F — : / alf. 
Publication Issued Closing Date Date in Circulation — Width | ‘tone 
; ' — 2% 
Oe © Monthly 20th of preceding month Ist of publication month 7%x10 | o 100 
Canadian Home Journal.........| Monthly 15th of preceding month 25th of preceding month 9144x124) 2% 120 
Canadian Magazine.............| Monthly 15th of preceding month Ist of publication month 934x124] 244 {120-150 
Canadian Messenger............ Monthly 25th of 2nd month preceding | 15th of preceding month 44x 74) 2% 120 
Canadian Motorist............. Monthly 20th of preceding month 15th of publication month 634x 944) 314 133 
See Monthly 20 days preceding issue 25th of preceding month 934x124] 24 120 
Me fa eds eden nina ee Quarterly 15th of preceding month 15th of publication month 934x124) 214 {120-133 
1 
RO icc ok chartw ates ocho Monthly 15th of month preceding Ist of publication month 74x10 bon 120 
ices cncwin cet Monthly 5th of publication month 15th of publication month 634x 9 2% 100 
L Revue Moderne.............. Monthly 20 days preceding issue Ist of publication month 9144x124) 2% (100-120 
La Revue Populaire............| Monthly 6 weeks preceding issue Ist of publication month 5x 8 24% 65 
I 9 beta a bn watine ae Monthly Ist of preceding month Ist of publication month 74x10 2% | 85-120 
Ee eee Weekly 17 days preceding issue Tuesday preceding Sat. issue | 9314x1214) 2% | 65-120 
MacLean’s Magazine........... Semi-Monthly | 15 days preceding issue Ist & 15th of pub. month 936x124} 24% 120 
Mon Magazine................. Monthly 15 days preceding issue 20th of preceding month 936x124} 24% 120 
re Weekly 8 days preceding issue Wednesday date of issue 943x124] 24% 100 
Rod & Gun & Silver Fox News. ..| Monthly 25th of 2nd month preceding | 15th of preceding month 7 xl04) 2% 120 
ere Weekly 1 week preceding publication | Thur. preceding Sat. of issue [1314x1934] 2% 120 
a a ele Weekly Saturday preceding issue Thursday of each week 10%x14%4, 2% 65 
Western Canadian Motorist... .. Monthly 25th of preceding month 10th of publication month 744x10 24% 120 
Western Home Monthly.........| Monthly 15th of preceding month Ist of publication month 87%4x1234] 21% |100-120 
NS ie Pew tate hacen Weekly Wed. preceding Sat. of issue | Thur. preceding Sat. issue 914x124] 2% | 65-100 
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The Greatest Factors in 
Canadian Advertising 


HESE two magazines will enable you to influence one out of every four 
English-speaking families in urban Canada. 

The guaranteed net paid circulation of MacLean’s, effective October Ist, 1928, is 

to be 140,000—the distribution of The Chatelaine 60,000; with this circulation of 


200,000 you will then reach better than one out of every four urban families — the 
leadership families of Canada. 


Proven Leadership! 


82 per cent. of the 55 American advertisers who spend $500,000 or more 
in magazines yearly use MacLean’s liberally. Every month in Printers’ 
Ink four-year record of advertising for general magazines the lineage 
for MacLean’s invariably shows a big margin over that of any other 
magazine in its classification—American or Canadian. 

There are good reasons for this outstanding popularity. MacLean’s is 
read by the leading families in every buying centre in English-speaking 
urban Canada. They are intensely loyal—they read it with a buying 
mind—they are responsive. Advertisers who use 


MACLEANS 


CANADA'S NATIONAL MACAZINE™ 


buy on a constantly rising market. In_1917 the net paid circulation was 
30,000; by 1925 it had grown to 90,000; in 1926 it was 100,000. Com- 
mencing March, 1928, the circulation guarantee is 115,000 net paid A.B.C. 
—with an actual distribution of 125,000. 


Beginning October 1st, 1928, the circulation guarantee is 140,000 net 
paid; the actual distribution at that time will be more than 150,000; 
always a substantial bonus circulation over and above the guarantee. 


A New “Star” Salesforce 


HIS extremely attractive and active partner of MacLean’s—the new 

I national magazine for Canadian women—compares favorably with 

any woman’s magazine published anywhere—judged from every 
angle. 

It has attracted and held the attention of women from coast to coast. 
They have welcomed this magazine devoted exclusively to the problems 
of the Canadian woman, her achievements, her interests, her entertainment, 
her home life. ; 


The interest displayed is emphasized by the fact that 75,000 Canadians 


helped us name it 
(hatelaine 


& Magazine for Canadian 


Loew J 


* ‘More Than 125,000 Copies of This Seated pe 


halelaine 


; 


The experience, the ability and the resources of the MacLean Pub- 
lishing Company, Limited, are behind the new magazine—a guarantee 
that it will measure up to highest expectations in every detail. 

Right from the first 60,000 copies—printed, distributed and sold 
nationally—through our Dominion-wide organization of wholesale and 
retail newsdealers, boy salesmen and our regular circulation salesmen. 

Advertisers of commodities appealing to women will be quick to take 
advantage of this opportunity to increase sales in Canada. 


Why not write now for 
sample copy and complete 
information? 


THE MACLEAN PUBLISHING COMPANY, LIMITED 


143-153 University Avenue, Toronto, Canada 


New York Chicago Montreal 


London, England 
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Canadian Market 
Surveys Available 


CALGARY, ALTA. A _ brief review of 
facts and figures about this territory’s re- 
sources, industries, dairy products, etc., has 
been issued by the Albertan. 

A market survey is being compiled by 
the Herald Limited, and will be ready for 
distribution within a few weeks. 

EpMONTON, ALTA. A retail survey of 
manufactured products and a_ general 
market survey of this territory are being 
published by the Journal. 

LETHBRIDGE, ALTA. Pertineat facts about 
this city’s retail outlets, industries, etc., are 
included in a booklet available from the 
Herald. ° 

MepicineE Hat, ALTA. The News Lim- 
ited will furnish general information 
about this city’s industrial market to those 
interested. 

PRINCE Rupert, B. C. Surveys are 
made at the advertiser's request by the 
Daily News Limited. 

VANCOUVER, B. C. A _ comprehensive 
survey of the markets of Canada as a 
whole is published annually by the Cana- 
dian Daily Newspapers Association. The 
Daily Province is compiling a survey giv- 
ing market data and facts on the trade 
areas of Vancouver and the buying power 
of British Columbia. . It also maintains 
a merchandising department offering spe- 
cial service to advertisers. 

The Morning Star has general infor- 
mation about this trade area available to 
those who request it. 

“Survey of Business Conditions in 
Greater Vancouver and British Columbia, 
1928,” is a comprehensive compilation of 
comparative data on Canada’s trading 
areas, purchasing power, retail outlets, 
etc., available from the Sun. ‘They have 
also surveyed the following: sauces, 
breakfast foods, cosmetics, electric refrig- 
eration, cigars, flour, furniture, gas ranges, 
silverware, vacuum cleaners, and many 
others. 

WINNIPEG, MAN. At the request of 
advertisers, surveys and reports are made 
by the Free Press. 

“Reaching the Prairie Market” contain- 
ing facts and figures dealing with this 
territory has been compiled by the Eve- 
ning Tribune. 

HALIFAX, N. S. Pertinent facts about 
this industrial market are available from 
the Herald Limited. 

BELLEVILLE, Ont. Authentic informa- 
tion pertaining to this market may be 
secured from the Daily Ontario. 

CHATHAM, ONT. Facts and figures re- 
garding this city’s trade area are available 
from the Daily News. 

GALT, Ont. General information rela- 
tive to the industrial market in this city 
may be obtained from the Daily Reporter. 

HAMILTON, OnT. The Sfectator Lim- 
ited is willing to cooperate with adver- 
tisers to the extent of furnishing 
information pertaining to this market. 

Kincston, ONT. Surveys on the follow- 
ing may be obtained from the Whig- 
Standard: electrical appliances, radio, 
drugs and toilet articles, and groceries. 
They also have available market data on 
this city’s market and urban centers, re- 
tail outlets, etc. 

Otrawa, Ont. At the request of adver- 
tisers the Le Droit will furnish general 
information regarding this industrial 
market. 

The Journal maintains a service and 


(Continued on page 528) 


Circulation and Rates of Canadian Newspapers 


in Cities of over 5,000 Population 
Circulation statements as of September 30, 1927 


Lin 6 Month] Max. 
Municipality Publication R 4 Average | and Min 
ate |Net Paid| Mil. Rate 
ALBERTA 
CALGARY... Mibertan (M1.)° «<6 icc es het .07-.06 15,297 | $4.58-3.92 
oC 1 U0 OF) rr .10-.09 20401 3.88-3.49 
E/DMONTON:..6 5 6.6 c+ uletin (le. enc. ds oe wees os} ROOHOS 14,622 | 4.10-3.42 
SPOUEM ALG) eo ese oosscs. wes se | ARO OD 27,926 3058-3:2) 
Fo eee) sf eres 035 6,032 5.80 
MepicinE Hat....... ree 220" 1,625 12.31 
BRITISH COLUMBIA 
NANAIMO... Free Press (E.).. Bi) 2S) OE | ae 
Herald (M. ex. M. )(1).. .025-.0175} 2,500] 10.00-7.00 
ey News (M.).. 025 4,318 5.79 
New WestMinster...| British Columbian n (E. ). 40” FESR. Pe eee 
Prince Rupert......| Empire (E.).. Sees e s25” Sr (Ce ee 
News (E.).. Sisters Ri SAS EO ee: 1,365 | 18.31-15.70 
ANB AUT 7s o5le wea eas Bulletin (E.).. Reo act otek taka neste so” Pe | eee 
VANCOUVER..........| Province (E.).. aka Galeitcl 14 73,839 1.90 
Star (M.)............. 00-08. 08 | 18,848 4.24 
Sun (E.). «eel planes 65,439 2.14-1.99 
WIOCTORIA 5500s. os oc Colonist (M. "ex. “M.).. ° .055 9,851 5.58 
OB IMNO) soos ows, sev ores .05 9,159 5.46 
MANITOBA 
BRANDON.. Sun (E.) (1).. 025 4,448 5.62 
Portace LA PRaIRiE. Graphic (E.).. aera fad SOREN Roane ene 
WINNIPEG. Free Press (M. & E. )°. Shee: iS 69,291 2.16 
eee 10 38,978 pe 
NEW BRUNSWICK 
Paepenwrom........| Gheaeer (2) (2). .6....00.50. V1! 30 7,161 | 7.48-3.59 
reer < eS” eet Serer 
MONCTON:....6.605,04...¢) Saves CM). bass oes +2) WOE O2 4,833 | 8.28-4.14 
Transctipt (Eo) (U)n6 60s. .04-.02 5,301 TeSS-3c7 
Saint JoHN..........| Telegraph-Journal, Times- 
Globe (M. & E. Comb.)....| .20-.12 30,999 | 6.45-3.87 
NOVA SCOTIA 
6 Cy News (E. RO eee ln. og ea apa eerie ak 
GuaceE Bay..........| Gazette iE, ) (1). .03-.025 6,083 4.93-4.11 
Ree Chronicle, Star(M.&E. Comb.)| .12-.09 27,880 | 4.30-3.23 
Herald & Mail (M. & E. Comb.) 11 33,871 3.25 
New GLasoow....... DUR WS MLC) oc ssi oes ate as s5kS wae OPS ROU OS ie occ tc} ese, bie. is eeu 
ee (M. & E. wenandl ee ee .07-.025 4,494 | 15.58-5.56 
Record (E.).. ae. ll Uk eee peck hake 
WRONG so icccce cesses News (E.) (1).. \.25”..10” | 1,216 | 14.68-5.87 
ONTARIO 
BEVLEVILLE.. cokes Intelligencer (E.)............ BO 0 AY fe) ae ee | ee sae ahd 
Onsaree CE) U1). 5. ce cc cars .0375-.018] 3,847] 9.75-4.55 
BRANTFORD i osc550 0 Expositor (E.).. .06-.04 10,275 | 5.84-3.89 
BROCKVILEE.....:... Recorder & Times (E. - .035-.02 4,439| 7.88-4.51 
TT eee | «(sc (Gs EC ee .035 6,674 5.24 
Fort WILLIAM....... Times-Journal ge .025 6,128 4.08 
SAUT ic acnleis tins ee ere .05-.0225} 5,173} 9.67-4.35 
GUREPHS...0c6d. he Moescory (%.).............. | 085-025 5,485 | 8.21-4.56 
eee, ee .15-.06 15,787 | 9.50-3.80 
Spectator (E.).. hg wieordeel LOO 36,003 | 4.17-2.78 
ISINGSTON «6... os. 6 <0 Whig-Standard (E. ). Ae te .07-.045 | 10,856] 6.45-4.15 
KITCHENER-WATERLOO| Record (E.)..............65. .045-.03 8,978 | 5.01-3.34 
MINDSAY <5:5005%uc-04 08 PORE) 5: ocus icin crs romceie- sel 035-.02 2,605 | 13.44-7.68 
ee See Advertiser (M. & E. Comb.)..| .13-.06 20,368 | 6.38-2.95 
Free Press M. & E. Comb.)...| .15-.09 39,860 | 3.76-2.26 
Nracara FALis...... | ett 035-.02 4,073 | 8.59-4.91 
ee eee Ct ree | 035-.02 3,944} 8.87-5.07 
Orrawa.............| Citizen (M. & E. Comb.)..... .09 31,054 2.90 
Deolt (Le) (B.).........+...5. .05 11,043 4.53 
Journal Dailies (M. & E. 
ROPES) cslh et vateis crs Gi aceyel Sh .09 31,432 2.86 
Owen Sounp........| Sun-Times (E.)............. 04-.025 | 5,855] 6.83-4.27 
PETERBOROUGH...... Examiner (E.).. bye cas op AOS=08 6,759 | 7.40-4.44 
Port ARTHUR........ News-Chronicle (E.)°........ .025 4,444 5.63 
St. CATHARINES...... Standard (E.)............... .06-.04 9,865 | 6.08-4.05 
St. THOMAS.......... Times-Journal (E.).......... .05-.03 8,495 | 5.89-3.53 
Nis adauwsh xcs Canadian Observer (E.)°..... .05-.0225} 5,707| 8.76-3.94 
Saucy Gru, Manse...) BWM Gs s ocn occeseccsscses 0375-.025| 5,749| 6.52-4.35 
SVEATUORD......¢. 5. Beacon-Herald (E.).......... 05-.03 7,944 6.29-3.78 
rn  _ | are 30-.20 97,435 | 3.08-2.05 
Mail & Empire (M.)......... 30-.20 | 114,207| 2.63-1.75 
RINNE 30-.20 | 157,505| 1.90-1.27 
—— . eee 30-.20 | 125,028| _2.40-1.60 


Newspapers, Members of ABC shown in Boldface type. 


°Three months statement. 


(1) Sworn Statement. 


' 


m— COM dM OM 


woo’ 


Marcu 31, 1928 SALES MANAGEMENT 


527 


e Over 25 Subscribers 
a Over 100 Subscribers 


w Over 200 Subscribers 
+ Over 500 Subscribers 
Ww Over 400 Subscribers 


UST one night’s ride from New York or Chicago, across the border lies a definite distinct 
market of more than 3,000,000 progressive prosperous people—people with the same habits 
of thought and buying impulses as those in your own home market. 


This market comprising the Province of Ontario with Toronto as its industrial and com- 
mercial capital, produced last year close to $1,500,000,000 worth of manufactured goods. Its 
agricultural production is approximately five hundred million dollars yearly. In 1927 there 
were 386,903 passenger car licenses issued in this market—better than one car to every two 
families. Over 35,000 retail outlets assure adequate distribution facilities. 


Toronto, with a population of 671,540, contains 74,566 passenger cars—better than one 
to every ten persons. 60% of the homes in the City are owner occupied. 


Truly a market of impressive sales possibilities! 


THE MAIL AND EMPIRE reaches the largest morning audience of any daily newspaper 
published in this market. Its net paid daily average for February, 1928, was 117,015. With 
65,000 subscribers in Toronto—more than twice that of the other local morning paper—it 
affords adequate coverage of Toronto’s pivotal household buying units. 

THE MAIL AND EMPIRE will also carry your sales message to the chief buying cen- 
tres throughout the rest of this market—the places where the sale of advertised goods is 
greatest. The map above shows the excellent coverage which Canada’s Greatest Morning 
Newspaper offers you in this—Canada’s richest marketing zone. 

Additional facts about this market and the outstanding position which THE MAIL AND 


EMPIRE occupies as an advertising medium in it, may be obtained from any of the offices 
listed below. 


TORONTO - - GANADA 


JOHN SCOTT, Managing Director R. BRUCE OWEN, Director of Advertising 


BRANCH OFFICES: 
Montreal: C. A. Abraham, 232 St. James St. Hamilton: T. M. Wright, Sun Life Building 


FOREIGN REPRESENTATIVES: 
United States: Lorenzen and. Thompson, Ine., New York, Chicago, San Franciseo, Los Angeles 
Great Britain: F. A. Smyth, 34-40 Ludgate Hill, London, England 


LARGEST MORNING CIRCULATION IN CANADA 
—All in One Edition— 


The Marl and Curpire. 
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Canadian Market 
Surveys Available 


(Continued from page 526) 


promotion department and will make sur- 
veys and market reports regarding definite 
individual products at the advertiser’s 
request. They also have a limited num- 
ber of surveys available on: electrical 
equipment, pure food products, household 
products, toilet articles, and automobile 
accessories. 

Owen Sounp, Ont. A general market 
survey about this territory is available 
from the Daily Sun-Times. Plans are be- 
ing made for a revision of this survey. 

Port ARTHUR, ONT. Pertinent facts 
about this industrial market’s retail and 
wholesale conditions, finance, trading area, 
etc., may be secured from the Evening 
News-Chronicle. 

St. CATHERINES, ONT. The Standard 
Limited has prepared a comprehensive sur- 
vey entitled, “A Chain of Industrial Mar- 
kets,” including authentic facts and 
explanatory maps about this trade area. 

SauLT Ste. Marie, Ont. The Sault 
Daily Star will cooperate with advertisers 
in furnishing market information relative 
to this territory. 

Toronto, Ont. An extensive and illus- 
trated survey has been compiled by the 
Globe, giving comprehensive data as to 
the merchandising possibilities, financial 
conditions, food products, etc. 

Winpsor, Ont. The Border Cities Star 
is publishing a survey containing infor- 
mation relative to the following: popula- 
tion and circulation growth, retail outlets, 
bank clearings, electrical market, and to- 
bacco crop. 

CHARLOTTETOWN, P. E. I. Market mer- 
chandising data about this city’s trade 
territory is obtainable from the Guardian. 
MonTreaL, Que. The Daily Star issues 
five bulletins including: general analysis 
of language and newspaper situation in 
this territory and an analysis of all pas- 
senger automobiles, trucks, taxis and 


motorcycles owned in this area, showing. 


number of each make, make belonging to 
French and English speaking citizens. 

La Presse maintains .a market, survey 
and research department that specializes 
in compiling individual market surveys 
for any manufacturer or advertising 
agency who contemplates invading the 
Montreal market. 

Quesec, Que. The L’Action Sociale 
Limitee has ready for distribution a mar- 
ket survey containing explanatory maps 
relative to this city’s trade territory. 

Le “Soleil” Limitee has a survey in the 
process of compilation pertaining to this 
city’s industrial market which will be 
available in May. 

A survey giving retail outlets, popula- 
tion, principal industries, etc., has been 
issued by L’Evenement Publishing Com- 
pany. 

SHERBROOKE, Que. An illustrated book- 
let, “A Province Within a _ Province,” 
giving facts about agriculture, manufac- 
turing, mining, forests and summer resorts 
is available from the Record Company, 
Limited. 

Prince ALBERT, SASK. The Herald has 
issued a brief survey, including facts and 
illustrations about this trade territory. 

SASKATOON, SASK. During 1928, the 
Star Publishing Company, Limited, will 
issue a general survey on the Saskatche- 
wan market and a retail survey on the 
following lines: grocery, radio, drug, 
men’s wear, hardware and electrical goods. 


Circulation and Rates of Newspapers—Continued 


2s bee er area 6 Month] Max. 
Municipality Publication Rat Average! and Min. 
ate |Net Paid| Mil. Rate 
ONTARIO(Cont d) 
Winpsor............| Border Cities Star (E.)....... $0.09 30,361); $ 2.9 
WoopstTock- 
INGERSOLL..............5 Sentinel-Review (E.)........ .04-.025 6,453 6.20-3.87 
PRINCE EDWARD 
ISLAND 
CHARLOTTETOWN. ....| Guardian (M.)..............| .10-.03 5,876 | 17.02-5.1] 
Es. io hoe eh iat 05-.02 4,295 | 11.64-4.66 
QUEBEC 
Cuicoutim!..........| Le Progres Du Saguenay (E.) .04 .| New Daily 
SS oer: © tae? . 3 eee 2 COR rH 
MontreEaL..........| Canada (Le) (M.)........... .25-.06 9,121 | 27.41-6.58 
Devoir (Le) (E.).............| .15-.04 13,730 | 10.92-2.9] 
|: re .30-.09 35,068 | 8.55-2.57 
Herald (E. ex. Sat.)... ......} .10-.05 10,888 | 9.18-4.59 
Patrie La (E. ex. Sat.) .......] .20-.09 23,483 | 8.52-3.83 
Presse La (E. ex. Sat.)....... .25-.20 | 127,843 1.96-1.56 
| Ee Se s25-.16 114,175 2.18-1.40 
Quesec.............| Action Catholique (E.).......| .10-.07 18,508 | 5.40-3.78 
Chronicle-Telegraph (E.)..... 15-.04 6,162 | 24.34-6.49 
Evenement (L’) (M.)........ .06 18,552 3.24 
Soleil (Le) (E.).............. 12 44,278 2.71 
Susasacoxce.........| Beeeré (B.).................) 0608S 9,519 | 6.30-4.73 
Tribune (La) (E.)........... 10-.04 7,262 | 13.77-5.51 
TureEE Rivers.......| Nouvelliste (Le) (E.)°....... .04 8,849 4.52 
SASKATCHEWAN 
Moose Jaw......... Herald, Times (M. & E. 
es Ss a wigs ae 05 6,892 7.25 
Prince ALBERT...... SC) .02 2,716 7.36 
REGINA cio cas oscuwe Leader & Post (M. & E. 
Co ee .09 32,142 2.80 
SASKATOON... 6.4.0.0 Star & Phoenix (M. & E. 
LT eR ee rer .08 23,955 3.34 
NEWFOUNDLAND 
ee Ae ee eee sO bo” 
| ere °c See Eee 
Telegram (E.) (1) ........... .60’’-.40” 9,001 | 4.76-3.17 


Newspapers, Members of ABC shown in Boldface type. “Three months statement. 


(1) Sworn statement. 


Poster Advertising in Canada 


Practically all poster panels in Canadian cities are owned by members of 
The Poster Advertising Association of Canada and conform to the high standard 
set by that organization. 


Some of the finest lithographing plants on the American continent are in 


Canadian cities. 


Foreign advertisers who desire to use posters printed in their 


own country are reminded that the law demands that the country of origin be 


plainly printed on the face, thus “Printed in the U. S. A.” 


Posters imported into 


Canada are also subject to duty and the usual customs procedure is necessary in 


respect to invoices, etc. 


Poster Advertising Estimate for Canada 


(Effective January Ist, 1928) 


. No. of . No. of panels Price per 

eine Towns iene to half adie Month 
ee 5 156,148 37 ( 8lit) | $387.5¢ 
British Columbia............... 19 294,410 66 (8 “) 605.00 
Err ne ee | 3 231,954 <2") 388. 50 
New Brunswick................ 4 99,101 24 ( 4“) 235.00 
Nowa Sootia..........6650c0s0: 10 159,940 45 (4 “) 392.50 
OT 166 1,840,978 | 422 (45) | 3,871.50 
Prince Edward Island........... 2 16,000 5 37.50 
|" lai aaa ae ae 29 1,281,555 141 (29) | 1,546.50 
Saskatchewan.................. 6 103,857 m (3) 217.50 
ES 244 4,183,943 | 801 (109 lit) | 7,681.50 


A full showing is 1,589 panels, the cost being $15,265.50 a month. 
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THE EVENING TELEGRAM 
covers Greater Toronto thoroughly 


HE population of the city of Toronto is 569,899 and that of 

Greater Toronto 702,045. The city of Toronto contains 18% 
of the total population of Ontario, 46% of the income taxpayers, 
32% of the telephones and 28% of the wired homes, also 31% of 
factory payrolls. Few cities in North America can compare with 
the present prosperity and rate of growth in Toronto. 

Within the city limits of Toronto The Evening Telegram gives 
over 100% coverage of homes and over 92% of its total circulation 
is concentrated in the area shown on the above map. 

Toronto is Canada’s foremost metropolitan market and The 
Evening Telegram gives, we believe, a more complete coverage 
than is available in any city of comparable size on this continent. 


THE EVENING TELEGRAM 


‘TORONTO ONTARIO 
Largest City Circulation in Canada 


Write for a copy of “GROWTH ...a survey of the 
Greater Toronto market ... ” now in course of preparation. 


J. C. Hogan, 1070 Bluery St. 


\\ 


Oar V/LLE 


Montreal representative: 


United States VERREE & CONKLIN 


Representatives 285 Madison Avenue Steger Building 321 Lafayette Blvd. Monadnock Building 
NEW YORK CHICAGO DETROIT SAN FRANCISCO 
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Principal Canadian Business Papers 
Circulation and Rates—December 31, 1927, A.B.C. Statements 


| Page Rate | Page Rate 
Publication Address Issued 6 Mo. Av. Single Every 
Net Paid Insertion Issue 
ssue 
Bookseller & Stationer and Office Equipment Journal.............. Toronto, Ont. Monthly 816 | $ 55.00 | $ 40.00 
Cannan PitOMmOlIVel TAGE is ooo 6k 5. Oke eee INS DO ees Toronto, Ont. Monthly 5,384 85.00 70.00 
Ganadiat Baker 6 Gonfectioner:...: <... 6.6.60). bs ssacndaeteda cca vns Toronto, Ont. Monthly 1,828 60.00 45.00 
Canadian Foundryman and Electroplater......................... Toronto, Ont. Monthly 428 60.00 40.00 
ARPS EM ROR strc eel itrtn Garson oellasiaadi gig wositid Ae Toronto, Ont. Fortnightly 6,117 70.00 50.00 
Canadian Machinery & Manufacturing News..................... Toronto, Ont. Fortnightly 1,783 65.00 43.00 
Canadian Mining & Metallurgical Bulletin........................ Montreal, Que. Monthly 1,560 50.00 40.00 
Cambitian Printer Gr Purp Gner oes ooo on sho ok hela eno Se aes Toronto, Ont. Monthly 979 65.00 45.00 
Canadian Railway and Marine World............................ Toronto, Ont. Monthly 2,240 78.00 60.00 
Se IIIS, cis cua nes ete connie neues caches beck eee Toronto, Ont. Monthly 1,829 65.00 50.00 
ICON is sesh a cs emweeneteeas gays oohias ie ettigres ha oe eee Toronto, Ont. Monthly 1,027 65.00 50.00 
Contract Record & Engineering Review......................005. Toronto, Ont. Weekly 1,900 60.00 35.00 
Rg cic nce en cesnseiescness cersacsaceeenace Toronto, Ont. Fortnightly 2,246 60.00 38.00 
I ss a aciewndnne nuk eopanncyaneannriebes sarin aes Toronto, Ont. Monthly 3,023 70.00 50.00 
BARREN RE oS csck Stow caeee ind. cob ag 3 Heatee a EdRSWORO MAEM eSudE Moe Toronto, Ont. Weekly 1h.755 334.00 208 .00 
Pacis Seat CAMAEA. ... « . 656i ceascdicia cess bererias Toronto, Ont. Monthly 1,785* 50.00 35.00 
PR RRAAP REE TRCIIOCAN 6 o.oo dese nctisins nf Awa diettndwice diate he 29 Oa Toronto, Ont. Weekly 3,194 65.00 40.00 
BSP AE MIOIAINE oo. s.5 5 5 5k see po sw wih od oo BEECH Aaa ET Ree Montreal, Que. Weekly 2,326 65.00 35.00 
I nob ida nike CRRA ERK KERR e Ek ebee er mera Toronto, Ont. Fortnightly 916 75.00 50.00 
Men’s Wear Review. .............. ccc cece eee e cece ee eee ees Toronto, Ont. Monthly 2,679 65.00 50.00 
Mater ti NCANOGA .... ois cai e ca ec te cecaes wunie ec gee aca eulee Winnipeg, Man. Monthly 3,847 75.00 60.00 
ee ee eee Toronto, Ont. Monthly 3,522 75.00 60.00 
INI 65 6.56652 ceeds ss sponeseveincongenmecendy pacees St. Thomas, Ont. | Monthly 4,610 60.00 40.00 
PIO soe eesoutsin euieas tan HA sepe a thew ee enee tabu Eee Toronto, Ont. Semi-Monthly 4,591 80.00 50.00 
Sanitary Engineer, Plumber, and Steamfitter...................... Toronto, Ont. Monthly 979 65.00 45.00 
Io tiwe sce eaurdiidtes.ccdatatenneenkea sans ea newuse Toronto, Ont. Monthlyt 5,868 30.00 25.00 
Shoe & Leather Journal and Footwear in Canada.................. Toronto, Ont. Semi-Monthly 1,899 60.00 40.00 
BE I PORE soo coo a i 0.5 0 cb ws sain aaa ema ice cod Rie Seale avon OF Toronto, Ont. Monthly 1,829 65.00 50.00 
* Not A. B. C. publication. t Not published in July and August. / 
Closing Dates and Mechanical Requirements 
Type | Column | Screen 
Publication Issued Closing Date Date in Circulation Page Width | Half- 
Size Inclies | tone 
Bookseller & Stationer and Office Equipment Journal.} Monthly 25th of preceding mo.| Ist of pub. month 7 x10 3% 120 
Canadian Automotive Trade..................006- Monthly 5th of pub. month 15th of pub. month | 7 x10 24% 120 
Canadian Baker & Confectioner.........0......... Monthly 4th of pub. month 7th of pub. month 7 x10 3% 133 
Canadian Foundryman and Electroplater........... Monthly Ist of pub. month 5th of pub. month 7 x10 24% 120 
ee STL, Co Oe ae oe a ae ae ae Fortnightly | 1 wk. pre. date of is. | Every other Friday | 7 x10 2% 120 
Canadian Machinery & Manufacturing News....... Fortnightly | Mon. pre. date of is. | Every other Thur. 7 xl0 3% 120 
Canadian Mining & Metallurgical Bulletin..........| Monthly 20th of preceding mo.| Ist of pub. month 4l6x 7 24% 120 
Canadian Printer & Publisher..................... Monthly 7th of pub. month 12th of pub. month | 7 x10 3% 120 
Canadian Railway and Marine World.............. Monthly 15th of preceding mo.| Ist of pub. month 7 x10 24% 133 
Clothier & Haberdagher. .............5... ccc cc ceees Monthly 5th of pub. month 15th of pub. month | 7 x10 3144 120 
SR iis ciadidenwn dowels ¥ubnee menkcneete Monthly 12th of pub. month | 15th of pub. month. | 7 x10 31% |120-150 
Contract Record & Engineering Review............ Weekly Fri. pre. date of issue | Wednesday 74x10 3% 120 
Drug Merchandising. ...................00ceeeeee Fortnightly | Wed. pre. date of issue] Every other Wed. 7 x10 3% 120 
i GE TIE soko ss ne bike ves as cexeeercss Monthly 26th of preceding mo.| Ist of pub. month 844x114, 4% 120 
iii viii vwdiin cuca ansnnicowdeadad Weekly Wed. pre. date of issue| Friday 113% x19%| 92% 100 
Furniture Journal of Canada...................04. Monthly 25th of preceding mo.| 1st of pub. month 7 x10 3% 133 
Hardware G Miectal.......... 00 cscccecseccesnecnes Weekly Sat. pre. date of issue} Saturday 7 x10 3% 120 
II Sni5.6oSine kn bod cbs teanedeaere ee Weekly 9 da. pre. date of issue} Friday 7 xil0 3% {100-120 
PRES oo ricninw Stes cs dadictad bss eemesiawh Fortnightly | Sat. pre. date of issue] Every other Sat. 67%x10 2% 120 
Men’s Wear Review. ..............c0cc cee eceeees Monthly 28th of preceding mo.| Ist of pub. month 7 x10 | 3>%&2'%| 120 
OU CA GUINEE. 5 cnc cccecutansvine st iene Monthly 25th of preceding mo.| Ist of pub. month 74x10 | 3148244) 120 
I IR nti an Ks bao on 20 ees eamenemnets Rake Monthly 2nd of pub. month 5th of pub. month 67%x10 34% 120 
I ys 05500 s0s ben dond eds succes ease Monthly 20th of preceding mo.| Ist of pub. month 74x10 | 3348&2%| 120 
INS si vievnnnasn scnnlaceinnenccsnnens Semi-Mo. | 5 days preceding 5th & 20th pub. mo. | 7 x10 3% | 120 
Sanitary Engineer, Plumber, and Steamfitter........| Monthly Thur. preceding pub. | Every other Tues. 7 xi0 3% 120 
NK 0 dha bh6n wharcrtexawasnbechsne sendy Monthly 15th of preceding mo.| Ist of pub. month. 44x 74) 14% 100 
. : , 25th of preceding mo.| 5th of pub. month 7 
Shoe & Leather Journal and Footwear in Canada....| Semi-Mo. isteetien. (dene 7 x10 314 120 
tn eee Monthly 28th of preceding mo.} 5th of pub. month 7 x10 3% | 120 
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Canadian Provincial Statistics 
Population Estimates and Census 


tate Percentage of 
"y Per- Pop. of 10 Yrs. — Revenue 
e Census 1921 | Census 1927| centage | and Over Using Productive Per cent 
— Increase English Only Industry Total 
0 Census 1921 Male Female 1924 
)0 “ | 
00 Prince Edward Island. .. 88,615 87,000 1.8* 85.27 43,702 42,548 | 18,138,381 0.6 
”) EE Ee 523,837 543,000 49) 86.42 243,181 237,151 96,071,433 3.2 
0 New Brunswick........ 387,876 411,000 5.9 66.20 186,417 180,001 78,298,070 2.3 
0 MN cinrnaavsnniass 2,361,199 | 2,604,000 10.3 12.70 1,082,483 | 1,090,140 | 729,992,866 24.1 
0 | Eee 2,933,662 | 3,187,000 8.6 73.98 1,139,262 | 1,152,717 | 1,217,764,312 40.1 
0 ati. «ios sesscss 610,118 647,000 6.0 61.07 198,284 189,462 | 190,022,463 6.9 
0 Seskatchewan.......... 757,510 836,000 10.4 58.59 241,557 216,276 | 237,254,471 7.7 
0 NN ici deat ita 588,454 617,000 4.8 66.20 166,176 148,914 210,972,370 6.7 
0 British Columbia....... 524,582 575,000 9.6 67.65 136,758 127,288 236,816,575 ta 
0 Wilt icivsc ies uane: 4,157 3,470 ee aaa | 1,583 1,017 2,851,140 0.9 
0 Northwest Territories. . . 7,988 9,050 a eR aes | 3,951 Lk SeenON Mapeeper Ny 
0 Royal Canadian Navy. . Ged Patt hatha Peal eee ered a Meee ewe ad 2 ill Ree eR or eee en Fer rere 
)0 i 
0 Dihiesctecicnse 8,788,483 | 9,519,520 8.3 | | 100 
1) | | | | 
0 *Decrease in population. 
i 
0 
10 
10) 
0 Pea = 
0 7 Origin of People, Language Spoken, Etc. 
; (Census 1921) 
0 
a Population by Population by of age 94.26% can both read and write. Of 
Country of Country of Birth, Country of Country of Birth, the urban population 10 years of age and 
Birth 1921 Birth 1921 over, 96.30% can both read and write. In 
= (Latest Available Figures) (Latest Available Figures) rural districts the percentage is 92.07%. 
i Ome ee ee 6,832,747 | Rn eR 36,924 ae 
i Bigland. ...cssccceseseecees 686,663 Me oc acceccetiteien: 11,650 RACIAL ORIGIN (1921) 
' RE Seer eres 13,779 Ne eae e 3,879 Number % 
~~ TOOT OT 226,483 EER ne ETE 401 ee 2,545,496 28.96 
0 [1 15 Se Pe 93,301 Other Countries.............. 4,076 | (2) ES eerie pee 1,107,817 12.61 
4 Newloundland..........5.++; 23,107 SN Ny co dicciccuwes 376,024 iva cckcce een ks 1,193,637 13.31 
0 ee 21,468 ——_—— Other British........... 41,953 48 
0 HOtal BOreigit<. «oc... cc cee 890,282 DU eke caesar caes 2,452,751 27.91 
. me PUG SONG <0 cnwcacudss cae aswnes 653 RCauaMr se cose ocd: 66,769 .76 
: ee 1,064,801 a eons ae re aaa 167359 1.90 
m ; . OPW A ecco bo da ee cenvies 8,788,483 Creve s 2 3) oo. eset 294,636 3.35 
gs ihewn in bra diet weno 57,535 Bite eo ree 117,506 1.34 
: la aiigaancuds 13,276 LANGUAGE SPOKEN (Census 1921) Oiler Bavepens:........ 471,685 5.36 
pm Czecho Slovakia.............. 4,322 Of the 6,682,072 persons of 10 years of age Pick ciseeeaxsus 126,196 1.44 
0 Denmark Dole BieiahS iO alee o:8l6Rie ene 7,192 and over:— Indians (native)......... 110,814 1.30 
“ PM wticnrsncvaxaw canes 12,156 84.79% spoke English. Wiis cs aloe hea; 18,291 21 
Prance..........eeeseeesees 19,240 58.61% spoke English only. ee 65,731.75 
9 PN sicicoDwnv tani ene Os 36,025 16.03% spoke English and French. Other Races............ 27,842 32 
3 Aiccxawunukiwekes 25,266 9.49% spoke English and a foreign 
" > pti 5,828 tongue. Wi icicnvinceccecs, 8,788,483 100 
120 A, RE OTE POR EI ET 7,493 13.00% spoke French only. 
- MR avccuagwasetcaumasiet 6,776 ; POPULATION 1871-1921 
RS Sau ae iam 35,531 877,514 persons of 10 years and over spoke Nemeded % 
: Jugo Slavia... 2... eee eee ee ee 1,946 French only, of which:— Sis. te 
I 23,127 92.2% were in Quebec Province. pret 
" EE ener 29215 3.5% were in New Brunswick. Population in 1871 3,689,257 
0 NN os Praise Seen ta ume 22,779 2.6% were in Ontario. 1871-1881 635.553 17.23 
10 ps tance ie ei 101,055 and less than 2% distributed in other prov- 1881-1891 508.429 11.76 
: Sweden xen exseue we Wiaeeas 27,700 inces. 1891-1900 538,076 11.13 
Een eee 11,357 LITERACY 1901-1911 1,835,328 34.17 
0 Other European.............. 11,436 Of the total population 5 years of age and 1911-1921 1,581,840 21.95 
0 a over—7,730,833—90% can both read and 


— Tens eo 459,328 write. Of the 6,682,072 persons over 10 years Total Increase 1871-1921 5,099,226 138.22 
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Construction of Canadian Homes 
Census of 1921 


Total Number Number | Number | Number All 
Province Homes of Wood of Brick | of Stone of Others 
Concrete 
EA ee ay ee eT ONT eae Pee ee nan 1,768,129 1,290,396 | 383,032 | 32,304 11,163 | 51,234 
Paranaieie MUAAWURNTA ERIN 5 ssicor essa ashe le ainrwrepararererene Saree lew aiul ee 18,628 18,511 66 13 5 33 
x hia ge aa acme DORs Hwa Ra Res eae 102,807 101,324 760 90 407 226 
ee a, EE LT eA SC ee POP ees 70,428 68,572 1,265 87 127 377 
ER A on ee ee Te eet e Ee Ferree yee re 398,384 261,505 110,576 19,242 1,584 5,477 
NR ec cai ssh icisvs sh oR IRR SGN ess WOO Se eT es 637,552 326,357 256,386 11,627 7,863 35,319 
PINE I 8 05 oasis xy a Tosi UE Menon SORE ats Rea Wo ETC 117,541 108,667 5,915 457 442 2,060 
AIMEE hs tei 5) die susie SEO aay Drona ee hat SETS a ee 163,661 156,156 3,222 418 216 3,649 
NOR re ete outs mbeaniaces athe ee Oe eo a ee 136,125 130,686 3,023 95 251 2,070 
British Columbia.............. OTe are te een Ey roe 123,003 118,618 1,819 275 268 2,023 
Class of Dwellings 
Number Row Semi- 
Province Total Number | Number of or Single Detached | Not 
Homes | of Urban | of Rural | Apart- | Terrace Houses Houses | Given 
ments , 
SRR or eS ois iow cai bana an eses wae 1,768,129 843,588 924,541 35,095 76,471 1,501,305 145,701 9,557 
Prince Edward Island.....................005: 18,628 4,008 14,620 33 216 . 17,509 838 32 
EMMI ih. Sic ce ciccnictaneiocaalns wicreaigaale 102,807 40,799 62,008 2,360 1,231 92,275 6,705 236 
SS Ee STE Ree Toe 70,428 21,056 49,372 1,878 335 64,629 3,312 274 
EE A POTS eee er ere ee ere nT 398,384 220,692 177,692 17,565 46,939 279,252 53,228 1,400 
SONNE 2 cs 5a d1o6.8 a SS WU Sale ELE 637,552 363,123 274,429 8,085 24,274 525,221 75,435 4,537 
oss xe eimkia wedges y.c eee 117,541 46,983 70,558 1,181 1,266 112,193 2,216 685 
TEMPTS 05 5nd cio 0.9: 9.8s,0 oad sama ww aig SAS 163,661 47,025 116,636 958 254 160,880 960 609 
RMU Seo cass iin cous «bree Se ote 136,125 48,724 87,401 860 351 132,575 1372 967 
SESS CPT eT oe 123,003 51,178 71,825 2,175 1,605 116,771 1,635 817 
Urban and Rural Houses in Canada by Number of Rooms 
Total 3 20 
Province Dwell- | Rooms 4 5 6-10 11-15 16-20 | Rooms | Not 
ings & under | Rooms | Rooms | Rooms | Rooms | Rooms | & over | Given 
MSR: . 6c oot. ete he ens eacnanten Total |1,768,129 | 297,674 | 217,269 | 231,212 | 905,449 | 81,006 | 10,681 | 10,725 | 14,113 
Urban | 8437588 | 69,357 | 93,933 | 1195805 | 493°710 | 42342 | 7.912 | 9.280] 7,249 
Rural 924,541 | 229,317 | 123,336 | 111,407 | 411,739 | 38,664 2,769 1,445 6,864 
Prince Edward Island................. Total 18,628 1,241 1,520 1,898 12,281 1,531 82 29 46 
Urban 4,008 149 350 441 2,678 312 41 21 16 
Rural 14,620 1,092 1,170 1,457 9,603 1,219 41 8 30 
Nova Scotia.............c0cceccseeee Total | 102807] 6,868 | 9,380] 11,674] 66,528 | 6,965 671 354| 367 
Urban 40,799 2,207 3,704 4,565 | 26,493 | 3,013 393 260 164 
Rural 62,008 4,661 5,676 7,109 | 40,035 | 3,952 278 94 203 
New Brunswick....................0- Total 70,428 7,067 6,451 6,586 40,469 7,654 1132 624 445 
Urban 21,056 864 1248 1,750 12,750 2,944 763 521 216 
Rural | 493372] 6,203] 5,203] 4836] 27:719| 4710] 369] 103} 229 
rr eer Total 398,384 43,279 62,971 60,542 | 196,016 | 23,856 5,010 4,823 1,887 
Urban | 220,692 18,005 37,428 36,448 | 103,131 | 15,517 4,189 4,424 1,550 
Rural 177,692 25,274 25,543 24,094 92,885 8,339 821 399 337 
WN ogi uid canttecr ens cnepiabee Total | 637,552 | 45,517 | 47,002 | 71,466 | 429,019 | 32988} 2,712 | 2,333| 6,515 
Urban | 363,123 | 16,063] 22,674] 41.479 | 259.830 | 15,685 | 1.739} 1,904| 3,759 
Rural 274,429 29,454 24,328 29,987 | 169,189 | 17,303 973 429 2,756 
Manitoba... ..............ec0eee0es Total | 117,541 | 33;740| 15,438 | 18,758] 457217] 23409] 210} 649] 1,120 
Urban | 46983] 5088} 4661] 98811 | 25,774] 1,530 153 597 | 369 
Rural 70,558 | . 28,652 10,777 9,947 19,443 879 57 52 751 
Saskatchewan...............0.-0.e00: Total | 163,661 | 69,703 | 28955 | 21,270] 40,262) 1,849| 170] 443] 1,009 
Urban | 47,025| 10,837| 8,092] 7.747| 18,513 998 136 404| 298 
Rural | 116,636 | 58,866 | 20,863 | 13,523 | 21°749| 851 34 39} 711 
MNS, 5 0% ricnd duns a Sonavex duvenee Total 136,125 54,861 24,076 18,639 | 35,129 1,427 223 435 | 1,335 
Urban | 48:724| 93281 | 8273} 9031 | 20,273 | 922 169 | 360] 415 
Rural | 87,401 | 457580] 15803] 9608 | 14:856 505 54 75 | 920 
British Columbia..................... Total | 123,003 | 35,398] 21,476] 20,379 | 40,528 | 2,327 471 | 1,035 | 1,389 
Urban | 51,178 | 68731 7,503| 92533 | 24268] 1,421 329} 789) 462 
Rural 71,825 28,525 13,973 10,846 16,260 906 142 246 927 


928 


Marcu 31, 1928 SALES MANAGEMENT 533 
Forty Leading Industries of Canada 
Estab- Gross 
* Industries—1924 lish- Capital Cost of Value of 
ments Materials Products 
C5 Rie INS x ois ois ca venancnnnesencaussudvesenns 1,309 | $ 64,356,541 | $150,056,430 | $180,807,549 
1h) at, ccsocicdiadinuscucreowiseciseaan 115 | 459,457,696 | 72,233,876 | 179;259°504 
aig a RR ER ONE pes 2,761 | 177,480,064 | 83,141,692 | 141,929°559 
* My I MINE NONE BOUIN. goo kok avec ce cin ccc daccnsecnccdeens 74 56,675,118 106,764,011 133,740,271 
a ig pve C0d Racker euch REE AOR AEE ReeeeD 2,909 34,978,103 83,350,620 108,812,008 
RE EE EE Ee Pee er rey 951 92, 36 AS El re ae 95,169,768 
AG): a foe ARORA I PR re i Ss Se ee Ars arena ead ies Wa Rea 12 60,766,886 64,148,581 88,480,418 
EEE PRES Oe EE RE er re ene re 35 82,752,025 43,274,245 69,984,875 
9. Sugar refineries...... I a da a set aL Sasa as we sd ale orale eae 7 46,229,188 55,071,573 67,292,122 
(12) | 10. Rubber goods (including footwear)... .........0....00 000 cece cece eee 38 56,160,930 24,468,736 57,411,446 
Oe ra ok dy ek cans SEAN SHORES daa aen needles 316 87,851,647 21,892,943 56,788,664 
(13) | 12. Electrical apparatus and supplies..................... ccc ecceeeeeees 109 72,301 ,204 24,370,996 56,490,465 
(15) | 13. Beead and other bakery products. ..... 2.0... ccccccccsccccccccevnes 2,073 32,261,401 28,112,082 54,403,078 
I ud paca SOUSA Nee ne deere aneeees 717 47,471,351 13,598,789 53,033,481 
Er 6 ek ak hag r  k ie nad oka Nekeeeenn enor rir S 17 53,095,784 36,669,292 48 677,347 
eS i Se II 5c Foose hav ov kee see deosenseveddede 359 21,474,870 25,353,454 46,100,215 
See 5 iil ok idee le nia pen bmeKe eee Rd heb ee ee wae eanns 23 50,793,093 26,230,930 45,129,671 
OU bie, Se I I ook cn cea nach iccendeccewescedewseas 321 38,557,117 23,383,625 45,123,629 
(17) | 19. Hosiery and knit goods (including gloves)...................0000000 158 47,166,581 24,758,031 44,505,523 
Se I ia na diac unaware backs ceGeeeh staan accednna ans 96 29,965,903 11,554,487 42,700,252 
(i) | 20. Damme andl chines Cathie)... oc. once ccc ceacevescccscccccccveds 183 30,835,479 | 21,667,083 | 42,003,668 
(21) | 22. Planing mills, sash and door factories..................ceeeeeeeeeees 808 48,758,072 23,751,819 40,900,222 
ee: ee i weca chy cheeeveuncd ious aiadeerensweaes 170 22,976,062 18,245,874 36,403,293 
(20) | 24. Steel and rolled products, pig-iron, ferro-alloys, etc.................0-. 29 79,805,201 19,410,742 33,553,443 
CAP ae IRCA ce Aad ate sree fe dy aco aa, a aida a cial cider 57 45,375,529 15,368,618 33,532,783 
ee) NE oak oS Saree eke cavdbiececas scleseeathes 786 32,831,465 10,010,846 32,408,146 
ER EE eee re rer err 108 28,419,951 17,017,429 30,568,526 
Sn ia ok. ny diate durmatiadaoanerakderes 147 53,259,470 9,681,264 | 28,653,108 
Ce EF I I aos isos on Ska oceke ccacccedceenaeee cas 836 20,304,785 16,089,332 26,637,962 
ee I IN cred cise eccdan cinniencdens vecawnaeed geese 63 82,877,387 11,700,644 26,447,171 
(33) | 31. Acids, alkalies, salts and compressed gases.......... ey errs sean 41 34,298,071 11,616,643 26,241,722 
ee 371 32,077,005 9,324,556 25,843,620 
hie asic dc oi ck ae dane dente eddeadwaaner eed 114 30,031,624 16,486,261 25,655,675 
a aa gis uu aldiedaw dcadiedealkheeenieat 131 17,162,883 12,511,336 22,174,454 
(30) | 35. Paints, pigments and varnishes..............6.00.0cceceeceeeeeuees 55 20,587,856 11,674,837 20,200,824 
36. Fruit and vegetable canning, evaporating and preserving.............. 206 21,033,817 11,328,866. 19,201,766 
i ack ph onwnae sa sblnaduidiadenecanwe wie gal 44 42,818,276 6,772,576 18,101,724 
ee I II NIRS 5 ko wide ceased whedon bacenwawecenion 34 14,080,329 6,318,439 17,253,250 
39. Soaps, washing compounds................ PO ee ae 66 16,367,069 8,782,085 15,965,318 
ae EI oie oer epics cduncwecnihlaynddawenesapad 60 14,894,462 9,336,308 15,744,388 
pe eee ee ee ee ee? 16,709 | $2,837,155,388 | $1,185,529,951 | $2,153,330,908 
RPT ON eT O OT TOTO RE ET TEEPE TET Tee ee 22,178 | 3,538,813,460 | 1,438,409,681 | 2,695,053,582 
Percentage of forty industries to all industries..................00.0 0000s 75.34 80.17 82.42 79.89 
(* Figures in parentheses indicate position in 1923) 
Distribution of Canadian Industries 1925 
Estab- — po “a , ” Increase Increase 
‘ " ; mploy- alaries alue o xports over mports over 
Provinces a Capital ees and Wages Products re 1925—% . 1924—% 
* ~ 
Prince Edward Island....... 318 2,576,677 2387 $72,130 4,290,149 1,227,445) 115.19 1,061,274 14.03 
MUG UI ck veawdcnccees 1,184; 117,326,491) 16,568) 12,082,693 65,033,701 49,789,617 14.55} 21,366,922)........ 
ew Brunswick. ........... 861| 91,509,933] 17,275] 14,430,252] 73,374,660 97,876,375| 26.58] 26,904,574 4.68 
iene arena 6,995] 1,136,033,133| 168,245| 169,686,055} $20,563,757} 419,076,189] 18.01] 253,502,230} 13.92 
reer 9,386] 1,925,593,482| 262,483} 307,304,007) 1,527,154,660| 531,699,668) 26.22] 475,536,493} 19.16 
a ea 769} 120,362,238} 20,023) 25,286,173} 124,145,763 12,213,574 13.44] 42,877,647) 15.33 
Saskatchewan.............. 650 31,607,896} 4,402 5,755,629 40,093,273 10,169,324 1.32] 14,898,870} 51.01 
CNR 6 62 Fic A cewinexes 734 69,805,848 9,364, 11,785,604 75,113,517 648,078)........ 17,214,760} 27.54 
oe B.c.191,449,925| 29.77| 73,510,348] 10.56 
British Columbia and Yukon. 1,434 313,494,283 43,548} 49,112,628 218,775,835} Yu. 1,042,596] 32.87 450,507} 12.71 
Tora. ror CaNaDA....... 22,331) 3,808,309,981|} 544,425) 596,015,171) 2,948,545,315| 1,315,192,791 23.22} 927,323,625 16.49 


* Year ending March 3lst, 1926. 
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Principal Retail Outlets for Advertised Products in Canada 
(The figures are especially compiled and copyrighted by Canadian Business Research Bureau) 


Bac, Alta. Sask. Man. Que. Ont. N. B. N.S; PoB oe. 
Per Per Per Per Per Per Per Per Per | Total 
_ {Cent . |Cent. Cent. Cent. Cent. Cent. Cent.) _. | Cent. Cent.| Can 
No of No. of No. of No. of No. of No. of No. of No. of No. of 
Total Total Total Total Total Total Total Total Total|* 
Dry Goods and Ladies’ 

RUMORED GA oat ite nice 367| 8.25} 169) 3.80 92| 2.07} 181] 4.07| 1,734] 38.99) 1,538] 34.59} 134) 3.01} 219) 4.93 13) .29| 4,447 
Rated $5,000 and over} 102) 7.52 64| 4.72 39) 2.88 39| 2.88} 427) 31.49) 518]38.20) 68) 5.01 92) 6.78 7| 52! 1,356 
Men’s Wear........- 241| 7.89) 221) 7.23) 148] 4.85) 148) 4.85) 631) 20.66) 1,384/ 45.32} 99) 3.24) 168) 5.50 14, .46) 3,054 
Rated $5,000 and over} 116) 8.63) 101) 7.52 73| 5.43 39| 2.90} 240) 17.86) 629/46.80| 44) 3.27 95| 7.07 7| = .52) 1,344 
RSIDDRISS Secs acne 1,618) 7.71) 1,059} 5.04) 697) 3.32) 1,202} 5.73} 6,409) 30.52) 7,419] 35.33) 859} 4.09/1,587| 7.56; 147) .70) 20,997 
Rated $5,000 and over| 158) 4.43} 131| 3.65 98| 2.74; 107| 3.00) 1,052) 29.85] 1,572| 44.20) 164| 4.60) 247] 6.89 27| 64) 3,556 
General Stores....... 998] 6.84) 1,262) 8.66) 1,701) 11.66) 1,064] 7.30) 3,657) 25.06} 3,268) 22.32] 1,117} 7.66} 1,298) 8.90) 233] 1.60) 14,598 
Rated $5,000 and over| 258} 4.75; 405) 7.45) 569) 10.46] 317| 5.82) 1,432) 26.32! 1,578] 29.01| 344) 6.32) 475] 8.73 62| 1.14) 5,440 
Hardwate.........4<. 234} 6.55} 432/12.09| 629) 17.60} 254) 7.11} 549) 15.37) 1,300) 36.39 70} 1.96} 100) 2.77 Ss. Si 3573 
Rated $5,000 and over} 109) 5.67} 201/10.46; 324] 16.85} 125) 6.50) 276) 14.35) 773) 40.20 40} 2.08 71) 3.69 4) .20} 1,923 
Plum. and Steamfitters} 279) 10.74; 141} 5.42 78| 3.00} 116) 4.47| 763) 29.35) 1,035) 39.82 62} 2.40} 114) 4.38 11} .42) 2,599 
Rated $5,000 and over 40| 7.84 15} 2.94 15| 2.94 21) 4.12 83) 16.28} 277) 54.31 22) 4.32 32) 6.27 5} .98 510 
DORUEISIB. oo 2s. ss 249) 7.49} 312) 9.39} 370)11.11] 210) 6.32) 621) 18.69) 1,243) 37.51) .134| 4.02} 153] 4.60 29 381). S321 
Rated $5,000 and over} 100) 6.51) 109) 7.11} 155) 10.10 92} 6.00} 238)15.51) 658) 42.91 74| 4.82 91; 6.00 16} 1.04) 1,533 
Electrical Stores... .. 121) 9.08 83} 6.22 64; 4.80) 98] 7.35) 269] 20.18} 597) 44.80 38) 2.85 54) 4.05 9} .67| 1,233 
Rated $5,000 and over 27| 7.20) 24| 6.40 15} 4.00} 30) 8.00 75| 20.00} 173) 46.13 9| 2.43 19, 5.06| 3} - 80 375 

Relative Importance of Canadian Industries 
(Figures represent percentage of totals 1923 and 1924) 
Bh. Alta. Sask. Man. Ont Que. N.B INE Ss Pbk Canada 

1923] 1924} 1923] 1924) 1923) 1924) 1923] 1924) 1923) 1924) 1923) 1924) 1923) 1924) 1923] 1924) 1923] 1924} 1923) 1924 
Agriculture... .. 16.1) 13.3) 73.6} 72.7| 90.6) 89.5} 55.1] 70.9) 26.1} 27.4] 24.1] 26.0} 31.8] 27.6] 30.6] 30.3) 78.6) 83.1] 36.3) 37.8 
Forestry;.......| 29.6) 28.5; 1.3) 1.6 8 9} 3.2} 2.0) 7.7) 7.5) 14.0) 12.5) 35.4] 40.0) 7.6; 11.5} 4.1! 4.2) 10.3) 10.2 
Fisheries. ...... 9.0} 9.0 2 oe. ‘ ol 8 a 3) 28 <3) Ss} S525), (6.9) 726) “Sa Od) 66; 2.4) 149 
Trapping....... a > 8 29 8 8 61.4) 1.0 .3| =3i6 a 257, l al A ne? 0 0 .6| 5.0 
Mining......... 18.9] 22.1) 13.0} 10.6 4 eo 2 det 58) 1657| FAL 2371) 256) BIO! 235) 266) 2aSi....| «x. FO) 69 
Piectic Power... 2.7) 227) 1:2) ta) - 10), Ta) 2.7) 2a) Qa aR 26> eS) ORG) El “ie7; ~e2 Pe wt 22 46 
Construction.....| 7.2). 69) 29) 20) 1.3) 6) $2) 2.3] <Ss5| 73) 95) =A) O28) Sie 6S) «6S6) COZ 9 6.9) 63 
Repair Work....| 2.1} 2.1 1.6). 28) - 23) S| OSG) 2a 2 2 13) 6) ES} S| 7 2 8 wo [6OLS Og 
Manufacturers, 

a. oe 13.9] 14.9} 6.4| 8.8} 3.7) 3.9] 26.6) 17.9] 45.8} 40.5} 44.9) 41.3} 18.3] 17.2) 20.3} 17.5} 4.0} 3.7) 33.4) 12.4 
Torats..../100 {100 |100 |100 {100 |100 {100 |100 {100 |100 |100 {100 |100 {100 {109 {100 |100 {100 |100 {100 
Percentage of Total Production 1924 

B.C. | Alta. | Sask. Man. Ont. Que. N.B. N.S. | P.E.I | Canada 

Percentage of Total 
Production 1924..... 15 6.7 rey 6.8 40.0 24.1 2D 32 6 99.91° _ 
*Yukon accounts for the balance of percentage. 
Telephones in Canada—1925 

| B.C. | Alta. Sask. Man. Ont. Que. N.B. N.S. | PEL 

WN one essere diiucsaauite 99,346 | 70,073 | 100,096 | 69,000 | 508,573 | 223,227 | 28,945 | 39,242 5,517 
Per cent per 100 population....... 16.9 10.7 12.0 10.5 16.4 9.1 nse 74 4.9 

Telegrams in Canada 1925 

B.C. | Alta. Sask. Man. Ont. Que. N. B. N; S. P. E. I. 

Number originating in province...| 1,291,020 | 862,543 | 986,930 | 1,414,168 | 3,569,262 | 2,111,275 | 436,399 | 616,805 60,300 
Number per 100 population. ...... 230 132 118 215 115 84 108 115 69 
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The Farm Market in Canada 


The average income of Canadian farmers in 1925 
was in excess of $2,000 and the Government report, 
from which the information was extracted, said: 
“It is practically certain that in no other country 
does the farmer enjoy such prosperity.” Figures 
published by The National Industrial Conference 
Board, in Washington, indicate that the spending 
power of the Canadian farmer is not less than $300 
greater than that of the average farmer below the 
border. 

At the census of 1921 87% of the total number of 
Canadian farms were occupier owned, compared 
with 52% in the U.S. A. More recent figures show 
that only a very small proportion of farms in Can- 
ada are mortgaged, compared with 47% in the 
United States. Farm bankruptcies in 1924 were 123 


per 100,000 farms in the U. S. A., and 22 in Canada. 
With approximately 750,000 farms in the Dominion, 
the number of farm failures were in 1924, 329; 1925, 
403 ; 1926 (10 months), 107. 

Generally speaking, Canadian farms have larger 
and better constructed farm buildings than are 
found in the United States. A questionnaire sur- 
vey, made recently of a large cross section, showed 
that 80% of the farm houses investigated were 
painted outside. During the past 12 years farmer 
immigrants from the U. S. A. into Canada have 
brought in wealth, in cash and effects, over $150,- 
000,000. 

The Canadian farmer in 1926 received 60 per cent 
more for his products than in 1913, while he pays 
only 50 per cent more for the articles he purchases. 


Canadian Farm Market Data 
9 — Av. Area — ’ 
Jo. © mplements| } p 
Province Siiieie P — Lands | Buildings and Live Stock| Poultry {Animals on Agricultural 
é , t t Fur Farms | Production 
Machinery 

Prince Edward Island............ 13,701 89 28,476 17,289 6,870 8,877 848 3,324 25,525 
a 47,432 100 49,155 | 51,173 | 10,146 | 19,355 798 565 41,251 
News Beumeeiek......c..c..cccse 36,655 116 61,112 | 45,158 | 13,545 | 16,845 973 979 36,786 
Gila eet ere wees stan aes 137,619 125 546,666 285,530 | 111,940 131,618 8,461 1,225 271,001 
ON LET) Ree ae ene ee eer ee 198,053 114 808,124 491,330 | 169,954 236,061 20,177 1,808 482,481 
WATER rs ccnetes vocal maaan 53,252 274 315,245 113,005 67,848 57,799 3,955 652 147,050 
Saskatchewalt.. .... <0... ees cees 119,451 368 877,042 216,398 | 176,676 135,622 x @a2N 178 364,840 
MGR GH care Ne naka 15 wee ee eat 82,954 352 523,221 121,765 98,814 98,021 5,655 723 254,739 
British Columbia................ 21,973 130 107,020 41,036 9,379 20,457 2,983 546 44,502 

CRAG es fo sede ents 0s ale aies 711,090 198 3,316,061 | 1,382,684 | 665,172 724,655 50,971 10,000 | 1,668,175 
tCensus of 1921 tEstimated 1926 

Farmers Served by Post Delivery at Box and at Gate 
These do not represent the total number of farmers but those whose names are listed as farmers owning letter boxes. 

PrinceEdward Nova New ' ? British 

ror Sentie Dremmitck Quebec Ontario Manitoba |Saskatchewan| Alberta Cities Tora 

9,200 6,300 8,900 41,000 125,550 3,650 2,500 4,650 6,000 207,850 

Percentages of Dominion Total of Farm Items 
Value " Distribu- 
No. F Rural — Gross Ls tion of Wh : otal 
Per Cent of Total 0. *arMS | Population p — Agricul- P eo Value of C _ wane —- 
1921 1921 roperty tol roducts Oniad rop jowned Mo-| Trucks 
1921 Pindoow 1924 Sveies tor Vehicles 

Prince Edward Island............ 1.93% 1.57% .90% 1.24% .78% 88% 13% 44% .32% 
WT on d's hd veo bea cee 6.67 6.71 2.08 KB? 7 2.06 20.82 .06 y i 2.44 
New Brunswick................. 5.5 5.95 2.00 3.06 .96 2.08 .06 2.61 1.88 
MM cacuusiecsateccavac ee 19.35 23.47 16.65 18.65 22.48 7.33 . 50 6.42 6.46 
co ee Ore T trey 27.85 Ziels 25.68 31.84 51.36 50.02 3.41 38.94 36.14 
Ms sci teeeakiaavane 7.49 7.88 9.88 8.66 5.82 .03 13.91 10.60 9.84 
Saskatchewan................... 16.80 12.16 25.05 19.11 4.74 01 57.63 22.99 24.86 
Mite crecceeravtimanabe 11.67 8.25 14.70 11.87 tea .O1 24.10 13.13 13.58 
British Columbia................ 3.09 6.28 3.06 2.30 4.45 18.82 .20 2.66 4.48 

Tihs 5 een os a cers 100 100 100 100 100 100 100 100 100 
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Canadian Automotive Data 


(Registrations of Motor Vehicles—Dealers, Etc., 1926) Total Registrations 
Province ie " a“ eas - 
ota assenger otor axi otor- , 
Cars Cars Trucks Buses cabs cycles Miscel. 1925 1924 
Prince Edward Island.............. 3,449 3,289 153 (i | epee ere ae | (err 2,938 2,583 
ada oo nn or 25,746 22,551 2,989 | a ee a Sree. 22,575 20,764 
ree MRI 6 tio he dasowsc Aue 21,415 19,412 1,853 i eee 103 16 18,762 19,975 
Se MEE Se 108,023 | 84,384 | 415,018 373 6,135 | 2,084 29 | $81,028 | 85,145 
BR itt Lata ttae kis onion 386,719 | 343,992 439,012 a ee SO a, erry 304,426 | 308,693 | 
ig 6 hn win ace gd a 59,424 $2,201 4,674 Oe . Beenitanuet i Sa 57,342 44,322 ( 
TS SEE ET OCT 95,979 86,105 8,686 2 1,011 SER Bower eins 76,765 70,754 P 
EO Oe en eee 65,101 59,767 | 5646 ie. Se: 53,634 51,148 ] 
British Columbia............. ,ovast “Mtgras 56,272 Sy Pr ere: 798 4 55,605 48,626 ; 
OEM ss he eS Sha ca ti wcwtts tees 131 94 29 Bi ehh ee ae | CRenrcrenr | Saer Se dred) 2 ta er ‘ 
ee ener ene es 831,722 | 728,067 | ad87,437 | 6c843 bd7,792 7,534 49 | 673,065 | 652,232 
a—Trailers included with trucks in Quebec; 6—Buses included with taxi-cabs in Alberta; c—Buses and taxi-cabs included with passenger , 
cars in British Columbia; d—Taxi-cabs included with trucks in Ontario. ; 
s 
. t 
Market for Electrical Products 
Estimated number of each 100 wired homes, January, 1926. t 
These figures are based on surveys covering about 65% of the total homes in the Dominion, every Province being included. y 
S 
; Water Air : Radios a 
Province sos vid Washers nt: Heat- | Grates] Heat- Iron- | Refriger-| Toast- Grills | Irons | Est. No. of l 
anges ates eaners| 1 din ers ators ers Sets 1926 ( 
Prince Edward Island........ 5 3.0 4.3 9.5 ae 3 287; 1 0 14.6] 1.2] 51.8 4,150 
Nowa Santa... .. 2... 000005. 1.6 2.6 = Oe | 10.2 i ae 68; .3 0 18.6} 7.6 | 56.7 16,000 
New Brunswick............. 12 6 ee | 2.8 iS i200 3.9 at 0 4.8 01 26:2 15,000 p 
Se ee ree 5.0 3.0 4.6 2.9 1.4] .4 3.1 J a 10.0} 1.9] 35.4 82,100 y 
ins « di ay autalaoceiean 15.9 4.3 7.7 20.4 7.0|2.4 | 29.3] .5 4 42.1 | 10.4 | 80.5 | 174,000 t 
5. alicia iy wig cancel 33.2 24.2 16.1 16.3 | 13.2] 5.0 | 49.3. .2 a 2.61 3.9} 92.9 26,000 ¢ 
Saskatchewan............... 8.6 2.3 9.8 4.8 1.1 2 — a 8 13.6 | 4.9 | 27.7 28,200 C 
ct a Be eS enn 1.0 8 t.3 9 ‘2 = iZ A 0 281 3:5 6.7 21,000 9 
British Columbia............ 3.4 2.6 8.4 11.7 25, 2 +S a 5.41 7.3} 7.3 28,000 t! 
Average for Canada......... 7.8 4.8 7.6 8.8 2941.2 Vee] 02 .02 | 16.5} 4.5 | 50.7 | 394,450 ‘ 
te 
h 
Per Capita Consumption Figures . 
Ir 
Eggs (1925)........00.000. 0000 26.81 doz. | Ice Cream (1924)............... 59 gal. | Chickens (1925)................ 6.31 Ibs. U 
Baking Powder (1924)........... 1.82 lbs. Toilet Soap (1925).............. 1.37 lbs. i | ft 
Biscuits (1924)...............5. 8.02 Ibs. Pork (1925)....................78.06 Ibs. ee 44 lbs. 
Confectionery (1924)............ 10.80 Ibs. Bates (9925)................. Ra Baker’s Bread (1925)............73.3 Ibs. V 
re 4.70 Ibs. I. os eee 74.91 Ibs. Lamb and Mutton (1925)........ 8.43 Ibs. 
G 
m 
Growth in Radio Indicated by Percentage Increase, 1925 and 1926 : 
( 
1¢ 
fo 
Per Cent. of 2 ¢. Alta. Sask. Man. Ont. Que. N. B. | N.S. | P.E.I.} Can. a 
; W 
Increase in province 1925 over 1924.......... 118.45 | 193.03 | 250.39 | 280.54 | 258.37 | 96.88 | 188.37 | 185.77 | 18.11 | 191.04 fa 
Increase in province 1926 over 1925.......... 56.70 | 21.75 | 71.37 | 119.82 | 43.43 16.09 | 110.48 17.93 | 23.92 | 45.85 
Average increase in leading cities 1925 over 1924*| 235.43 | 165.74 | 307.98 | 207.10 | 259.21 | 55.23 | 421.12 | 312.55 >. ae 1¢ 
Average increase in leading cities 1926 over 1925|........)........)...00005 70.001 25.337 | 22.50 19.99 | 36.60 MAB Wo icsy core - 
gr 
*Number of cities used in above totals: Prince Edward Island, 1; Nova Scotia, 5; New Brunswick, 2; Quebec, 4; Ontario, 25; Manitoba, 4; pl 


Saskatchewan, 5; Alberta, 4; British Columbia, 7. 
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American Sales to Germany Reach 
New High Level During 1927 


HE month of December marked the end 

of a year which, from the viewpoint of 

German industry and trade, was more 

satisfactory than any other in the post-war 
period, says an official dispatch to the United States 
Government from American attaches in Berlin, in 
a summary of general business in Germany during 
1927. The general business improvement became 
noticeable, the report says, in the middle of 1926 
and had, by the beginning of 1927, gained consid- 
erable momentum; it extended, with few excep- 
tions, to all branches of commerce and industry. 
The outlook for 1928 is fundamentally good. 

The upward movement reached its highest point 
in July and August, 1927, following which there 
set in a moderate business recession which con- 
tinued until the beginning of the new year. The 
downward movement, however, was too gradual to 
be characterized as a slump or to lessen materially 
the satisfactory nature of the year’s business as a 
whole. One of the most hopeful signs for continued 
strengthening of the German market is the remark- 
able rise in the total of savings deposits from 
1,400,000,000 marks in September, 1925, to 4,100,- 
000,000 marks in July, 1927. 


Purchasing Power Shows Increase 


The business boom of 1927 was naturally accom- 
panied by rising prices and wages, but some of the 
wage increases were balanced by the success of ra- 
tionalization, and thus were not passed on to the 
consumer in price increases. They represented, ac- 
cordingly, an increase in effective purchasing power, 
and so also in the general consuming capacity of 
the home market. A notable feature of the year 
was the readiness of the industrialists to come to 
terms with their foreign competitors instead of 
fighting for markets. 

The large volume of exports from the United 
States to Germany was one of the high lights of 
market activities in that country during 1927. The 
United States was also the leading supplier of the 
money which accounted for a large measure of the 
recovery in the productivity in German industry. 
While the volume of exports to Germany was large, 
economic authorities are pointing out that much of 
the future success in this direction depends upon 
Germany’s ability further to develop her own export 
markets, as a favorable balance of trade is, for vari- 
ous reasons, of vital necessity’to that country’s eco- 
nomic welfare. Present indications are that during 
1928 Germany will be successful in expanding its 
foreign sales, with the result that production will be 
maintained at high levels and American exports, 
which consist mainly of raw materials for manu- 
tacturing, will hold up. 

The increase in Germany’s import purchases in 
1927 based on complete returns for the first nine 
months of the year, were approximately 49 per cent 
greater than in 1926, as a result of an expansion of 
purchases of many different types of merchandise. 


_ 


Charts from Berliner Tageblatt. 


A study of the portion of this trade carried on with 
the United States reveals some interesting develop- 
ments in German markets for American goods. 

In the office appliance field, for example, Germany 
is second only to Great Britain as a purchaser of 
American-made products. The value of office ap- 
pliances imported by Germany during 1927 was 
$5,194,782, as compared with $3,290,572 for 1926, 
and $240,773 in 1922. Exports of typewriters to 
Germany showed a rather remarkable gain of 53 
per cent over 1926 figures: $1,051,109 against 
$686,037. 

Germany led all other foreign markets in its 1927 
purchases of cash registers, having received 3,858 
machines valued at $1,659,787. It is pointed out 
that one factor contributing favorably to the sale of 


Savings Banks Deposits 
ell 
Deposits; 


{ 

in Milliard Mark 
i | i 

| 


"Long term | 
Investments Vg 


l i 
1.Quart. 2.Quart. 3.Quart. 4Quart. 1.Quart. 2.Quart. 3.Quart. 4 Quart. 
1926 1927 
Considerable further increase of deposits with Ger- 
man Savings Banks is one of the most promising 
factors in the German market situation. From 
1,798.3 mill. mark at the end of January, 1927, the 
figure climbed to 4,444.4 mark at the end of October. 
The sum total of deposits has passed the 6 milliard 
figure. 


office appliances in Germany, and marking that field 
as a most promising one for immediate further de- 
velopment, is the tendency toward unification in 
German industry. A demand is steadily being cre- 
ated for larger and more highly developed office 
machinery. The interest in American office appli- 
ances displayed by German individuals and con- 
cerns is indicated by the number of inquiries re- 
ceived by the Bureau of Foreign and Domestic Com- 
merce from that country. In 1927 approximately 
100 unsolicited trade opportunities were submitted 
by the bureau’s foreign offices covering prospective 
purchases and agencies for American office appli- 
ances, over thirty of which came from Germany. 
Germany leads all other countries also in pur- 
chasing American-made adding, accounting, tabu- 
lating and calculating machines. Exports of these 
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Aggressive sales and advertising efforts of American 

manufacturers in a variety of lines is reflected in 

Germany’s increased imports during 1927. The slow 

rise of her finished goods export during the last half 

of 1927 is indicative of her strengthening economic 
position. 


machines have increased through the period 1922 to 
1927 at an annual rate of 32 per cent to 77 per cent, 
with the exception of 1926, when the value of ex- 
ports exceeded those of 1925 by only 5 per cent, a 
reflection of the depression on the German market 
during that year. The trade in these products in 
1927 reached a volume equal to more than five times 
that of 1922, exports of all classes showing substan- 
tial gains over those of 1926. 

The outlook for 1928 in these lines is reported as 
excellent. American sales managers sold $2,118,- 
286 worth of machines of this classification in Ger- 
many in 1927 against $1,507,030 in 1926. This 
development of the German market for office ma- 
chinery has taken place in spite of the fact that 
Germany herself exceeds by far all other European 
nations in her own exports of office appliances. 

Another fact which should prove of interest to 
various business systems manufacturers in the 
United States is that the German Minister of Fi- 
nance recently ruled that loose-leaf accounting 
systems would be permitted in Germany, provided 
certain precautions against misuse, alteration, and 
other willful deception are taken. 

Although she is also our chief competitor in the 
manufacture of band instruments, sales of American 
products of this type in German markets during 
1927 amounted to $113,098 out of total band instru- 
ment exports amounting to $690,325. Some aggres- 
sive sales and advertising activities in Germany on 
the part of United States manufacturers of player 
piano actions and parts resulted in 1927 in Ger- 
many’s displacing the United Kingdom as the sec- 
ond best foreign market for these products. 

Sales of American-made motor cars in Germany 
during 1927 are estimated at 21,000 cars. Berlin is 
the central distributing point on automobiles for the 
entire country, serving also as the most important 
sales center. Five American assembly plants are 
located there. Other important sales cities are 
Hamburg, Cologne, Munich, Leipzig, Dresden, Bres- 
lau, and Frankfort on the Main. German automo- 
bile registration, officially reported as of July 1, 


follows: 1925, 255,028; 1926, 296,475; 1927, 377,635. 

Opportunities for the introduction of American 
manufactures of electrical machinery, equipment 
and appliances may be found in the increasing ap- 
plication of electric current in all branches of indus- 
try in Germany. Electrical machinery is used 
predominately in mines, foundries, rolling mills, the 
chemical, machinery, paper and textile industries, 
also by handicraft, and to a large extent in agricul- 
ture. 

Electric motors have superseded almost all other 
motive power in agriculture, whereas electrical 
equipment for heating purposes, such as warm water 
reservoirs, potato boilers, fodder preservers, etc., 
have not yet found a ready sale among farmers. 
There is also a large opening in German agriculture 
for electric household fixtures, such as flatirons, 
laundry machinery, refrigerators, vacuum cleaners, 
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Foreign loans in January, 1927 were 1.52 milliards 
as against 1.75 milliards in’ 1926. Domestic loans 
amounted to 936.85 million (placed during the first 
four months) as against 1,378.6 million in 1926. 
Capital increases 894.13 as against 1,075.75 million. 


Iron and Steel 


T Tt 


in Mill. to 
1000 + : + : “+ ' 
400 + t t aa 
Raw Steel. Production,ome & ‘ye em 
1200 m vit. - we ' , 


BT) ei 


r o I al eee 
1000 4 pol + + + 4 
Ao? iq! ri 
¥ Sd g fron Production 
a + ¢ +t + + + 
al _Export Trade intron andSteel Aloys —— 


sa 

000 at 

40) eb as ainda a _ 
200 


“Raw me 


+ +-Imnnrt = + 


—_= 1 . i 7 i I = 
DEMAMIBRASANODIPFEMAMAHWA SAND 
19 26. 1927 


As against the preceding year, raw steel production 

and pig iron output increased by 4 million and 3.2 

million tons respectively. The foreign trade balance 

of iron and iron alloys declined as a result of de- 

creasing export and increasing import. This was 

due in part to a good home market and partly to the 
iron pact. 
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Frankfurter Nachrichten 
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Well informed circles have the following opinion of the ‘Frankfurter Nachrichten”: 
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TO WHOM IT MAY CONCERN 
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As regular resders of the "Frankfurter" 
Nachrichten", we are glad to be sble to stete that 
we consider this journal authoratitive on sll 
commerce and trade, as well as news matters, per- 
taining to the Frankfurt and surrounding districts, 
including the Rhine - Main territory. 


On account of "Frankfurter Nachrichten" 
circulating among the higher classes of the districts 
named, we believe that advertisers will be amply 
repaid for their investment. 


AMERICAN CHA OF COMMERCE IN GERMANY 


Arthur E. Dunning , 
Executive Secretary 


Information and sample copies can be obtained from the Publishers: 
“FRANKFURTER NACHRICHTEN” FRANKFURT AM MAIN, Grosse Gallusstr.21, Germany 
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Germany’s imports of cereals, especially breadstuffs, 
showed a marked increase during 1927 as compared 
with the preceding year. 


floor-polishing machinery, dairy machinery, field 
watering and cultivating implements. 

The consumption of electricity in German house- 
holds is as yet relatively small, and the current is 
used chiefly for lighting, to a lesser extent for heat- 
ing purposes and as motive power because of the 
relatively high purchase price of the appliances, but 
the demand for these is steadily increasing. Ac- 
cording to available statistics, in 1925 about 25 per 
cent, and in 1926 about 50 per cent of all households 
in the large cities were connected with the electric 
light service. In some cities, even in fairly large- 
sized ones, gas still predominates as a source of 
heat, for cooking and for lighting. However, all 
new buildings and many old gas-equipped houses 
are now being wired for electricity. 


Market Quotations 
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The share index number which at the beginning of 

1927 stood at 143 and had hence far more than 

doubled, compared with the index of the beginning 

of 1926 of 57, reached its highest level at the end of 

April, 1927, with 177.3 and its lowest in the third 

week of November with 121.5. Latest quotation 
was 136.8. 
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While high prices for electrical energy obtain in 
some of the rural districts, the larger cities are bet- 
ter off in this respect. In Berlin a price of 22 to 23 
pfennigs (5 to 6 cents) per kilowatt hour is a fair 
average, and is not, therefore, unfavorable for the 
use of electrical equipment in the household. 

A recent survey made in Berlin (and the findings 

may be assumed as the average prevailing else- 
where) indicates the relative use per family of the 
following electrical appliances: 1 out of 3 families 
has an electric iron; 1 out of 8 has a vacuum cleaner; 
1 out of 16 has a hot air drier; 1 out of 20 has elec- 
tric cooking utensils; 1 out of 100 uses a coffee 
percolator; 1 out of 20 has an electric heater; 1 out 
of 50 has a warming pad; and 1 out of 25 has an 
electric fan. 

While many of these appliances are now sold in 
Germany on a price basis, sales potentialities are 


Creditors and Debtors of German Credit Banks 
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While bank debtors have increased almost as rapidly 
as bank creditors since February, 1927, the records 
reflect greatly increased business activity and steady 
strengthening of markets. 
great. Properly coordinated efforts of all electric 


power companies, electrical equipment manufac- 
turers, and retailers, can produce large sales in 
Germany. 

The outlets for electrical household equipment in 
Germany, with the exception of the electric power 
companies, are primarily the same as in other coun- 
tries department stores, electrical retailers, and 
retailers specializing in certain classes of merchan- 
dise, such as vacuum cleaners. No sales are effected 
directly from the manufacturer to the public, with 
the exception of the A. E. G., which maintains its 
own retail stores in all important cities, and a 
Swedish company manufacturing vacuum cleaners. 
This company operates a branch factory in Berlin, 
and is the first to have introduced direct house to 
house canvassing through trained salesmen. The 
manufacturers’ efforts to place their production are 
directed toward sales to the retailers. 

For the first time in the history of German de- 
partment stores, one of the leaders in Berlin tried 
last year, a large Christmas sale of electric irons. 
Models of as many manufacturers as could be ob- 
tained were stocked in a large display, and sales 
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MAINZ AM RHEIN 


(Mayence on the Rhine) 


The Roman: Moguntiacum, the venerable old town with a history of 


more than 2000 years, te 

) 

s 

The Town of Gutenberg : 

ta 

the inventor of the printer’s art. It was formerly the seat of the Arch- 

chancellor of the Empire and the residence of the archbishops and the th 

electors of Mayence. There are only a few German towns which can 

look back on such a long and eventful past as this town. During the ca 

; whole of the Middle Ages and later still it was the welcoming and th 

radiating center of culture for Western Germany. On account of its 7 

valuable historical reminiscences, its glorious monuments of art and lo: 

its many authentic collections, and last but not least, by its active ke 

economical, industrial, social and intellectual life Mayence is one of na 

the most important towns on the Rhine. . 

P 

Mayence is the International Railway junction and starting center : 
for the tourist visiting the Rhine. 

ho 

Va 

Information issued by the Ge 


Stadt-Verkehrsdezernat, Stadthaus Mainz in 


and by all travel-offices of inland and abroad als 
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Fonnoverfther RKuvier 


The Leading Newspaper 


This newspaper is in circulation over a wide area 
containing nearly 7 million inhabitants, and includes 
the town and province of Hannover, the east of 
Westfalia as far as Hamm and further, the free 
states of Lippe, Oldenburg and Braunschweig; it 
stretches from Kassel up to the North Sea and from 
Braunschweig to Holland. 


Delivery of the paper is made by our own delivery 
staff in 102 different places in our district. We have 
our own place of business or agents in 27 towns. 
The daily postal delivery from over 1800 post offices 
further guarantees a regular circulation over the 
whole territory. 


Advertisement charges: 
Each line M—.60 (23 mm wide and 2.2mm high) 
Each page M 1404.— (2340 lines in 12 columns) 


Discounts: 


On taking 1000 lines or 3 advertisements... ceo 5 Ye 
On taking 2000 lines or 7 advertisements... t 
On taking 4000 lines or 14 advertisements... 
On taking 5000 lines or 21 advertisements... 
On taking six pages or 31 adverti ts 


This is the leading commercial and household paper 
in the Northwest of Germany and in consequence the 
readers are made up of those of the public who 
have the greatest purchasing power in the territory. 


At the end. of December, 1927, statistics show the 
following percentages of classes of readers: 


27% independent merchants, directors and managers of firms. 

16% commercial and technical employees. 

19% business houses (Commercial houses, industrial firms, 
banks, etc.) 


18% professional men and private householders, agriculturists. 
18% high and middle class officials. 
2% authorities and communities. 


Weekday editions have an average circulation of 
42/46,000 copies. 


Sunday editions from 50,000 to 52,000 copies. 


Price Inland, M 4.12. Abroad, M 5.— 

Telegraphic address, ‘‘Kurier Hannover.” 

Address for letters, Kurierhaus Hannover. 

Banks, Darmstadter & National Bank, Hannover Branch. 
Postal Account, Hannover 6666. 

Trunk Telephone, Nord 6270-6279. 


The Leading Newspaper 


Gannoverfeher Kurier 


were enormous. In order to educate the manufac- 
turer and the retailer toward understanding each 
other’s problems, the Association of Department 
Stores held one of its annual meetings at the factory 
of Siemens-Schuckert, Berlin. The retailers were 
taken through the factory and the manufacture and 
technical sales talk for electrical equipment were 
thoroughly explained to them. The result was that 
the store was swamped with inquiries and orders 
and sales were much increased. The success of this 
venture by one large German retailer seems to indi- 
cate that American sales methods which emphasize 
the constructive type of cooperation with retail 
outlets, which show retailers how to find and de- 
velop prospects, and which provide some plan for 
loading retail sales people with the proper sales 
ammunition, will work successfully in German mar- 
kets just as they work at home. Properly coordi- 
nated with advertising, such sales effort should 
make Germany a profitable market; special em- 
phasis is laid upon advertising coordination, since 
home competition in Germany has made little use 
of this type of aggressive selling on any large scale. 

Swedish and American (particularly the latter) 
household refrigerator manufacturers and domestic 
vacuum cleaner manufacturers have educated the 
German public to a wider use of household labor- 
saving and luxury devices. Moreover, the sales re- 
sistance is not so great as it formerly was, because 
individual purchasing power has increased. The 
American manufacturer, however, will find compe- 
tition keen, especially with those types which are 
also manufactured in Germany. There are outlets, 


* 800 


however, for actual novelties which are not made in 
Germany. Some sales will also be possible for high 
quality merchandise, recognized as luxury goods. 
It is pointed out that sales on specialty lines both 
in Germany and in other Continental markets, have 
been built up and maintained in many instances in 
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A heavy decline in insolvencies and receiverships 

is recorded during 1927 as against 1926. The lowest 

insolvency number was 462, in September, 1927, the 

highest in December with 830. Highest in 1926 was 

3,459, in February. Total insolvencies in 1927 were © 
7,146 against 19,222 in 1926. 
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CIRCULATION 600,000 


The first definite Marketing Service 
for the Continent! .. . 


The Potential Markets of the German 
Provinces 


In Germany, importance of the prov- 
inces as marketing centers is greater 
than in any other country. 

The large number of big and small 
provincial towns with their surrounding 
territories form most valuable markets 
and their intensive cultivation should 
not be neglected. 


The Allied Provincial Press 


comprises the 14 leading provincial 
newspapers of Germany, covering a 
territory with a population of a very 
high purchasing power. This alliance of 
14 German provincial newspapers repre- 
sents, therefore, a group of most essen- 
tial advertising media, without which 
no advertising campaign in Germany 
could be either complete or effective. 


The Definite Marketing Service 


This group of 14 provincial newspapers 
has established the first Market Re- 
search and Consultancy Organization in 
Germany, for general and individual 
Market Research, and with its efficient 
field staff, advertisers are assured of a 
most valuable marketing and informa- 
tion service covering the whole of Ger- 
many and the whole of the Continent. 
Those visiting Germany will find our 
various offices ready to render assistance 
and supply data and information. 

An interesting brochure containing 
data on the German Provincial Markets 
will be sent you free! 


THE GERMAN PROVINCE 


Ring group of the leading provincial newspapers 


Headquarters: Ring-Gruppierung fuhrender Provinz-Verlage, Lubeck, Germany (Lubecker General-Anzeiger) 
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IN Zac 


(MAYENCE ON THE RHINE) 


Old Germantown of industrial and mercantile importance. 


The centre of Rhenish vine - culture and vine -trade. 


The most 


important and influential newspaper is the 


MAINZER 
ANZEIGER 


and has by far the largest circulation in town and village. 


On our list of American advertisers you will find: 


Ford, General-Motors, Nash, Wrigley, Palmolive, 
Johnson-Bohner. 


Advertising rates and sample copies an request by the: 


This denis dl Heese MAINZER ANZEIGER, MAINZ | RHEIN, GERMANY. 


Wages and Cost of Living methods, and more and better export advertising. 
German export advertising showed last year, an ap- 
: preciable increase, and recent official commerce re- 
50 Maris Wethly Wage for Shiled ij | ports have stressed this factor as an item of great 
ho ? - importance in the records set by the manufacturers 
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ong credit terms, have been made solely through labor situation during the whole of 1927 as compared 
the stressing of quality, better merchandising with 1926. 


Germany Comes to Life as Industrial 
Center of First Magnitude—1928 
Outlook is Promising 


American sales managers who are 
thinking either of extending their ex- 
port activities in Germany, or of going 
into this market for the first time, will 
find in this report from the headquar- 
ters of the International Chamber of 
Commerce the answer to the question, 
“Just what is the situation in Ger- 
many at the present time, and what 
are the immediate prospects for busi- 
ness there?” 


The report is based on a first-hand 
personal investigation, and there is no 
hesitancy in its statement that Ger- 
many has recovered so far from the 
disorganization which immediately 
followed the war, as to have restored 
her to her former position as the pivot 
of industrial Europe. All Germany’s 
problems have not yet been solved, but 
the improvement in almost every fac- 
tor in her business structure has been 
so marked in recent months that the 
situation there for the remainder of 
1928 cannot be described as other than 
promising. 


MARKED revival of trade and industry in 

Germany since the adoption of the Dawes 

Plan is shown in an economic survey pre- 

pared by Basil Miles, American adminis- 

trative commissioner at the Paris headquarters of 

the International Chamber of Commerce. The re- 

port was made public March 25 by the American 

Section of the International Chamber of Commerce, 

and it embodies what is perhaps the most accurate 

and comprehensive summary of present conditions 
in Germany, which is available. 

Mr. Miles’ survey is based on information gath- 
ered during a personal investigation of present-day 
conditions in Germany. While in the country he 
conferred with outstanding business men, govern- 
ment officials, educators and leadérs in other walks. 

“Because of the unique interest aroused by the 
vast swing of one of the world’s greatest industrial 
units towards chaos and back again, all in the space 
of five years,” Mr. Miles reports, “Germany has 


been the subject of more intensive curiosity than 
any other country in Europe, not excepting Russia, 
The novel situation opened by the launching of the 
Dawes Plan, gave a new impetus to the study of 
German economy. 

“Vivisection is too strong a word; but something 
like it has been imposed upon the German economy 
and accepted and carried out by the Germans them- 
selves, in good faith. 

“The fate of Germany is a fulcrum about which 
much of Europe’s future must revolve. Certainly 
it is true that Germany is the heart of the indus- 
trial Europe of today even more so than ever it 
was fifteen years ago. 

“In the last few years—five at the most—Europe 
has accomplished marvels; but the progress re- 
corded would have been indefinitely—possibly per- 
manently—retarded had not Germany come to life 
again as an industrial center of the first magnitude. 
All conclusions must be based on this primary 
premise. It is not a matter of argument, but of 
economic fact supported by an incontrovertible host 
of data—psychological, material, and also of the 
wide realm which lies between. 


A Move Toward National Unity 


“One of the conspicuous things in Germany to- 
day is the extent of the very serious thought which 
is being given as to how the States can be remod- 
eled or combined and their relations to the Central 
Government rendered more effective. A very defi- 
nite move in this direction has begun, and optimists 
believe it is sure to succeed, although they admit 
it must take time. In any case it is certain that 
there is a much clearer idea of Germany as a unit, 
and of German nationality as a Federal rather than a 
local characteristic, than there has been at any time 
in German history. This does not mean that either 
idea is universally accepted, but it does mean that 
consciousness of complete national unity has been 
advanced by many years. 

“Probably no European country is as advanced in 
commercial flying as is Germany. Last September 
there were 73 lines in operation over which the dis- 
tance flown during the month was about 250,000 
miles. Over 14,000 passengers were carried and 45 
tons of freight, about 35 tons of mail and nearly 
tons of baggage. The service included organized 
connections with railways, providing for combined 
journeys by rail and air. The operating company, 
the German Luft Hansa, had agreements with the 
railways for the issue of combined rail and ait 
tickets and also for preferential treatment in regard 
to reservations for sleeping and dining car accom- 
modations. The dispatch of express baggage was 
facilitated by similar combined agreements. Winter 
weather cuts the number of services about in half, 
but it is also to be noted that practically the only— 
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The Territory 


The Province of Schleswig-Holstein, one 
of the most wealthy parts of Germany 
with 1,538,640 inhabitants. 5 big and 
medium sized Towns, 28 small Towns, 
63 Villages and 1675 communities. 


The Way 
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trading centres. 


25 m/m width. 


KOELN. a. RH. 


A First Class Sales Territory 


is the densely populated western part of Germany, with 
its important industries and its great commercial and 


In this territory 


THE KOELNISCHE VOLKSZEITUNG 


is thoroughly circulated. The population strongly sym- 
pathises with the political and cultural character of the 
paper. Its prominent standing as a 


Commercial and Economists’ Newspaper 
makes it an invaluable organ of information 


It enjoys a famous position in all industrial and com- 
mercial quarters as a successful propaganda medium. 


Advertising rate 27 Pfennings per line (millimeter) 


Contracts at reduced rates 
CopiEs AND SCALE OF CHARGES FREE 


KOELNISCHE VOLKSZEITUNG 


NEUMARKT 18a-24 
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and certainly the best—lighted night lines in Eu- 
rope are to be found in Germany; one between 
Berlin and Hanover, the other between Berlin and 
Koenigsberg. 

“In the modernization of European travel, Ger- 
many has apparently been the first to install long 
distance wireless telephone service in express 
trains. The rates are moderate—about $1.50 for 
150 miles—and the service apparently functions suc- 
cessfully from small compartments installed in the 
end of the ordinary railway car, in charge of an 
operator who makes the necessary connections. 

“Germany’s isolation during the war, and the re- 
strictions retained in the Peace Treaty, gave an 
impulse to develop in the direction of self-suffi- 
ciency, which is only now beginning to be realized 
abroad. This is particularly true in the realm of 
chemical invention. Since the war, the principal 
German nitrate plant manufactures not only enough 
nitrogen for Germany’s entire demand, but produces 
a considerable surplus for export! 

“It is a well-known fact that the Germans have 
made great strides in the production of synthetic 
rubber. The product used during the war was not 
sufficiently perfect nor cheap for commercial use. 
It will surprise no one who has followed develop- 
ments, however, if several years from now the 
German product of synthetic rubber will be found 
in Open commercial competition with natural rub- 
ber. In fact it may almost be regarded as a cer- 
tainty. 

“Efficiency has been promoted by the amalgama- 
tion of the entire German chemical industry under 
one management and direction, the I. G. Farben 


Industrie. Kodak firms, heavy chemicals, dyes, 
nitrogen plants and all other branches of the indus- 
try have the advantage of a common direction to- 
ward well-defined ends. The efficiency and useful- 
ness of the industry is being developed in every 
way. 

“There was a time when the surrender -of the 
German Merchant Marine was regarded as an ad- 
vantage to the Allies who thus received an immedi- 
ate supply of much needed replacement tonnage. 
The fact is that, certainly in England, shipbuilding 
and new construction was almost put out of busi- 
ness for a time whereas Germany was enabled to 
embark on a program of commercial shipbuilding 
which finds the German Merchant Marine today 
with a tonnage nearly as large as ever before, and 
constituted wholly and entirely of better, newer, 
and larger modern ships equipped with every new 
labor saving and economic device. 

“The whole purpose of the Dawes Plan was to 
put the Germans on their feet so that they could 
themselves reorganize their country into a going 
concern which would annually show a favorable bal- 
ance sheet. Twice a year in the last three years, 
the reports of the Agent General for Reparation 
Payments have analyzed the economic development 
of the country in ever increasing detail. The Ger- 
mans themselves have furnished the data. The gen- 
eral picture which can be drawn seems to show 4 
great country in course of rapid recovery, with a 
tremendous industrial establishment which is being 
rationalized more and more effectively. The waves 
of unemployment seem to decrease in height and 
volume. In fact, a few months ago, it may be said 
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Established since 1743 the 
BREMER NACHRICHTEN 


in Bremen and on the Lower Weser are 


the medium between offers and wants. 
OVER 9O PER CEN T 


of all industrial, navigating, trading and 


commercial quarters are permanent sub- 


| 
| ‘ : . 
| scribers of this oldest and most prominent 
| Bremen Newspaper. 

| 


CIRCULATION 70000 


BREMER NACHRICHTEN 


UND HANDELSZEITUNG 


Taking advantage of this fact, your 
ADV £RT?tsS in Gc 


in Bremen and in the north-west of Germany 


will be a constant success. — 


The same Publisher also brings out the 


up-to-date periodical, 
DER SCHUNEMANN-MONAT 


the monthly of the fashionable world. 


that unemployment, although existing, was almost 
subnormal, having been reduced in eight months by 
about 1,500,000. The full significance of this fact 
can only be presented in connection with another 
fact, namely,.that the number of the working popu- 
lation, in the Germany of today, is 5,000,000 larger 
than in the same area before the war. This is partly 
because there are now about 600,000 young men 
every year who have to be absorbed in industry and 
agriculture instead of entering into the army. Other 
factors, especially the results of inflation which wit- 
nessed the destruction of so many thousands of 
private fortunes, have served to swell the number 
of those who must now earn a living wage. The 
fact that German production has been able to take 
care of this notable increase in the working popu- 
lation, is regarded by optimists as additional evi- 
dence of Germany’s capacity to prosper whenever 
the time comes to drop the leading strings and let 
the Germans resume their demonstrated capacity to 
help themselves. 

“Germany has swung through the widest circle 
of vicissitudes. A complete picture cannot be drawn 
on a small scale or in a comparatively brief space. 
[Enough has been said, however, to show that Ger- 
many has ‘cleaned house’ and has now attained 
more healthy condition in industry and trade, upon 
which an enduring edifice can be erected. More- 
over, the Germans are directing their gaze steadily 
on the future, and seize upon every element of mod- 
ern progress, whether in art, business, or social 
relations, to increase the pace of their recovery. The 
critical period. is not entirely passed, nor can any 
final measure be taken of the modern structure 


which has been erected—modern in social life and 
outlook, modern in industrial equipment, modern in 
constitution and political activity—so long as cer- 
tain fundamental uncertainties survive. These un- 
certainties are largely political, but their effect is 
primarily economic. 

“The word ‘uncertainty,’ therefore, describes the 
principal obstacle in the way of obtaining a clear 
picture of what modern Germany can do. Those 


who have observed the courage and ingenuity with 


which the Germans have restored their country, feel 
convinced that the most modern of European coun- 
tries will thrive, and the rest of the world will profit 
by this favorable impulse.” 


POPULATION OF PRINCIPAL CITIES IN 
GERMANY, 1925 

Aachen (Aix-la- Hamburg 1,079,092 
Chappelle) 10... 155,222 Hannover 422,435 
CESS eerste 185,135 Karlsruhe : 145,694 
Augsburg mae | Kiel .... areas 213,587 
PEON gis cscsieicsististian cuca Koln (Cologne) , 698,064 
Berlin 4,013,588 Konigsberg  .......-..- 279,880 
BOOTIE xsd ccertosctences Oem Krefeld. ...... 130,425 
Braunschweig Leipzig . 679,322 
on Sagat . 146,654 Lubeck ms 120,788 
Bremen : ~~» 294,966 Ludwigshafen on 1 Rhine 101,869 
Le Ee ieee 544,801 Madgeburg nnn 292,296 
Cassel ....... .. 171,483 Mainz (Mayence) 108,552 
| en Re ene 331,641 oer 247,486 
Qs Mannheim ............ 7,400 

Dortmund pate 320,256 127 195 

Mulheim on Ru . Let, 

Dresden. ...... . 618,684 680,704 
Duisburg 271.790 Munchen (Munich) -- 689, 16 
Dusseldorf “431,096 | Munchen-Gladbach ~- 109-229 
Elberfeld 167,025 Munster —- 392 494 
Erfurt 134,973 Nurnberg (Nurembers) ae 
‘Essen 468,696 Oberhausen occccccccsssecnesscnene ag 
Frankfort on Main......... 461,849 Player eee ern aaa ta 
Gelsenkirchen 2.....cccccccenens 207,153 I ap taceccen pe 
Halle on Saale . 193,722 Stuttgart — S410 
Hamborn 126,043 Wiesbaden ...... 102,00/ 
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If you set value 
on reaching readers with purchasing power 


in Dresden 


do not fail to advertise in the 


DRESDNER ANZEIGER 


It is the paper mostly read in these circles. 
Rates, particulars and copies sent free on request. 


DRESDNER ANZEIGER 


7, BREITESTRASSE DRESDEN, A. 1. GERMANY 


WELL KNOWN AMERICAN BUSINESSMEN 


AND EXPORTERS 
Ford, Wrigley, General Motors, Studebaker 


and many others since a long time already have found 
an open market for their products in Germany. You 
too can be succesful here, if you will. 


Berlin 


Two of the best commercial districts for all kinds of 
goods in Germany are the Province of Saxony (principal 
town Halle Saale) and Thuringia (principal town Erturt). 
Our statistical figures which always will be kept at your 
disposal show clearly all selling possibilities in this country. 


If you are willing to participate in the success, if you are willing to increase your 
sales in the districts mentionned above, you should choose as advertising media 

in Halle ,,Die Saale-Zeitung“, Allgemeine Zeitung fiir Mitteldeutschland 

in Erfurt ,,Die Mitteldeutsche Zeitung“, Erfurter Tageblatt, Thiiringer Zeitung. 
Successtul exporters have pioved the excellent advertising power of our newspapers. 


Both papers ae o pi 
have the largest circulation of all Dailies of any political directions 
in their territory of circulation. 


They are the papers for official publication of the Municipality and 
the District Chambre of Commerce. 


Their readers belong to the wealthy ciasses, and, more still, they have 
money to buy the best and most expensive goods. 


Please apply for terms and rates. 


| Je 10 Ff OOF COO Ww Oe Se we See ere oe 


Tabulated Data on Metropolitan 
Markets in Germany 


Leipzig, Germany 


Area and Population. The consular district com- 
prises the administrative district of Leipzig, the 
province of Saxony, and the states of Thuringia and 
Anhalt, with a total population of approximately six 
and a half millions. The principal cities are: Leip- 
zig (population 660,000), Magdeburg (287,000), 
Halle (192,000), Erfurt (133,000), Gera (74,000), 
Dessau (58,000), Weimar (36,000). The climate is 
mild and damp. 


Leading Industries. Leipzig is the seat of the 
Leipzig Sample Fairs which are held twice every 
year, in the first week of March and the last week 
of August. These fairs have an international char- 
acter and merchants and exhibitors from all parts 
of the world attend them. Samples of all raw and 
manufactured products are exhibited, and there is a 
special group of large exhibition halls where ma- 
chinery of every kind is displayed in full operation. 
Leipzig is also one of the principal fur markets of 
the world, as well as the center of the German pub- 
lishing industry. Magdeburg is the center of the 
beet sugar industry. Sonneberg is one of the im- 
portant centers of the German toy industry. Glass 
manufacturing centers about Ilmenau. At Dessau 
are situated important aeroplane factories. World 
famed lenses are manufactured at Jena. An impor- 
tant branch of the shoe industry is situated at Er- 
furt, where are also large nurseries for the growing 
of garden seed. Artificial fertilizers are manufac- 
tured synthetically on a very large scale near Merse- 
burg. The district is rich in potash, salt, and bitu- 
minous coal mines. Porcelain factories, textile, paper, 
and flour mills, smelting works, and machinery fac- 
tories are established in the district in considerable 
numbers. There is also an important production 
of musical instruments. Leipzig is a large railway 
center, and many cities of the district are situated 
so that goods can be shipped by river barge on the 
Saale and Elbe to and from Hamburg. 


Language, Postage, and Duty. Although the 
larger firms can conduct correspondence in English, 
it is advisable that all correspondence and advertis- 
ing matter be written in German. The five cent 
postage rates from the United States apply. Duties 
are assessed by weight on practically all articles of 
import, and in the case of some of them the im- 
porter is required to obtain a special import license. 
As tariff rates are constantly changing, up-to-date 
information regarding them should be obtained 
either from an American Consul in Germany or 
from the Bureau of Foreign and Domestic Com- 
merce, Washington, D. C. The metric system of 
weights and measures is in use. 


Terms. It is customary to make quotations c. 1. f. 
German port. In this connection it should be noted 
that the bulk of the import trade into this district 
is not handled directly but through importers at 
Hamburg, Bremen, and Berlin. In view of the un- 
certain economic conditions prevailing at the pres- 


ent time, the utmost caution should be exercised if 
credit is granted. 


Credit information. Credit reports can be obtained 
from the local banks or through commercial agen- 
cies such as R. G. Dun and The Bradstreet Co., 
both of whom have representatives in Germany. 


Frankfort on the Main, Germany 


Consular District. The district comprises the 
State of Hessen; Hesse-Nassau, a province of Prus- 
sia; and the Rheinpfalz, a province of Bavaria. 
Area 11,115 square miles. Population, of which 
more than one-half lives in cities and towns, 4,677,- 
971. Principal cities: Frankfort with the contigu- 
ous city of Offenbach, 627,700; Cassel, 171,374; 
Wiesbaden, 150,000; Mainz, 108,537; Ludwigshafen, 
101,869; Darmstadt, 89,465; Kaiserlautern, 59,336; 
Worms, 47,065; Pirmasens, 42,997; Hanau, 38,773; 
Giessen, 33,600; Fulda, 26,425; Speyer, 25,609; 
Frankenthal, 24,647; Marburg, 23,299; Biebrich, 
21,250; Neustadt, 20,726. 


Topography. Hilly but with numerous flat, fer- 
tile tracts. Greatest elevation in the Taunus moun- 
tains (2,885 feet) and Odenwald (1,700). Climate 
mild. There are many mineral springs containing 
medicinal qualities. Bad Nauheim, Bad Homburg, 
Wiesbaden, Bad Soden, Bad Ems, et cetera, attract 
numerous persons from all over the world. 


Agriculture. Agriculture is a flourishing indus- 
try, and the average yield per acre is among the 
highest in Germany. Approximate area in acres 
under leading crops: rye, 584,130; oats, 540,080; po- 
tatoes, 469,280; wheat, 255,625; barley, 222,947; hay 
and pasture grass, 1,307,439; and grape vines, 86,138. 
Livestock in 1927: horses, 193,932; neat cattle and 
calves, 973,741; swine, 1,177,374; sheep, 183,834; 
goats, 433,614; poultry, 5,563,295. 


Transportation. Ample railway facilities of all 
kinds exist. In addition the district has fine roads 
and great waterways (Main and Rhine). 


Industrial Centers. Frankfort is one of the great 
banking, manufacturing and distributing centers ol 
Europe; Worms, leather; Pirmasens, shoes; Offen- 
bach, leather goods; Ludwigshafen, chemicals and 
fertilizers; Darmstadt and Mainz, furniture; Hanau, 
jewelry and novelties; Mainz and Cassel, locomo- 
tives, cars and various other railway supplies. With- 
in the district are also produced many kinds ot 
pharmaceuticals, soaps, perfumes, drugs, serums, 
vaccines, iron, steel and metallurgical products, ma- 
chinery, automobiles, bicycles, typewriters, gloves, 
carpets, lithographic paper, silverware, textiles, elec- 
tro-technical articles, musical, optical, surgical, lab- 
oratory, and other professional instruments, ¢t 
cetera. 


Imports. There are few direct imports. Foreign 
goods are obtained principally through middlemen 
in Hamburg, Bremen, and Rotterdam. The follow- 
ing figures represent Germany’s chief imports trom 
the United States during 1927, expressed in metric 
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THE GREATEST POLITICAL DAILY 
THE LEADING FINANCIAL AND COMMERCIAL JOURNAL 
THE WIDE-SPREAD HOME AND FAMILY PAPER 
THE MOST SUCCESSFUL FOR ADVERTISING 
IN THE SOUTHWEST OF GERMANY 


HALLISCHE NACHRIC 


an 


TEN 


i Subscrib ircle of the Hiallisch 
Gallifepe Nacrichten x Sibegioas circle of the Halleck 


General Anseiger fiir Halle und die Brovins Gachfen ; 
Qi SS 87% of Members of the Commercial 


Society in Halle; 74% of Mill owners in 


[ e==$—__ *.. ve Halle; 96% of Banks and Bank Mana- 


gers (belonging to the Association of 
Bank Establishments in Halle) ; 58% of 
the Engineers and Architects in Halle; 
82% of the Registered Firms (viz. their 
owners or managers) in Halle and 63% 
of Landlords in Halle. 


According to an Official Test of Octo- 
ber 20th, 1927, 60% of all households in 
Halle and 66% of all dwellings are sub- 
scribers of the Hallische Nachrichten. 
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Delivery in Halle by 97 messengers 
and 113 town branch offices. In the ter- 
ritory of circulation (the Provinces of 
Saxony, Anhalt and Thuringia) by our 
271 distributing offices and beyond this 
territory by more than 1000 post offices. 
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By far the greatest and most important Daily Newspaper in the Middle 


German Industrial Centre, of which Halle a/S. is the capital om 
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tons except where otherwise stated. Approximately 
one-twelfth of such imports are estimated to be 
consumed in this district. Mineral oil and mineral 
oil products, 956,200; wheat, 689,816; barley, 510,- 
167 ; cotton, 421,904 metric tons and 1,769,413 bales; 
lime, 271,403; lumber, 188,772; rye, 182,447; copper, 
156,284; sulphur, 86,828; lard, 84,669; oil cakes, 
66,513; maize, 38,493; lead, 37,856; wheat flour, 35,- 
727; coke-like residues, 30,222; oats, 15,893; oleo- 
margarine, 14,286; linters, 32,701 metric tons and 
133,247 bales; raw tobacco, 9,183; tar oils, 53,638; 
bran, 35,066; chemical, dye and pharmaceutical 
products: 29,113; hides and skins, 6,612 metric tons 
and 781,833 pieces ; automobiles, 5,400 pieces; trucks 
537 pieces; tire casings, 181,868 pieces; inner tubes, 
80,293 pieces; typewriters, 18,374 pieces; shoes, 49,- 
000 pairs; motion picture films, 3,595,600 meters. 

Standard of Living. The standard of living is 
above the European average and, in European 
measurements, purchasing power is high. 

Customs, Commercial ‘Laws, Banking, Business 
Practice, et cetera. A -new, highly protective Import 
Tariff, superseding that of 1902, came into force on 
October 1, 1925. Prompt delivery with credit 
ranging up to 90 days, or generous discount for 
payment at 30 days, is required in the business prac- 
tice of this area. Prices should be given when cata- 
logs are furnished, since failure to do this often 
causes the loss of German prospects. 

Language, German. Whenever possible corre- 
spondence should be conducted in the German lan- 
guage. Many letters are neglected because of the 
expense and inconvenience involved in having them 
translated. 


Postage. Postage is five cents an ounce or frac- 
tion thereof. 


Stuttgart, Germany 


Area, Topography, and Climate. The Stuttgart 
Consular District covers the states of Wurtemberg 
and Baden and the Prussian province of Hohen- 
zollern. Area: 13,791 square miles. The terrain is 
hilly to mountainous except in the Rhine, Danube, 
and Neckar valleys. The highest altitudes are in 
the Black Forest and Swabian Jura mountains 
(4,800 feet). Climate: temperate, with moderately 
cold winters, mild to warm summers, and abundant 
moisture. 

Population, Language, etc. The population was 
at the census of June 16, 1925, as follows: Wur- 
temberg, 2,595,114; Baden, 2,319,581 ; Hohenzollern, 
72,214. Principal cities: Stuttgart, 337,200; Mann- 
heim, 242,200; Karlsruhe, 144,700; Freiburg, 90,500; 
Pforzheim, 78,200; Heidelberg, 72,000; Ulm, 56,800. 
Language: German. 

Leading Industries. In Wurtemberg, 799,918 
persons and in Baden 915,495 persons are engaged 
in industry, while 640,809 in Wurtemberg and 
653,248 in Baden are in agriculture. The last census 
showed 314,829 large and small farms in Wurtem- 
berg and 260,170 in Baden. In Wurtemberg there 
were 100,985 manufacturing units but only 1,688 
employing more than fifty persons. Baden had 


73,754 units of which 590 employed more than fifty: 


persons. Metal-working and machine building and 

the textile industry are foremost in both states. 

Lumber is produced from forests covering 34.32 
(Continued on page 559) 


Principal German Magazines 


Lan- Circu- 


guage | lation Reader Influence 


City and- Name of Publication 


City and Name of Publication bovnel ~~ Reader Influence 
GERMANY 
LIN— 
pe oe eh Bekidetbesen sonic eto wode pe cae 90,000) All classes. 
DCHENED TERRAPIN) 5.0.5 25i55'05 6.00 bocce os cs oie 130,000) Best classes. 
Scherl’s Retetuerer | ree menor 300,000) All classes. 
SIUM TNEED RUINED gw 6: sin'0.0 0 0's 015.0 6's. ome ein esne ewe 25,000} All classes. 
LOS" Per ree 160,800) All classes. 
a (6 225,000/All classes. 
Der Deutsche Rundfunk (W) 80,000} Radio enthusiasts. 
Funk, Die Wochenschrift des Funkwesens 
WwW) SRR EOS TRE EO: emer re 28,000) Radio enthusiasts. 
(a rae crn 250,000} Radio enthusiasts. 
Rundfunk-Rundschau (Organ des Reichs- 
verbandes der Rundfunkhoerer E. V. 
| Ree Cee teerae er 27,000) Radio enthusiasts. 
Deutsche Kolonialwaren and Feinkost 
ee. (of nr re German 60,000) Wholesale and retail 
grocers. 
Edeka Deutsche Handels Rundschau (W) |German 29,000) Retail grocers. 
ocHUM— 
Rempeteaiens oe | German | 175,000| Working classes. 
Lemiatenchatilieln Zeitschrift fur die 
Rheinprovinz (W).................. German 27,500) Advanced farmers and 
estate owners. 
BresLau— 
Zeitschrift der Landwirtschaftskammer 
SS, (| eaten ee German 50,000] Farmers. 
DrespDEN— 
Das os | Pa ee ee caer e German | 152,000)Social paper. 
Sachsisches Landwirtschaftliche Zeit- *armers, industrials and 
Oo ee eee German 52,000 business men. 
FRANKFORT-ON-Main— 
ge ES eee eee German 68,000) Upper and middle classes. 
Sudwestdeutsche Rundfunk Zeitung seni German 28,000] Radio subscribers. 
Des Technische Blatt (BW)...... .|{German 68,000) Engineers, scientific men, 
industrialists. 
Hatte— 
Landbund Provinz Sachsen Wochen- 
schrift fur das land (W).. ....{German 58,000) Agricultural. 
Landwirtschaftliche Rundschau ‘(w ‘4 oe \German RP Sonic SoS cea nonce 
Landwirtschaftliche Wochenschrift amts- 
blatt der Landwirtschaftskammern 
fur die Provinz Sachsen und Anhalt 
ORR CUTE SESE ER SES se ace PME cs c6 Cciccnuanhanaese 


Hampurc— 

Deutsche Hansa Schiffahrtszeitschrift (W)|German 50,000 el interested in 

shippin 

BR AUGENOLOIND os 5 ssc ivw ec ecieeacconce German 30,000}Owners of small boats. 

POND TMI TWUD vio 550,56 ce'e acne o's 98 oss 0'e eo German | 100,000)Radio fans. 
HannNover-LINDEN— . 

Zeitschrift fur Blochemie (M)........... German | 250,000|Everybody. 
HaNnNovER— 

Hieho Continental (CN)... 2 sccb-0s esis German 75,000) Auto 


Hannoversche Land-u Forstw. Zeitung (W)|German 66,000) Agriculture. 
Wasser und Wegebau-Zeitschrift (SM)...|German 32,000} Road builders, contrac- 


tors, etc. 
Lerpzic— 
SPERM) etl t ce fics nd Ae German L.A a ere ea 
Deutsche Modenzeitung (W)............ German | 385,000]...........-+2-000+> : 
Allgemeiner Samenind Pflanzenanzeiger 
RN oorcie secu ees Nepinate ora vaw cece nar German 70 | Ne a 
Arztliche Mitteilungen (W)............. German (SS eee ar 
Blatter fur Bucherfreunde (Qt).......... German seis give er v'e-s's 4p 
Leipziger Bienenzeitung (M)............ German eas ac oss han oye 
BO ROOD 6 oie hin anc keds seis beeen German oe Seare canary «0 44 8 
ee gE 6 | ae German |. Seen 
Der Sport-Sonntag (SW)................ German ioe o ss sie ones es 
Der Steinarbeiter (W).........0..0000 German | arene cr : 
eS | ee are eae German OO) rr oenncne 
Velhagen & Klasings Monatshefte (M)...|German | 140,000)........-----:-:05°° . 
Well Und SIR OW) 6. oa Sse e ose ewnesess German GAO ce oce scence hes nnees 
oy ag 
TOTEM iS on, Soy tk Sine eee German 0 | re eae 
Das sce ocean (Bw) ONE ii fot et te German | 170,000)........------ eee 
MuxiHAuseN— 
Mitteldeutsches Handwerk (SM)......... German DE OOO) ciice ccwcie cn ncees vee 
UNICH— . : 
Suddeutscher Rund-funk (W)........... German 73,000) Radio receivers in South- 
ern Germany. 
Munster— 
Der Westfalische Landwirt (SM)........:|/German 31,000] Farmers. 
PossNECK— 
Der Auto-Markt (Tri-W)............... German 701) hoe ee one des 
Der Export Grossist (6 times per Mo.)..../German 0 |) er 
Der Maschinen-markt (Tri-W).......... German 40,000}.........202 eee 
STuTTGART— 
Kosmos, Handweiser fuer Naturfreunde 
RU soc aGaaniociue oo 0k wha meeree German | 190,000)All classes. 


Illustri 
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Principal German Newspapers 
City and Name of Paper Lan- | Circu- Reader Influence City and Name of Paper Lan- | Circu- R Infl 
guage | lation guage | lation eader Influence 
rt — 
AACHEN— Cuemnirz (Con’t)— 
Bey Echo der Gegenwart oe ayer ues German 30,000)All classes. Chemnitzer Neueste Nachrichten (ED). ..|Ger. & 
n- Der Volksfreund (MD),.............4. German 30,000) Middle classes. Latin | 73,000 |Ind. and trade classes. 
_ AucsBURG— CosBLenz— 
1S Neue hugeeengee Zeitung (MD)......... German 40,000) Middle classes. Coblenzer General-Anzeiger (MD-exS)....|German 37,500/All classes. 
BAMBE Coblenzer Volks-zeitung (MD-exS)....... German 32,000)All classes. 
ie. es em “Tagblatt MORE oxu acne aes German 25,000|General. CoLocne— 
BARMEN— Heimat und Welt (W)................-- German | 213,000/Catholic classes. 
n Stadt Anzeiger fur Barmen-Elberfeld (D).|German 34,500/All classes. Illustrierte Koelnische Zeitung Ud Webuied German | 170,000|Better classes. 
As BERLIN— Koelner Tageblatt (MD&ED-exS)....... German 33,000) Better classes. 
. Berliner Boerson Zeitung (MD&ED)..... German 35,000} Financiers. Koelnische Zeitung (MD&ED) (ee p. 543)|German 54,000} Best classes. 
ly Berliner Lokal-Anzeiger (MD&ED)..... -|German | 250,000/All classes. . Rheinische Volkswacht (ED-exS)........ German 33,000/All classes. 
Berliner Morgenpost (MD) Daily........ German | 566,450/All classes. Rheinische Zeitung (ED)............... German 40,500|/Working classes. 
nt BUIEY \ carwasanucscedass ec auen.ca ood German | 632,350/All classes. eee ws ‘Keehe und Umgebung 
Berliner Tageblatt (MD&ED-ex. Mon.)...|German | 150,000/All classes. i Serpe rere German | 140,000|/Middle & better classes. 
Berliner “B-Z am Mittag” (MD)........ German | 197,610/All classes. Kolnische | Voleadane (see page 550)... .|German 25,000) Best middle class. 
as Illustrirte Zeitung (W).................. German |1,579,190/All classes. Dortmuunp— 
Deutsche Allgemeine Zeitung (MD&ED) .|German 50,000| Conservatists. Dortmunder Zeitung (MD&ED)......... German 36,000| Better classes. 
di Germania (MEME sc cc cc cosccccscccns erman 30,000) All classes. General Anzeiger fur Dortmund und das 
n Die Rote Fahn€ GRAD) ..0n ccc csceccecs German 60,000} Communistic. Gesamte Rheinisch Westfaelisch, In- 
, Taegliche Rundschau (MD&ED)........ German 35,000/All classes. dustrifegeblet (ED)................ German | 175,000/All classes. 
n- 8-Uhr Abendblatt EDO LASSE EES German 75,000/All classes. Oh i eee German 38,000|General classes. 
Vorwaerts (MD&ED)...............00. German 75,000 |General. Westfaelische Allgemeine Volkszeitung 
) ) Vossische Zeitung (MD&ED-ex8) nae euke German 65,000)All classes. CU EMirs nn ca sceccslencenkt<cueneees German 28,000/All classes. 
) BeuTHEN— DresDEN— 
U. Ostdeutsche Morgenpost (MD).......... German 29,800 Industrials. Dresden Anzeiger (MD&ED) ice p. 553).|German 61,000} Middle classes. 
BreELEFELD— Dresdner Nachrichten (MD&ED)........ Esper. & 
‘ Westfalische Zeitung (see page 546)....... EON] ROE, SGP RP kre meee Bane German} 37,000|Ind. and Trade classes. 
18 BocuuM— Dresdner Neueste Nachrichten (ED)..... German | 105,000|Middle classes. 
Bochumer Anzeiger und General Anzeiger Duispurc— 
ed (D-exS) (see page 546).............. German 33,300)All classes. Duisburger General Anzeiger SE .. German 51,512|General classes. 
id Bonn— Rhein-und Ruhrzeitung (MD&ED)...... German ,000 |General classes. 
Deutsche Reichszeitung (MD)........... German 25,000)All classes. DussELDoRF— 
us General Anzeiger fur Bonn u. Umgegend Duesseldorfer Nachrichten (MD&ED)....|German 90,000/All classes. 
(LL) ee Seer rer ee German 42,000) All classes. Dusseldorfer Stadt Anzeiger (MD)....... German 68,000) Middle classes. 
n- BrEMEN— ELBinc— 
re Bremer Nachrichten Say (see page 552) |German 67,000) Buying classes. Elbinger Zeitung und Generalanzeiger....|German | © 32,500/All classes. 
€ Weser-Zeitung (MD&ED).............. German 26,000|General. CINEROURUD: wicnidcaceveswodensections 
88 BresLau— ErrurtT— 
i Breslauer Neueste Nachrichten (ED)..... German | 150,000/All classes. Mitteldeutsche Zeitung (D) (see page 553)|German IT Ha o'hs Salslance sedicce dws 
ud Schlesische seep coy | ee German 25,000| Working classes. Allgm. Zeitung Erfurt (see page 546)..... NOMINN Bd'nras fascia ates aa kinsidewaanen +s 
A Schlesische Zeitung (MD& Dex). .|German 25,000) Wealthy classes. Essen— 
ty: WalRAWACHO CIEE sic cscs cc dcncieemagecse German 26, 500| Working classes. Essener Allgemeine Zeitung (MD&ED).. .|\German 50,000) Middle classes. 
ad Brunswick— Essener Anzeiger (MD) (see page 546)....|German 35,000/All classes. 
Braunschweiger Allgemeiner Anzeiger (ED)|German 45,000) Middle classes. Rheinisch Westfaelische Zeitung (MD&ED)|German 35,000) Best classes. 
aS. Braunschweiger Neueste Nachrichten (ED) |German 28,000) Middle classes. Die Wochenschau (W).........cccccccce German | 269,000|Middle classes. 
> CuEMNITZ— FRANKFORT— 
d Allgemeine Zeitung (ED)............... German 48,000) Industry and trade classes CIO LONI (NEO DOME NO ioe 5. cin ccncscbamcevencicececcacabeeesseucethecesesass 
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~ 1h ZEITUNG : 

i, FOUNDED 1843 : 

trace ‘ First class leading illustrated weekly,. circulating in : 
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: all countries where German is spoken. 4 

‘ Unrivalled in printing and reproduction executed ‘ 

{ in our own well known studios and works. * 

‘ triking results are obtained by advertising in this J 
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f journal, noted in high class circles and important 2° 

, industries throughout the continent. ‘ 

f Speciality colored advertisements. | 
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Principal German Newspapers—Conzinued 


———— 
—} 


City and Name of Paper Circu- Reader Influence City and Name of Paper Lan- | Circu- Reader Influence 
lation guage lation 

FRANKFORT-ON-MaiIn— MannHEIM— 

Frankfurter Nachrichten —- (see p. 541) nonin 30,000) Middle classes. Neue Badische Landes-Zeitung (D)...... German 30,000) Better classes. 
Frankfurter Zeitung (MD&ED)......... 68,000/General classes. Mannheimer Tageblatt (see page 546)... .|German 24,000) Middle classes. 
General Anzeiger der Stadt Frankfurt am MayENCE-ON-THE-RHINE— 

Oe LP rene 145,000| Middle classes. Mainz am Rhein (see page 544) ......... Cg) Rg Jar Poe nse er 
Das Illustrierte Blatt (W)............... 270,000/All classes. Mainzer Anzeiger (see page 547)......... MORRIS oo heats awe hore c ss ce 
R.M.V. Rhein-Mainsche Volkszeitung UNICH— ei 

REA REE POG RN E ES f-: 30,000) Catholics. Bayerische Zeitung (MD)............... German 50,000} Middle classes. 
Veliceanens te Le) REED 35,000) Working classes. Bayerischer Kurier (MD)............... German 35,000} Catholics. 

Guerwitz— Munchen-Augsburger Abendzeitung (ED) ./German 48,000|Better classes. 

Oberschlesische Volksstimme (MD)...... 3 30,000] Catholics. Munchner Illustrierte Presse (W)........ German | 300,000All classes. 
Der Oberschlesische Fanderer (MD)...... 32,000) All classes. aoe seg corre (MD)....|German | 140,000 a classes. 
TO fees Neue Freie Velksseitoag (MD)_--...-..-[German | 42,000IGeueral clamcs 
pene oo Anzeiger (MD-exMon)... , aeeneee — Munchner Tageblatt (MD)....... German 45,000} Catholics. 
ALLE A/S.— UNSTER— 
Hallische Nachrichten (D-exS) (see p. 555) AL Eee iad ey AA ee Muensterischer Anzeiger (MD&ED)...... German 33,100|Catholics. 
Saale-Zeitung (see page 553)............. | ae Bae ee NuREMBERG— 

HamBurc— Frankischer Kurier (MD)............... German | 60,000|Better classes. 
Hamburger Anzeiger (ED)............-- 5 130,000} All classes. Nurnberger Zeitung (MD).............. German 65,000|General classes. 
Hamburger Echo (ED)...............-. G 52,000) Middle classes. OpeRNDORF— 

Hamburger Nachrichten (MRED) 150,000 Better classes. ag iene BOte (e6e Mabe SAG) .c..-<. : ORMAON [mn visise so ficcs smeioad ois anisiere yicelenn 
Hamburger Nachrichten & ED) J eneral classes. Z —— 

euieanee 8 Uhr Abendblave(E D).. 30,000|Good classes. Pforzheimer Anzeiger (D-exS)........... German 32,000}All classes. 

Hamburger Volkszeitung (ED).......... 40,000) Laboring classes. PLavEN 1. VoGTLAND— | 

iaiatatiiie ae ta Anzeiger fur Sachen ' pen ae - 
Hannoversche Volkszeitung (MD)....... 55,000) Middle classes. Neve Vo oe iran (E D) ieee’. ee 40,000 Prec aaa 
Hannoversche Anzeiger (ED) (see p. 551).|G 111,000} Well-to-do classes. Vo ps es eens Fa eBiate! (ED) ES 30,500 Nadvetrial. co aaeee | 
perenne aac me) p. 545). 3 yo pel gar ete mens 8 8 ” ee eretl, 

annoversches Tageblatt (MD)......... . ell-to-do classes. oT. 

Volkswille (ED)........0.0ss+00000000s 32,600|Workmen. Rastatter Ta i ipa damm cae conaaedl Chews: walneal 

Kar_tsruHE— Rostocker Anzeiger (ED)............... German 60,000) Country and Better 
Badischo Presse (Twice D-exS&M).. 45,000/All classes. classes. 

KassEL— SAARBRUCKEN— 

Kasseler Tageblatt (ece page 546)... ......... )German |... 2.6. ednes sec ce ce ee eed epesues Saarbrucker Zeitung (see page 546).......|German |........ 
KoniGsBERG— ScuLEeswic-Ho.LsTEIN— 
SETAE ACW is 5.5 :65:4.0 550.05 oo canoe oni 52,000|Farmers and peasants. Kieler Neueste Nachrichten (see page 549) .|German 70,000) . . 
Konigsberger Allgemeine Zeitung (MD& STreTTInN— 
Be uiu nieces veh 6c Roe wid wwe ers estes gle 45,000) All classes. Stettiner General-Anzeiger (see page 546).|German |........|........ 
Lerpzic— StruTTGART— 
Illustrirte Zeitung (W) (see page 557)... .|German |........[.........0. cece eens Stuttgarter Neues Tagblatt (D-exS) (see 
Leipziger Neuesten Nachrichten (D) (see. a <a eee ae ere per German 65,000) Bus. and mid. classes. 
page 538).......-. cesses ee eeecees 170,000) All classes. Suddeutsche Zeitung (D-exS)............ German 48,000|Ind. and middle classes. 
Leipziger Volkszeitung (D).............. ,000) All classes. TRIER 
Neue Leipziger Zeitung (D)...... ensues 3 100,000) All classes. Trierische Landeszeitung (MD-exS)...... German 30,000) All classes. 
gal FED GLAS Ar stone soos ete 30,000/All classes. — Volksfreund (MD-exS)....... German 31,000)All classes. 
WIEGNITZ EIMER— 
Liegnitzer Tageblatt (ED) (see page 546). 35,000) All classes. Der Thuringer Landbund (W)........... German |) 
LuBeck— Wurzspurc— 
Lubecker General-Anzeiger (MD-exM) Wurzburger General-Anzeiger (MD) (see 
©, ROD Se oa 5 sivas eh aur 46,000|General classes. . IID 555) on 0,55 Ghee Ree eS ae German 48,000] Better middle classes. 
AGDEBURG— WICKAU— 
ESS ESS: Cs i ae ee ae rs H 100,000|German Army Zwickauer Tageblatt & Anzeiger (ED) 
Magdeburger General-Anzeiger (see p. 551) Gorman DK cohen ic eas (ORE PERC SEO) 6 so viva eeeccee vases German 38,500; Commercial. 
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Established 1888 


seeks connection with Advertising Agen- 
cies and advertisers in the U. S. A,, 
England and Canada, who are interested 
in using advertising possibilities in Ger- 
many, more especially in newspapers, 
reviews and magazines. 

Expert advice based on 40 years’ ex- 
perience is offered as regards the choice 
of suitable papers and the corresponding 


form of advertisements as regards word- 


ing and illustrations. 


Information as regards market condi- 
tions, means of advertising, business Iast- 
ing for certain seasons only, etc., is offered 
in order that the greatest maximum aimed 
at is attained, and in order to increase the 


Branch in Hamburg 36, Neuer Jungfernstieg 1 


results of German advertising. 


MAX GERSTMANN 


Tele. Ad. Annoncgerstmann, Berlin 


Potsdamerstr. 8, BERLIN, GERMANY 


Please send your enquiries about my country to my Head Office. 
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Tabulated Data on Metropolitan Markets 
in Germany 


(Continued from page 556) 


per cent of the area of Wurtemberg and 39.09 per 
cent of Baden’s area. From mines and quarries 
small quantities of iron, gypsum, limestone, cement, 
slate, peat and much salt are obtained. Water 
power available 800,000 h.p. ; in use about 300,000. 

Imports. The leading imports are raw materials 
such as cotton, hides, copper, grain, coal, and rub- 
ber, and foods such as flour, fats, fruits, meats, and 
canned goods. 

Customs Policy and Regulations. The customs 
duties of Germany are charged chiefly by weight 
(specific). This office is prepared to answer ques- 
tions regarding import duties. 

Mail. Letters from New York take ten to four- 
teen days. Postage five cents per ounce and three 
cents for each additional ounce or fraction. 

Transportation. Rail connections from seaboard 
through France or Germany, and with all cities in 
Germany and Europe in general. Stuttgart is on 
the Paris-Vienna-Constantinople and Berlin-Milan 
trunk routes. Water connection via the Rhine be- 
tween Rotterdam and Mannheim. Leading trans- 
portation concerns in the United States now offer 
through bills on shipments to Stuttgart district. 

Business Methods, Banking, Credit. Most of the 
import trade of the Stuttgart district is conducted 
through agents at German seaports, Berlin, or Rot- 
terdam. All leading German banks are represented 
in the district and have connections in the United 
States. Credit terms allowing thirty to ninety days 
are usual in trade, but conservatism in granting 
credits is advisable. Prices ‘should ordinarily be 
quoted c.i.f. Hamburg or Bremen, quantities in met- 
ric units, values in dollars or marks. Use of Ger- 
man in correspondence is preferable. 


Dresden, Germany 


Area and Population. The Dresden Consular 
district, embracing the entire Freestate of Saxony 
with the exception of the administrative district of 
Leipzig, is somewhat smaller, with its area of 4,411 
square miles, than the State of Connecticut. With 
a population of 3,740,301, or an average of about 850 
inhabitants per square mile, it is one of the most 
thickly settled portions of Europe. 

Topography and Climate. The district has a total 
agricultural area of 1,705,000 acres and a forest area 
of about 1,050,000 acres. The southern portion is 
mountainous and produces some metal, notably coal 
and copper. From south to north there is a gradual 
downward slope to the North German Plain. From 
southeast to northwest it is traversed by the Elbe, 
the only navigable stream in Saxony, and one of the 
most important in Europe. The average mean tem- 
perature is about 45 degrees Fahrenheit. 

The Principal Activities of the district are indus- 
trial, there being approximately 26,200 factories. 
Only 11 per cent of the population are engaged in 
agriculture, 

Cities—Their Population and Industries. Dres- 
den (608,025), the capital of Saxony, situated on the 


Elbe at an elevation of 350 feet above sea-level, is 
famous for its beauty and art treasures. It was 
formerly the residence of many English and Ameri- 
cans. It is the most important center of the German 
cigarette and straw hat industries. Other important 
manufactures are chocolates, photographic, motion 
picture, and optical apparatus, photographic paper, 
typewriters, bicycles, sewing machines, radio parts, 
electric motors, glass. Principal Banks: Dresdner 
Bank, Deutsche Bank, Allgemeine Deutsche Credit- 
Anstalt, Direktion der Disconto-Gesellschaft, Ge- 
bruder Arnhold, Darmstadter und National-Bank, 
Commerz- und Privat-Bank, Sachsische Staatsbank 
and Sachsische Bank. 

Other Industrial Cities. Chemnitz (323,153); _ 
cotton hosiery, gloves, textile machinery; Plauen 
i. V. (109,953) ; laces, cotton underwear; Zwickau 
(79,509) : linen, damasks, woolen and cotton goods; 
Annaberg (18,103) : beads, beaded goods, trimmings, 
cardboard articles; Markneukirchen (10,000): mu- 
sical instruments and leather goods; Meissen (40,- 
809) : porcelain; Sebnitz (25,000) : artificial flowers. 

Leading Imports from the U. S.: cotton, food- 
stuffs, petroleum and its by-products, copper, motor 
vehicles, typewriters, and specialties of all kinds. 

Methods of Importation. Most merchandise from 
over-seas is imported through brokers in Hamburg 
and Berlin. Direct importation, however, is gain- 
ing in importance, which will probably lead to the 
development of the local agency with stocks of 
foreign goods. 

General Customs Policy and Regulations: Duties 
are levied on practically all imported articles. The 
latest customs tariff, while providing for a general 
increase in duties, especially on manufactured goods 
and foodstuffs, abolished all import restrictions re- 
sulting from war conditions. 

Postal Rates. Letters from the United States 
should bear postage at the rate of five cents for each 
ounce or fraction thereof. For printed matter, the 
rate is one cent for each two ounces or fraction 
thereof. 

Correspondence, and especially advertising mat- 
ter, should be in German. Weights and Measures 
should be reduced to the metric system. 

Freight Shipments by rail from Hamburg or 
Bremen to this district require 2 to 5 days. From 
Hamburg water transportation via the River Elbe 
is also available, the time of transit varying from 
8 to 14 days. 

Character of Packing Desirable. Goods should be 
substantially boxed for heavy handling, and careful- 
ly protected, when necessary, against dampness. 

Usual Credit Terms vary from 30 to 90 days ac- 
cording to the nature of the commodity. Quota- 
tions of prices should be c. i. f. Hamburg or Bremen. 
Discount rates from 2 to 3 per cent are demanded 
for cash payments. 

Chambers of Commerce are located at Dresden, 
Chemnitz, Plauen i. V. and Zittau. 
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Bremen, Germany 


Area, Climate and Topography. ‘The district 
served by the Bremen Consulate is situated in the 
northwestern part of Germany and comprises the 
Free States of Bremen, Brunswick and Oldenburg, 
and the Province of Hanover. It has a total area of 
18,867 square miles. The climate is temperate and 
the humidity is high at times. The average tem- 
perature is about 47.5 Fahrenheit. The yearly rain- 
fall is approximately 27.1 inches. The country is 
low and flat within sixty miles of the sea coast, 
rising gradually inland, with a low mountain range, 
the Harz Mountains, in its southern portion. 

Population, Race, Language and Standards of 
Living. The Bremen district has a population of 
over 4,600,000 inhabitants. The population of the 
principal cities was as follows in 1925: Bremen, 
287,840; Hanover, 414,312; Brunswick, 144,677; Os- 
nabruck, 88,414; Harburg, 72,639; Oldenburg, 52,- 
006; Bremerhaven, 23,235 (an American Vice 
Consulate is located in that city). The people are 
almost entirely Germans and the German language 
is generally used, but most firms engaged in foreign 
‘business can correspond in English. The standard 
of living in Bremen and the larger cities is high and 
is constantly rising. 


Leading Occupations and Industries: Bremen, 
as Germany’s second largest port, is primarily in- 
terested in shipping, shipbuilding, and the import 
and export trades. The United States Lines has its 
European terminus and Central European head- 
quarters in this city, and the North German Lloyd, 
the Hansa Line and the Roland Line, their head 
offices. About thirty other lines have vessels calling 
at Bremen, so that it has direct steamship connec- 
tions with all parts of the world. It also has a free 
port. Bremen is the most important market on the 
Continent of Europe for American cotton, and one 
of the most important for tobacco. Its principal in- 
dustries are ship and engine building, washing and 
combing of wool, tobacco, flour milling, vegetable 
oils, brewing, and jute spinning. Hanover is an 
important railway center. Its principal industries 
are rubber products, potash, smelting and refining 
of metals, machinery, motor vehicles, cakes and bis- 
cuits. Brunswick’s largest industries are milling 
machinery, scientific instruments, and preserving. 
Osnabruck is noted for its coal mines, smelting 
works, cotton weaving- and spinning-mills. Har- 
burg’s main industries are rubber products and veg- 
etable oils. Oldenburg is the center of an agricul- 
tural community and is chiefly noted for its peat 
and linoleum industries. Outside these cities the 
occupations are mostly agriculture and stock-rais- 
ing, together with some peat cutting, and in the 
interior potash mining. 

Leading Imports. The principal imports via the 
port of Bremen are as follows: Cotton, wool, grain, 
metals, oilnuts, tobacco, lumber, jute, flour, rice, 
wood pulp, mineral oil, wfne, and cottonseed. 

Postage Rates on letters from the United States 
to Germany are five cents an ounce. 

Transportation Conditions and Connections. In 
addition to the transportation facilities above de- 
scribed, Bremen is served by direct railroad connec- 
tions with Hamburg, Berlin, Hanover, the Rhine 
and Southern Germany, Belgium, Holland, and 
England. The Weser River, near the mouth of 
which Bremen is situated, forms a waterway far 
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inland, which has been supplemented by a network 
of canals. It is possible to ship by water to the 
cities of Hamburg, Hanover and the Rhine-Ruhr 
district. 

Usual Terms of Credit. The special financial con- 
ditions existing in Germany render care necessary 
in arranging credits with firms in this district. Cash 
against documents is usual in most lines, but longer 
terms are frequently allowed in order to meet com- 
petition, 30 to 60 days being usual in some other 
lines. Quotations should be c. i. f. Bremen and may 
be in American currency. 


Cologne, Germany 


Area, Situation. The Consular District includes 
the Prussian Provinces of Rhineland (not including 
the Saar basin) and Westphalia, the Free States of 
Schaumburg-Lippe, Lippe, and Waldeck, and the 
Birkenfeld District (part of the Free State of Olden- 
burg), a total area of about 18,500 square miles. The 
district borders on Holland, Belgium and Luxem- 
burg. 

Topography, Climate. The Rhine valley is low 
and fertile. Rolling and hilly districts with eleva- 
tions not exceeding 3,000 feet above sea level are 
found in the southern, western and northeastern 
parts of the district. The climate is temperate. 

Population, Municipal Centers. Population ap- 
proximately 12,300,000. Large industrial and com- 
mercial centers are as follows: 

Cologne, 720,000; Essen, 480,000; Dusseldorf, 
440,000; Dortmund, 470,000; Elberfeld-Barmen, 
350,000; Duisburg, 280,000; Bochum, 220,000; Aix- 
la-Chapelle, 160,000; Krefeld, 140,000; M. Gladbach- 
Rheydt, 120,000; Coblenz, 60,000. 

Standard of Living. Before the war the standard 
of living was relatively high. As a consequence of 
the war it was considerably reduced but is gradually 
improving. 

Language. German is preferable in business cor- 
respondence, but most local firms engaged in foreign 
trade are able to correspond in English. 

Packing. Special attention should be given to 
packing of goods shipped to Germany and instruc- 
tions on this point should be requested from the 
German importer. 

Industries and Occupations. The district is chief- 
ly industrial, being the center of the German coal 
and iron industries. Textiles are also important, es- 
pecially silk and artificial silk. Agriculture is rela- 
tively important, particularly wine growing. Stock 
raising and dairying are also important. 

Imports of District. Raw materials required by 
factories such as iron ore, copper, zinc, lead, raw 
silk, such food products as wheat, flour, coffee, tea, 
cocoa, bacon, lard, canned meats and fruits, canned 
milk, dried fruit and cattle feed. 

Usual Terms of Credit. 30 to 90 days. 

Transportation. Excellent railroad transporta- 
tion is available to all parts of the district. Through 
train service connects all the principal cities with 
the ports of Hamburg, Bremen, Rotterdam and Ant- 
werp, as well as all other parts of Europe. ‘The 
Rhine and numerous radiating barge canals afford 
easy means of water transportation from Holland 
to most parts of the District. A well organized 
commercial air service centering at Cologne affords 
quick transportation to the principal cities of the 
District and elsewhere in Europe. 


The Growing Market Abroad 
for Advertised Products 


HE value of foreign trade as an effective even 

though relatively moderate stabilizer of our 

general business position was never more 

clearly demonstrated than in 1927. Exports 
exceeded $4,925,000,000 and attained the substantial 
increase of 18 per cent in volume and 21% per cent in 
value over 1926, the discrepancy being due to declining 
prices. This gratifying result represents a steady, nor- 
mal rate of advance and was achieved in considerable 
measure by the efforts of several industries which, hav- 
ing suffered a slackening of domestic trade below the 
record figures of 1926, due in part to price declines, 
found a most helpful corrective through the more in- 
tensive exploitation of overseas markets. 

This expansion in our exports, together with a decline 
in the value of our imports has resulted in doubling our 
“favorable” balance of trade which will exceed $700,- 
000,000, the largest since 1924. It should be noted, 
of course, that this ‘‘favorable’”’ factor is modified by 
heavy increases during the year of many invisible 
items such as foreign loans, tourist expenditures and 
immigrant remittances. Our foreign loans during the 
year will reach the record volume of $1,600,000,000 and 
doubtless has had a considerable effect in increasing 
the volume of our export trade. There was also a large 
increase in our tourist expenditures abroad which were 
substantially in excess of the $761,000,000 figure for 
1926. 

In considering the trend of our foreign trade by 
major groups of commodities it should be borne in 
mind that the volume of exports of wholly and partly 
finished manufactures which in 1927 comprised nearly 
60 per cent of our total exports (they were about 30 
per cent in 1901-1905), is determined largely by the 
extent and effectiveness of our sales efforts. Especially 
is this the case with many outstanding American 
specialties—automobiles, office appliances, labor saving 
machinery, etc., the increasing quantities of whose ex- 
ports amply substantiate the efficiency of our factories 
and particularly of our overseas salesmanship. 

Our exports of finished manufactures have increased 
in each of the last five years, and in 1927 were over 50 
per cent higher in value than in 1922. A typical in- 
stance of expansion in this group is that of the motor 
field. Automotive export sales in 1927 will total over 
$406,000,000 (according to 11 months figures) and ex- 
ceed the best previous year, 1926, by 21 per cent or 
more than $69,000,000, in spite of the fact already 
noted that a leading car manufacturer was out of pro- 
duction during the greater part of 1927, resulting in a 
curtailment of possible total exports by many thousand 
units. 

_In the last five years the annual value of our automo- 

tive exports has increased by about $222,000,000 or 
more than 120 per cent, i.e., from $184,300,000 in 1923 
to an estimated total of $406,000,000 in 1927. 
_ Forecasters in the industry are anticipating a large 
increase of sales in 1928 over 1926 or 1927, in the do- 
mestic field, and indications are that export volume in 
1928 will show at least as great a percentage of further 
increase as is reflected in the domestic market. 

Crude foodstuffs and food animal exports have shown 
the surprising increase of 30 per cent over 1926, largely 


because of heavier grain shipments, notably a three-fold 
increase in rye and a doubling of barley cargoes. This 
large foreign demand for American grain has had a 
very favorable effect upon market prices for these 
products in the United States. 

The fresh-fruit movement, of both citrus fruits and 
apples, has been large, the growth of the former move- 
ment being indicative of future developments. 

There was a considerable decrease in the value of our 
exports of manufactured foodstuffs during the year, 
which may be ascribed entirely to the smaller quantity 
and lower value of our sales of meats and fats to foreign 
countries. 

There has been an increase of about 10 per cent in 
the value of our exports of semi-manufactures during 
the past year as a result of larger sales of copper and 
lumber abroad. The increase in copper exports has 
amounted to 14 per cent in quantity and 8 per cent in 
value during the first 10 months of 1927, as compared 
with the corresponding period of the preceding year. 

Turning to the regional distribution of our trade in 
1927, as compared with 1926, the United States has 
exported more merchandise to all continents except 
Oceania. There has been a particularly large gain, 
amounting to about 14 per cent, in our exports to Can- 
ada, based on 10 months figures, and that country 
advanced to first place in our trade, supplanting the 
United Kingdom, which has held that position through- 
out most of the history of the United States. The 
commodities which have been responsible for most of 
the gain in our exports to Canada are coal, automobiles, 
tractors, wheat, and rye. 

Exports to Europe have shown a considerable growth 
during the past year, 3 per cent as compared with 1926, 
in consequence of the continued economic recovery of 
that continent. This trade expansion, however, has 
been only partially reflected in the values reported, on 
account of the fact that prices of several of the most 
important commodities purchased from the United 
States by European nations have averaged substan- 
tially lower than a year earlier. Among the European 
countries, exports to Germany, Belgium, the Nether- 
lands, and Russia have shown the largest gains, while 
those to the United Kingdom, France, and Italy have 
been smaller in value than in 1926. Cotton consigned 
to Germany in the first nine months of the year was 
80 per cent greater in quantity and 46 per cent higher 
in value than in the corresponding period a year earlier. 
Russia has shown about as large an increase in its 
purchases of cotton, while Belgium has purchased more 
wheat and motor vehicles. 

Our shipments to South America have been slightly 
larger in 1927, reaching the total value of about 
$450,000,000. This is about twice the value of the 
trade in 1922. Our largest customer in South America, 
Argentina, increased its purchases by about 14 per 
cent in the first 10 months of 1927, as compared with 
the corresponding period of 1926, the greatest gain 
occurring in sales of automobiles and trucks. Trade 
with Uruguay has also been larger, while exports to 
Chile and Peru have declined. Exports to Venezuela 
and Colombia, where there have in recent years been 
large developments of petroleum fields, have been 
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maintained at about the same high level as in 1926. 

Our sales to Asia continued to expand during 1927, 
though the growth was not as marked as in the preced- 
ing year. Most of the recent gain has occurred in ship- 
ments to British India, and the Netherland East Indies. 
African demands for American goods have shown a very 
pronounced growth as a result of the ever-increasing 
popularity of our manufactures on that continent. The 
value of exports to Oceania, on the other hand, has 
shown a moderate decline for the second consecutive 
year, which has been partly a result of the reduction in 
purchasing power of that region, due to the relatively 
low price of some of its major products. 

With five billion dollars of American investments in 
Latin America, with a network of new steamship and 
cable communications, with a well directed trade pro- 
motion campaign on the part of American exporters, 
and, especially, with the fundamental asset of the Pan- 
ama Canal, our trade with the twenty countries of 
Latin Ameiica has not merely held its own since the 
war but is steadily increasing from year to year at the 
expense of our competitors. In spite of a widespread 


belief that we are “‘slipping’’ in Latin America, the 
figures show that we are selling the twenty republics 
south of us a hundred million dollars’ worth of goods a 
year more than England, Germany and France com- 
bined and that practically one-fifth of our entire export 
trade now finds a market between the Rio Grande and 
Cape Horn. 

The United States is now the first supplier of goods 
to every country in Latin America except Paraguay; 
more than two-thirds or $600,000,000 of our exports 
southward are the finished products of American manu- 
facturers. 

-In summarizing our foreign trade for 1927, we may 
say that it has continued to show remarkable growth in 
spite of a general lowering in world price levels and a 
moderate reduction in the activity of domestic business 
as compared with 1926 record figutes. Our exports have 
shown a substantial growth, indicating a further 
strengthening of our position in world markets, while 
the maintenance of our imports at about the same high 
level as in 1926 indicates the general prosperity of this 
country. 


References on General Exporting 


Foreign fairs as trade promotion agencies. COMMERCE REPORTS, 
November 28, 1927, page 515. 


What constitutes doing business in European countries. Com- 
MERCE Reports, March 28, 1927, page 788. 


The concerted drive against American exporters. (Editorial) 
SALES MANAGEMENT, March 6, 1926, page 376. 


Dangers of business slogans. SALES MANAGEMENT, May 1, 
1926, page 671. 


Prejudices we had to overcome in developing foreign markets. 


(The Quaker Oats Company.) SALES MANAGEMENT, June 26, 
1926, page 1005. 


Ten per cent of your output should be sold abroad. (Editorial ) 
SALES MANAGEMENT, September 18, 1926, page 474. 


Ridicules Harper’s Magazine attack on American exporters. 
SALES MANAGEMENT, April 2, 1927, page 601. 

More facts about the success of our export sales policies. SALES 
MANAGEMENT, April 16, 1927, page 717. 

Applauds Mr. Wyman’s reply to Sprague on exporting. SALES 
MANAGEMENT, May 14, 1927, page 962. 

Mr. Sprague splits a few hairs. SALES MANAGEMENT, June 25, 
1927, page 1234. 


Four good reasons for seeking; export markets now. (Low 
interest rates, improved foreign conditions, and better living 
conditions brought about by automobiles, combine to improve 
export markets.) SALES MANAGEMENT, October 1, 1927, page 549. 

Another echo of the Sprague-Wyman bout. SALES MANAGE- 
MENT, August 20, 1927, page 308. 

What the domestic sales manager can learn from the export 
man. SALES MANAGEMENT, August 6, 1927, page 218. 


A B C’s of building a real export trade. (W. H. Duncan 
Company, Inc., New York City) SALES MANAGEMENT, November 
12, 1927, page 825. 


Getting American methods in use abroad. (Barrett-Cravens 
Company) Cxass, August, 1926, page 74. 


Exporting is not a game. ADVERTISING AND SELLING, September 
22, 1926, page 30. 


Financing the retail sales of American automobiles abroad. 
Export TRADE AND FINANCE, February 6, 1926, page 7. 


Forty points on choosing and using agents in foreign countries. 
ExporT TRADE AND FINANCE, February 20, 1926, page 7. 

Our growing trade in manufactured goods. COMMERCE RE- 
ports, August 16, 1926, page 398. 

Hawaii’s place in the sales plan. SALES MANAGEMENT, April 
20, 1927, page 799. 

Paying the export agent. Export TRADE AND FINANCE, June 
25, 1927, page 7. 

Highway construction encircles the globe. AMERICAN Exporter, 
June, 1927, page 9. 

Credit Information as supplied by banks. Export TRADE AND 
FINANCE, July 9, 1927, page 7. 

Geographical distribution of foreign trade in 1926-27. Com- 
MERCE REpPorRTS, August 29, 1927. 

Trade balance of the United States with principal countries. 
CoMMERCE Reports, October 31, 1927, page 254. 

Cost of foreign selling. (Walter M. Lowney Company, Boston) 
Export ‘TRADE AND FINANCE, December 10, 1927, page 11. 

Essentials of international trade. Book published by John 
Wiley & Sons Inc., 1927. 

How shall the appropriation for export advertising be 
handled? Export TRADE AND FINANCE, January 15, 1927, 
page 23. 

Around the world with Gillette Razor advertising. MARKETING. 
April 2, 1927, page 228. 

Sales control in direct-mail exporting. (Florence Stove Com- 


- pany.) Export TRADE AND FINANCE, December 12, 1925, page 


13. 

Selling for export by letter. ADVERTISING AND SELLING, De- 
cember 14, 1927, page 27. 

Three ways to start building an export business. SALES MAN- 
AGEMENT, December 24, 1927, page 1103. 

Training the foreign agent. Business, January, 1928, page 12. 


How foreign sales follow investment dollars. SALES MAN- 
AGEMENT, January 7, 1928, page 25. 
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In Constant Contact 


| with the 


WORLD’S MARKETS 


a i; i i | 


D 


Some of Those 
We Serve: 


Clicquot Club 
Fairbanks, Morse 
Gillette 
Fly-Tox 
Hudson-Essex 
Ingersoll Watch 
Woodbury Soap 
Mennen 
Three-in-One Oil 
South African 
Government 


Associates in: 


Canada France 
England 
Belgium Spain 
Holland Denmark 
Sweden Norway 
Italy Switzerland 
Czecho-Slovakia 
Austria-Hungary 
Jugo-Slavia 
Roumania Greece 
Turkey Egypt 
Mesopotamia 
Palestine and Syria 
Australia 
New Zealand 
Dutch East Indies 
Finland Japan 
Brazil Argentina 
Philippine Islands 
Germany 


HE fact that the Gotham Advertising Company 
has for twenty years successfully served a continu- 
ally growing clientele is not surprising or unnatural. 


People the world over realize the superiority and value 
of American products. American manufacturers are 
furthering this appreciation by constructive advertising. 


To the producer contemplating entering: foreign fields, 
Gotham offers an intimate knowledge of marketing con- 
ditions throughout the world. This knowledge is the 
result of constant contact with its Associate Agencies 
and representatives located in overseas markets. 


The experienced exporter will find that Gotham’s wide- 
spread connections afford an invaluable service which 
enables local distributors to closely coordinate their sales 
efforts with the controlled advertising campaign. 


Perhaps you have an export problem that we could 
help you to solve. Possibly, you require specific data 
on certain of the world’s markets. 


GOTHAM SERVICE 
should be profitable to you 


GOTHAM ADVERTISING COMPANY 


Incorporated 1908 
114 Liberty Street 
New York, New York 


Free Press Bldg. 
Detroit, Michigan 
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Data on Foreign Markets 


Exports of Merchandise by Grand Divisions and Principal Countries 


Exports from the U. S. to: Population Exports Exports Exports 
1925 1926 1927 
GranpD Divisions: 

Ee oe ah rains Reena tiie: 1 ac Ema Seca 487,495,006 $2,603,749,728 $2,309,705,724 | $2,314,000,000 
LEE ER ie ee Ne NS 155,326,974 1,138,354,314 | 1,176,883,506 845,000,000 
Rp RNRN PANNE or Maes d te oe wee ts, aod psd oR Roe ee 67,184,124 402,605,775 443,508,471 408,000,000 
PR ear Me clan Rt ON os fk EG, Someta STR ea 975,627,104 486,591,863 564,543,230 560,000,000 
Ol Eh ate Re 2 Le een a PES pee 68,938,200 189,489,205 212,705,316 194,000,000 
eR Wray FO. ah, kar, Sy ae 129,059,152 89,056,626 101,118,758 107,000,000 

| Lc. SE ee ee oe ae x CO Ne eee 1,883,630,560 $4,909,847,511 $4,808,465 ,005 $4,865 ,000,000 


So ee b eagpSic caus Selardun oth adatom Tae 
ROMNINMNER Scho OAS id enka noes te Sobctea Bostades 


RN oS crdeds sin's's sa Seiki ga G5rssh Sa 


PaMIMICAR IREDHDNC.... oc a oe ec en wees cee en 
POMONA cis h Sit rare eidnnc ane Eins Olen Beene Cire Stepan 
Brazil 


Dutch East Indies.............. 
Rs ceeds 
Philippine Islands 
Australia 


7,875,000 (1926) 
3,435,000 (1925) 
40,744,000 (1926) 
62,569,000 (1925) 
6,800,000 (1925) 


42,115,606 (1926) 
7,526,000 (1926) 
2,770,000 (1926) 

144,815,000 (1926) 

22,128,000 (1925) 


6,074,000 (1926) 

3,936,000 (1925) 
45,190,000 (1926) 

9,389,000 (1926) 
*7,646,000 


15,500,000 (1926) 
3,562,000 (1926) 
1,000,000 (1926) 

10,087,000 (1925) 

36,000,000 (1926) 


3,947,000 (1926) 
6,923,000 (1925) 
2,000,000 (1926) 
5,500,000 (1925) 
1,678,000 (1925) 


3,027,000 (1926) 
247,138,396 (1921) 
3,358,000 (1921) 
442,000,000 (1927) 
681,100 (1923) 


49,534,618 

83,454,000 (1925) 

11,075,674 (1923) 
6,044,000 (1926) 
1,407,000 (1926) 


7,542,000 (1926) 
14,169,000 (1927) 


$ 120,257,911 


55,746,756 
280,299,493 
470,344,233 

16,633,212 


205,150,463 
141,518,151 
26,199,708 
68,195,686 
79,202,892 


42,465,366 
8,812,648 
1,033,856,369 
648,767,503 
72,780,430 


144,720,323 
198,655,032 
17,763,577 
148,758,606 
87,461,021 


39,273,692 
41,376,562 

6,807,624 
23,032,431 
21,269,743 


25,157,087 
38,281,698 
11,221,024 
94,442,189 
14,306,456 


19,204,364 
229,642,212 
61,061,486 
148,523,955 
38,362,658 


46,161,706 
7,394,169 


$ 99,289,398 


50,577,039 
263,779,037 
364,114,585 

10,352,509 


157,401,862 
135,795,044 
24,880,427 
48,499,061 
68,204,700 


40,861,061 
8,253,240 
972,384,840 
738,474,772 
75,543,023 


134,994,164 
160,487,680 
14,572,376 
143,574,682 
95,449,419 


49,043,564 
49,282,028 

4,662,159 
29,352,521 
23,015,149 


39,690,084 
50,008,760 
13,562,205 
110,205,014 
12,818,752 


27,608,882 
260,754,079 
68,648,351 
168,694,795 
41,574,571 


51,079,969 
10,338,972 


$ 116,000,000 
127,000,000 
229,000,000 
482,000,000 
15,000,000 


132,000,000 
148,000,000 
See Denmark 
64,000,000 
74,000,000 


See Denmark 
10,122,672 
840,000,000 
836,000,000 
76,000,000 


109,000,000 
155,000,000 
18,871,339 
163,000,000 
89,000,000 


38,000,000 
49,000,000 
5,531,467 
25,000,000 
25,000,000 - 


35,000,000 
66,000,000 
14,000,000 
84,000,000 
18,865,892 


32,137,414 
258,000,000 
69,520,855 
159,000,000 
33,000,000 


52,000,000 
11,000,000 


* Includes Guatemala, Honduras, British Honduras, Salvador, Nicaragua, Panama and Costa Rica. 


t Includes export figures for Denmark, Norway and Sweden. 
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Principal Foreign Newspapers 


Newspapers in Europe 


City and Name of Paper Language | Circulation | Reader Influence City and Name of Paper Language | Circulation | Reader Influence 
—— 
AUSTRIA PRERov— 
o. Graz— ‘ INelow INS CRNU a ccidekccsceecs. ones Czech 45,000 All classes. 
Rleine Zeitung (BE). 6 ees ccce cee cev ese German 29,000 General public. REICHENBERG— 
MINITACEBORE CE)inve wivcceiccne cer ecieseai a German 25,000 Priests and Farm- || Reichenberger Zeitung (MD&ED)....... German 35,000 D. 
ers. German 65,000 S. |General. 
Tagesport O17) BOC Oe fe ECCS rere German 35,000 General. DENMARK 
) Linz— CorpENHAGEN— 
Tages-Post (ED)...........-.---- eee ee- German 30,000 General public. Be he Ceres ccsaisdeada dead deadewe ews Danish 37,142 D. 
) VieNNA— 92,112 S. |All classes. 
) Wie Abend CED) sora nec ence tiegvtenens German 100,000 Laborers. Berlingske Tidende (MD-exSun):........ Danish 58,988 D 
Arbeiter Zeitung (MD).............-.-- German 100,000 Laborers & Emp. 85,343 S. |Upper classes. 
) Wie PrzQenler CW) vccccccccscseceve nc German 100,000 Mid. class, labor. Nationaltidende (MD-exSun)............ Danish 74,027 D. 
Illustrierte Reneoieess 113) Se German 190,000 All classes. 83, S. |Nationalistic. 
) Das Interssante Blatt (W).............- German 57,800 Middle classes. Peta Cis icctiecenss asdveinncas Danish 68,268 D. 
) Kleine Volkszeitung (MD)............-- German 164,000 Skilled workmen. 105,490 S. |All classes. 
PEP MOISE OW grein c ceases secesce ea German 75,000 Laborers. Social Demokraten (MD)............... Danish 105,913 S. |Working classes 
Ment PYeie PVCtOG CO) <0 cccicce eee German 60,000 Finance. 
Neue Illustrierte Wochenschau (W)...... German 90,000 Indus., Commer. ESTONIA 
) Neues Wiener Journal (MD)............ German 105,000 Aristocrats. TALLinn— 
Neus Wiener Tagblatt................-- German 120,000 Middle classes. OIE CIE Soak se reece couse e kas Estonian 50,0C0 All classes. 
MaienDoet (NMUEN an. <a scien se iar wsinete German 42,000 General public. Vaba Maa (Free Country)(MD)......... Estonian 60,000 Middle classes. 
se Gonntageglocke CW) ...6s.0cccceseteeeen German 44,000 Middle classes. 
OCC ESC) >) a aa eye eer German 50,000 General public. FINLAND 
We RA CME ap 3 era dcacd wack wae weueaes German 40,000 Middle classes. HELsINGrors— 
Wale Aste CMON) «-<<:0000 cv iees seas ne German 72,000 Middle classes. Helsingin Sanomat (MD)............... Finnish 65,000 All classes. 
Wey UCEE CWE is on ses este esa cee ncs German 39,800 Middle classes. 40,000 D. 
Wiener Sonn & Montagszeitung (W)..... German 40,000 General public. Hufvudstadsbladet (MD)............... Swedish 45,000 S. |All classes. 
pS) ae reenercerinr: German 85,000 Middle classes. Suomen Sosialidomokraatti (ED)........ Finnish 30,000 Workers and 
) WReEAT TAMUENNE CN ois cic re va vn bess foc bawaces + aed neandunceePiversecGcuneews Farmers. 
) Illustriertos Wiener Extrablatt (MD)..... German 60,000 General public. ith OUOUNE CNNBI Nec vaiss ccc cantecenevese Finnish 42,299 All classes. 
Oosterreichische Sonntagszeitung (W).. . .|German 25,000 fe mon and Viikko-Sanomat (W).................-- Finnish 28,500 All classes. 
usiness men. 
BELGIUM FRANCE 
) ANTWERP— AMIENS— 
) Gazet Van Antwerpen (MD-ED)........ Flemish 70,000 Working classes. Le Progress del la Somme (MD)......... French 60,000 General public. 
Het Handelsblad (MD)...............-- Flemish 45,000 Middle classes. ANGERS— 
NN CRMs oso. a'e 60s soso wwe aes French 45,000 Best classes. Le Petit Coaster CREE soc occ cinccdccecce French 30,000 All classes. 
Pe MEMIODOIG CRN ck. os occ ccc cesscens French 27,500 Middle classes. BorpEAUX— 
) Be AGUUIO CUE oc cece sc ce scans French 50,000 Trade & Shipping La France (MAEM EDs 6 siscescescccess French 200,000 All classes. 
De Nieuwe Gazet (MD-ED)............ Flemish 40,000 Political Le Liberte Du Sud-Quest (D)........... French 85,000 Liber’s, Catholics 
BrussELs— La Petite Gironde (MD&ED)........... French 200,000 All classes. 
Le Courrier de la Bourse BovuLoGne-Sur-MEr— 
et de la Banque (ED).............. French 60,000 Fin. and Comm. Le Telegramme (MD).................. French 25,000 All classes. 
La Derniere Heure (MD&ED)...........|French 191,104 All classes. Brest— . 
L’Echo de la Bourse (ED).............- French 40,000 Fin. & Comm. La Depeche de Brest et de l’Quest (E)....|French 40,000 All classes. 
Het Laatste Nieuws (M&ED)........... Flemish 112,502 Separationists. CaEnN— 
La Libre Belgique (MD&ED)........... French 121,000 All classes. Le Bonhomme Normand (W)............ French 39,800 General public. 
La Nation Belge (MD&ED)............- French 175,000 All classes. CHAREVILLE— 
le Peuple (MDIEED). .6 oc ccccccasses French 46,000 Working classes. Le Petit Ardennais (MD)............... French 30,000 General. 
) BOOGIE CHARIS) «600 Sab eco tice stence French 80,000 All classes. CuAauMoNT— 
PRO (NEI ascssicevevewesece nine French 235,000 All classes. Le Petit Haut-Marnois (MD)........... French 42,000 General. 
) CHARLEROI— CLERMONT-F ERRAND— 
Gazette de Charleroi (ED).............. French 46,000 All classes. Le Moniteur du Puy du Dome (MD)..... French 50,000 All classes. 
) Journal de Charleroi (ED).............. French 45,000 All classes L’Avenir du Plateau Central (MD)...... French 50,000 Upper classes. 
) Liege— GrENOBLE— 
Le” |) | re eee French 34,000 All classes. Le Petit Dauphinois (MD).............. French 150,000 All classes. 
La Gazette de Liege (MD).............. French 45,000 Catholics. Havre— 
) oS ae ers French 40,000 All classes. Havre-Eclatr (MED)... «<<. ccc ccccacccess French 37,000 Public in general 
Pa 2 ee arc ne French 30,000 Socialists. Litte— 
) La Depeche et le Nouvelliste (MD&ED). .|French 75,000 Conservatives. 
BULGARIA L’Echo du Nord & le Grand Echo 
’ Sorra— (HERMON dcccrewncienavecs ...|French 120,000 All classes. 
) Outro (MD-er MON). cic cece cc cccs nes Bulgarian 52,000 General. Le Progres du Nord (MD)........ ...|French 25,000 Radical party. 
Le Reveil du Nord (MD)............... French 175,000 All classes. 
) CZECHOSLOVAKIA Limoces— 
Brno(Bruen)— Courrier du Centre (MD)............... French 75,000 Conservatives. 
Lidove Noviny (MD&ED).............- Czech 100,000 Working classes. Lron— 
) Moravske Noviny (MD)...............- Czech 85,000 All classes. Le Nouveau Journal (MD).............. French 40,000 Mfgrs. Govt. Offi. 
PUWAVOLY COD OW ick oie scailenccs eyes Czech 30,000 Agrarians. Le Nouvelliste (MED)... ccc cc ccccvess French 225,000 Middle classes. 
) MONAVERY SIVOICNEDD) «oso c ieee ce cecens Czech 30,000 Socialists. Le Progres de Lyon (MD).............. French 220,000 All classes. 
Morgenpost (MD-exMON)........0<0060%5% German 26,000 All classes. MarsEILLES— 
7 Narodni Noviny (MD).............+++- Czech 15,000 D. |Indus., General. BARR he ot eer French 25,000 Bourgeois. 
) MME AR OVE soc cco tice as aoec aww sers Czech 25,000 Agrarians. Le Petit Marseillais (MD).............. French 380,000 Middle classes. 
BUURRMEA CRMBN as oi cress aids awh a: oiactvces Czech 30,000 Agrarians. Le Petit Provencal (MD&ED)........... French 220,000 Lower Mids class. 
) Opava (Troppau)— Le Radical de Marseille (MD&W).......)French 50,000 Lower classes. 
Deutsche Woche (W).........ceeeeceees German 31,000 All classes. Le Soleil de Marseille (MD&ED)........ French 30,000 Bourgeois. 
Mor. Ostrave— MausBeuGe— 
) Morgenzeitung und Handelsblatt (MD)...|German 28,000 D. Ye ) nn ee ee French 25,000 All classes. 
32,000 S. |General classes. Mu.LuousE— 
) Pitsen (Plzon)— Mulhauser Tageblatt (MD-exSun)....... German 38,000 General-Urban. 
Rotky Donik (NED) ccc woccessccnccs cone Czech 19,000 D. Nancy— 
) 7 Czech 29,000 S. |Middle classes. Da Crete de PRG CW iain x ice cincece ces French 40,000 General classes. 
) Nova Doba (ED) oc cciccc cccccsccoseees Czech 25,000 D. D’Eclair de PEst (MD&ED)........... French 60,000 General. 
30,000 S. |All classes. L’Est Republicain (MD&ED)........... French 120,000 All classes. 
2 Pracu E— Impartial de ’Est (MD&ED)........... French 50,000 General. 
a Ee ere eee: Czech 50,000 Agrarians. NAnTES— 
Cesko Slovo (MD-exMON*)...........- Czech 36,000 General classes. Rib PROS CONE os cx ceiedediclun aon French 102,000 All classes. 
4 utsche Zeitung Bohemia (MD)........ German 30,000 Middle classes. Ee PPM MMBIN os so 6 cc a ceweccweeees French 60,000 All classes. 
1112 | Ra a Ra i i ei Czech 54,000 Catholics. EM GINO EUR asd clakendenaaninateeter French 40,000 Farmers. 
0 lidovo Noviny (MD).............006++ Czech 25,000 D. Nice— 
5 : 28,000 S. |Catholics. L’Eclaireur de Nice et du Sud-Est (MD)..|French & 
Lidovy Derik: (NED) ane ccicxcsviesteceetes Czech 200,600 Agrarians. English 90,000 All classes 
) Narod NEY Ss cccwenarsisces oem ine es wae Czech 80,000 General. Le Petit Nicote (MD). c<.caiscdicccecess French 35,000 All classes 
Narodni eno |. 2 ana eee pear eprares oe” zec 65,000 General. PERPIGNAN 
0 Narodni Osvobozeni (MD).............- Czech 90,000 Intelligentsia. Independent des Pyrenees-Orientales (MD)|French 35,000 Middle classes. 
Narodni Politika (MD-exMON)......... Czech 145,000 D. RENNES 
‘ Wo 2) eee 335,000 S. |All classes. Le Nouwelate CMD)... 6c. esc cccccckes French 50,000 Wealthy classes. 
0 Neue Morgenpost (MD-exMon)......... 25,0u0 Business & trade. KiQuset Retaie CRED 32.2 ccc cedsccccens French 150,000 All classes. 
Loc TS] Gy Sa ai are 76,000 Sportsmen. Rousarx 
0 Prager Prease: (MIDOED) . 5 ics esices ce 30,000 Commercial. Journal de Roubaix (MD).............. French 70,000 All classes. 
tager Tagblatt (D-exMON)............ 46,0C0 D. RoveNn 
=" Vecer (ED) pry S. — classes. — de Rowse (BED). ...2<c2c.sc00: French 70,000 General public 
BN Na arelarr ein ected nna o ene acae dee i classes. AARBRUCKEN 
Vecerni Ceske Slovo (ED-exSun).... 208,000 All classes. Landes Zeitung (MD).................. German 70,000 General public. 
BEROP (DY) noch ocr sens deen 70,000 Agrarians. Saarbrucker Zeitung (MD).............. German 80,000 General public. 
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Holland Offers Tremendous Opportunities 
—But only if properly covered! 


URING 1927 the imports in Holland 
amounted to Fl. 2,548,913,086 —a tre- 
mendous figure— representing a tremendous | 


opportunity for wide-awake Export firms. 


The buying power and desire is there— 
advertising mediums that adequately and 
economically cover the country are available 
—profits are awaiting manufacturers of good 
products. 


There is only one way to acquaint the Dutch 
people with your merchandise and that is 
through newspaper advertising. But here one 
must use common sense! 


There are four well-known ‘“‘quality’’ news- 
. q y . 
apers in Holland. The class and buyin 
pap : ying 
power of their subscribers is the same— Jdu+¢ 
note their circulations! 


De Telegraaf 112,000 copies - - controlled by A. B. C. 
“B”  -  - 40,000 copies, not controlled by A. B. C. 
ne 30,000 ‘6 “6 rT: oc <6 «(ce ee 
wes sh - 20,000 “é 66 “< 66 66 6K OE 


These figures show plainly why it pays to run as much 
advertising in “‘De Telegraaf” as in the other three 
papers combined. Several prominent American manu- 
facturers have proved this fact to their own satisfaction 
—and profit. (Names on request.) 


112,000 “QUALITY” CIRCULATION (Certified) 
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O interest the middle and lower classes 

especially, experienced Export men a/- 
ways include “De Courant—Het Nieuws van 
den Dag” in their advertising plans. 


This powerful paper has the astounding cir- 
culation of 243,501 copies! It goes into every 
town and hamlet throughout Holland. Its 
coverage and influence are amazing! 


Low priced motor cars, motorcycles, fountain 
pens, toilet and household goods, rubber 
tires, footwear and sundries, typewriters, cig- 
arettes, etc. readily find a market through 
the pages of ““‘De Courant—Het Nieuws van 
den Dag.” 


A Free Survey 
for Your Own Product! 


We will gladly make a survey of the Dutch market 
for your own product, without the slightest obligation 
to you. Complete reports and up-to-date information 
also always avatlable free. 


For “De Telegraaf” and “De Courant— Het Nieuws 
van den Dag” (published by the same owners) 


G. J. M. SIMONS 


Sole American Representative 
44 Beaver Street . ; ; New York, N. Y. 


In England: H. GUY RAWLINS 
7 King’s Road .  . _ Richmond, London, S.W. 


' Dre (QURANT 
Het Nieuws van den Dag 
- 243,501 MIDDLE CLASS CIRCULATION 
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Principal Foreign Newspapers— Continued 


Newspapers in Europe—Continued 


City and Name of Paper Language | Circulation | Reader Influence City and Name of Paper Language | Circulation | Reader Influence 
FRANCE—Cont’d NORWAY 
Saint EtreNNE 
La Loire Republicaine (ED)............. French 35,000 All classes. Bercen— 
Le ge cma de la Loire et de la Haute Bergens Tidende (ED)..............++2: Norwegian 25,500 Middle classes. 
COONEY 5 ose wu wiewe ui ore ee French 60,000 Better classes. Osto— 
La Taktns "LL ERP er ype eee pment © French 150,000 Working classes. Dagoladet (MD-BD) 5 65560 65s:i0sis0vees Norwegian 39,000 Middle classes. 
STRASBOURG Oslo Nyheds-og Avertissements-Blad (MD)|Norwegian 50,000 All classes. 
— Nouvelles de Strasbourg (MD)./|Fr. & Ger. 97,000 All classes. Tidens Tegn (MD-exSun)............... Norwegian ,000 Middle classes. 
‘OULON 
PER NED ois. 55s 00s de Ou oo be eee French 60,000 Middle classes. POLAND 
TouLouse— Cracow— 
SIP MMNNDD 6 55 i.5.0vc0 65:50:08 Sccn oe French 300,000 All classes. Illustrowany Kurjer Codzienny (MD)... .|Polish 100,000 General classes. 
L’Express du Midi (MD)............... French 80,000 Middle classes. Grupziapz— 
Gazeta Grudzindzka (TriW)............. Polish 60,000 Country people. 
FREE CITY OF DANZIG KatowicE— 
Free City or Danzic Kattewitzer Zeitung (MD).............. German 25,000 German pop. 
The Danziger Neueste Nachrichten (ED) .|German 50,000 Educated classes. PosEn— 
Przewednik Katolicki (W).............. Polish 155,000 Country people. 
GERMANY (See German Section) = Poznanski (MD&ED)............ Polish ,000 General. 
ARSAW— 
GREECE Express Poranny (MD)... Polish 45,000 General classes. 
ATHENS— Gazeta Swiateczna (W)... ...|Polish 25,000 Country pop. 
Eleftheron Vima (MD) (Free Tribune)..... Greek 42,000 Al! classes. pear | UE ES) ee ee re Yiddish 25,000 Orthodox Jewish. 
Kurjer Czerwony ened a Secure aparee ‘olis ,000 General. 
HUNGARY Kurser Poranny (NAO) ve siccasicccccsecs.ans Polish ,000 General. 
BupapestT— Kurjer Warszawski (MD&ED) Ra Acueniee Polish 25,000MD|General. 
So | eae ee Hungarian | 160,000 All classes. 40,000 E 
Budapesti Hirlap (D-exMon)............ Hungarian ,000 Intellectuals. 50,000 S. 
ee ET a ee Hungarian 27,000 Hebrews. Nase: Przegiad (MD) avis case iceise deena Polish 25,000 Jewish pop. 
Friss Ujsag (MD-exMon)............... Hungarian 80,000 ab. & Mid. cl 
co BESS | en ee Hungarian 50,000 All classes. PORTUGAL 
LisBon— 
insite ITALY Diaro de Noticias (D).............+.... Port. 25,000 All. 
Il needa di Brescia (MD-exMon)........!Italian 50,000 Political. O Seculo (D).........020eeseeerererees Port. 100,000 am. 
REM I 
Il — Fascista (MD-exSun)......... Italian 60,000 Political. mm 
Lie > . 
Il Cittadino (MD)..............0.0000. Italian 30,000 [Low cl. of readers. Fm WMD Re RR CELE EATS cam ee 
Giornale di Genova (MD)............... Italian 80,000 General classes. Dimineata (MD)......................|Rumanian | 100,000 Aliiclaeacs, 
Il — Ot Italian 80,000 Very good class. Lupta DOLE ELE Rumanian | 30,000 All classes. 
ERR — 7 ; Neamul Evreote (W))...«..00560.05oscice ces Rumanian | 35,000 ewish pop. 
Gazzetta Livornese (ED)............... Italian 30,000 All classes. PORES EAERNNUL (Wie ore 6's i0:¥ 8-68 o:0 0-0 v8 Rumanian | 50,000 Kowal population. 
Il etal ae ea Italian 30,000 _jAlll classes. REA TR AE Rumanian | 25,000 _|Sport, theat., ete. 
Corriere Della Sera (MD)............... Italian 500,C00 All classes. ae een pee Me (W) j ‘ sf f ieee : ae i a ry Che 
Comere dei Piccoli (W).. 2.0... si sesccs.s Italian 500,000 Children. Vestitorul (M) ‘ Romanian i AMT clngees. 
Domenica del Corriere (W).............. Italian ,000,000 All classes. nV i 
* Il Popolo D’Italia ‘oy ee rere) Italian 0,000 Political-all cl. Unser Zeit (MD) : Hebrew 30,000 Trades’n, Mer. 
Ii Secolo, La Sera (ED)...............-. Italian 000 All classes. cee. °6~=~C~<CS<S;7<S; SE : ‘ 
Il = Raya aE RGR Italian 80,000 Trade classes. IES citer outer eee Hungarian | 40,000 All classes. 
APLES— 
BU ASIGENO (WID-OXS) joo 6.6.55 0 sei cevesins Italian 25,000 General. SPAIN 
SL DAACHNG (MID-CES) 020.0020 00s00 eves Italian 75,000 General. BaRcetona— 
1 Mattino Illustrata (E)................ Italian 100,000 General. mee ED Dia MGratico (NAD) oic6.5 6.0.0 «:<.¢.5:2:n:mjo'eiaieve Spanish 65,000 General public. 
Il Mezzogiorno (MD-exM).............. Italian 000 General, Fascisti. ReMANO asthe sci eiais 9/5 6 06 bisa ee a Spanish 50,000 Laborers. 
Roma, (ED-exS) (4 — iheiwiesigniasioiee Italian 50,000 General public. Mundo Deportivo (W).............-- Spanish 45,000 Sport lovers. 
Roma della Domenca (W)...........--. Italian 56,000 eneral. EI Noticiero Universal (ED)............ Spanish 50,000 General public. 
= gli Sports (W).......-- ++ se eeee ees Italian ,000 Gen, & Sports. PBR GECIRE CIID) :c.c5:6:5:0:0:05 0.0100 a50c0nrecnied Spanish 65,000 General public. 
dasrant eee : La Vanguatdia (MD) .0<.350:00005 0000004 Spanish 120,000 General public. 
Khornale Gb Riciia (8)... on cdssece seed Italian 70,000 All. i lic. 
Giornale L’Ora (MD&ED)..| ee 25000 ‘All, 9g" occas (MDRED))..... cc6cs Catalan ,000 General pub 
nie snes So hs . 
Il Giornale d'Italia (ED)................ Italian 200,000 General. a + enepccad cncsidammaniaianienen names — ole 
Il Messaggero (MD)...........-.- +++: Italian 300,000 |General. ABC OtD-illes).........0.20000008 Spanish 120,000 _ [Better classes. 
JE ESS OO CO eer Italian 100,000 All social classes. El Debate (MD-exMon)................ Spanish 60,000 General-religious. 
I! Popolodi a SRRED) Siw sicsswenas olen Italian 150,000 All social classes. El Liberal (MD-exMon)..............-. Spanish 35,000 General-popular. 
i) Tevere (ED)............ Se Italian 100,000 All social classes, El Sol (MD-exMon)............-.....-. Spanish 25°000 Better classes. 
La Gazzetta ‘aio a 5: 2) re Italian 50,000 Social classes. La Libertad (MD-exM)...............-. Spanish 60,000 General. 
ene PRN o oss buses Italian 175,000 All social classes. La Nacion (ED-exS)...... eae eee Spanish 25,000 General. 
RIESTE— PENG os ie occa Sus ora ees i al. 
1 Piccolo (MD) io eeoseesseeins Italian 120,000 |All clases. ae eh laa — | a 
iccolo Vella pera (ED). ....... 2 eee tahan , classes. i cL . | ——— ae i sses. 
II Popolo di Trieste (MD).---.. 2.00.0. Italian 35,000 —_|Indus., Mer. "+o gpaaamal mal pee — pee 
salt EDERAL CIVEDIECEAD) si: 650.5:: 65:0.0:0 sis 01030 015 i .» Gen. pub. 
La Gazzeta del Popolo (MD&ED)....... Italian 200,000 D. |All classes. ee oe pie agin wandeuaaied 
: 250,000 S. SWEDEN 
nag oa (ULE UE) eee Italian 250,000 All classes. GotTEsorcs— 
ENICE— ‘. ree 
Gazetta di Venezia (MD-exMon)........ Italian 50,000 General classes. a. mene mented .. [Swedish 41.000 All classes. 
Il Gazzettino (MD-exMon)............. Italian 140,000 Laboring classes. Matuo— : 4 
LATVIA RE TOI ois hoa ioe dno Na seaucewd Swedish 30,000 Laboring classes. 
Lisau— — APABDIRGCE MED) 5.6... ios sce ainese Swedish 46,452 Middle classes. 
° y e HOLM— 
Jaunakas Sinas (ED)................... Lettish 100,000 All cls. of Letts. Piet oe ge” rr Swedish 000 or 
NETHERLANDS Dagens Nyheter (MD)................. Swedish 115,000 All classes. 
AmMsTERDAM— Lantmannabladet (W)......... . .|Swedish 78,195 Farmers. 
De Courant-Het Nieuws (ED-exSun)..... Dutch 220,000 Middle classes. Stockholms-Tidningen (MD) Swedish 117,932 All classes. 
Van Den Dag (ED-exS) Svenska Dagbladet (MD). .............. Swedish 95,000 
De Telegraaf (MD-exM) (ED-exSun). ...|Dutch 110,000 Mid. & Better cl. 
Nieuwe Amsterdamsche (MD-exM) Cou- SWITZERLAND 
rant Algemeen Handelsblad (EDexS).|Dutch 53,000 High. & Mid. cl. EVA 
Tue Hacue— Sy | nea an French 30,000 Middle classes. 
Haagsche Courant (ED)................ Dutch 50,000 All classes. Tribune de Geneve (MD)..............- French ,000 All classes. 
ee a |) Dutch 52,000 Wealthy classes. LausaANNE— 
LeIDEN— Feuille D’Avis de Lausanne (MD-exSun) |French 42,000 Popular classes. 
Het Rijk der Vrouw (W)................ Dutch 45,000 Women of all cl. 
’s-HERTOGENBOSCH— YUGOSLAVIA 
Weckblad van den Noord-Brabantsch BELGRADE— 
Christelijken Boerenbond (W)....... Dutch 30,000 Farmers. RETO MINN 20 a. 6:0 evo ooo se preven Ken ere ww Serbian 48,000 General. 
RotrerDAM— PO I) ko 66 Few ad rae Serbian 62,000 Genera! class. 
Daglad van Rotterdam (ED)............ Dutch 35,000 Middle classes. LyuBLJANA— 
Nieuwe Rotterdamsche Courant PEO REI 6s.s \ crs onved oem ee Slovenian 30,000 All classes. 
(MD-exMon) (ED-exSun).......... Dutch 55,000 Better classes. ZAGREB— 
Rotterdamsche Nieuwsblad (ED-exS)... .|Dutch 103,000 Middle classes. Jutranji List “0 Ve Dw airoranin ees Beers Croatian 40,000 All classes. 
Vonrwraarts CD00) o.aa oss ok 0.65 ones vn Dutch 30,000 Organized Labor. PURDON 6 odes xrecarsaseeceeeaswekies Croatian 35, ‘000 All classes. 
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Principal Foreign N ewspapers— Continued 


Newspapers in Asia 


Newspapers in Latin America 


City and Name of Paper Language | Circulation | Reader Influence City and Name of Paper Language | Circulation | Reader Influence 
INDIA AND BURMA ARGENTINA 
CaLcuTTa— Buenos Arres— 
Amrita Bazar Patrika (MD-exM)........ English 25,000 Eng. speaking | a Prere rer reer ere Spanish 262,664 D. |All classes. 
Indians. Spanish 364,795 S. 
Ananda Bazar Patrika aaa Be ears Bengalee 40,000 Bengali speaking RNC EN ais h bac s cade Geadn enews Spanish 150,000 Better classes. 
orig wake e ae 30,000 Indians. CorvoBa— 
Wiseareta th GHEE a6 dcsca ven Gon waldindeeu dba Bengalee 25,000 Bengalee mer. a WEMONIRIN a. krocendauene vcewsnotte Spanish 22,000 D. |General. 
WME iiscxs ca Siminddeecaans ,000 . Spanish 30,000 S. 
The Vishwamitra Karyalaya (MD).......|Hindu- Hindu-speaking BRAZIL 
stani 30,000 Indians, Mer. cl. Rio DE JANIERO— 
JAPAN Correio da Manha (MD)................ Port 50,000 Better classes. 

Fuxvoxa— Je OE), 2 rere ran Port 35,000 All classes. 
Fukuoka Nichi Nichi Shimbun (MD-ED) |Japanese 250,000 Better classes. up SS ee ae ee an Port 48,000 Better classes. 

KanosHIMA— Jornal do Bree RR iicxk Fhe ss Hee eeRS Port 50,000 All classes. 
Kagoshima Shimbun (MD)............. Japanese 40,000 General-Local. PY OSS, SE rene Port 75,000 All classes. 

Kose— PN GUNEIER Sc oa ccaddsncdanciedwed Port 85,000 All classes. 
Ehime Shimpo (MD-ED)............... Japanese 43,500 All classes. Pe I I ok. os ic 6k os heryw ne eraa aks Port 32,000 Middle classes. 
Kobe Nichi Nichi Shimbun (ED)........ Japanese 45,000 All classes. Pr VORGOEIGS CBO) eons icc cc ce ccccaceet Port 32,000 Middle classes. 
Kobe Yushin Nippo (MD).............. Japanese 190,000 All classes. Sao Pauto— 

Kure— Correio Paulistano (MD)............... Port 25,000 Political. 

Kure Nichi Nichi Shimbun (MD)........ Japanese 50,000 All classes. O Estado de Sao Paulo (MD)........... Port. Gee Wisasceosacura es 

NaGAsaAkKI— i, errr Italian 35,000 Ital. colony. 
Negueal E Nichi Nichi Shimbun ornal de Commercio (MD)............. Port 35,000 General. 

(M RMON ican ccs Caceees Japanese 30,000 All classes. PON CURING wresac vid dexcounnaneds Italian 50,000 Italian colony. 
Nagasaki ‘Shimbon (MD&ED)...........| Japanese 25,000 General-Local. 

Nacor— CHILE 
Nagoy Shimbun (MD&ED)............. Japanese 250,000 General. ConcEePcion— 

Shin Alchi CHRDIIEED) « . vcccccccccwccens Japanese 250,000 General. Pan ee CUS arg and kcc Beninecwnss coer Spanish 25,000 General. 

Osaka— SanTIAGo— 

Osaka Asahi Shimbun (MD)............ Japanese {1,300,000 All classes. El] Mercurio (MD).............-.cec0e- Spanish 42,000 All classes. 
The Osaka Mainichi (MD&ED)......... Japanese 1,200,000 All classes. Bil SWORN CMREDN oa. d. cos ee nnenccinwecede Spanish 42,000 All classes. 
The Osaka Mainichi & Tokyo Nichinichi VALPARAISO— 
(English — hayek ccaranendennds English 25,000 For. in Japan. El Mereurio (MD). ........- 0c. ccecscces Spanish 30,000 General public. 

SHIMONOSE RAN RIM ONORDNS d dacecs covscacsadcnuen Spanish 34,000 General public. 
Kanmon Nichi Nichi Shimbun (MD-ED). | Japanese 43,000 Better cl., Gen. 

TokusHIMA— PERU 
Tokushima Nichinichi Shimbun (MD-ED) | Japanese 45,500 All classes. Lima— 

Toxyo— ii CONE CU EIE iae v a Cad enxecacewnee Spanish 30,000 General. 

Chugai Shogyo Shimpo(MD&ED)....... Japanese 10,000 Com. circles. La Prensa (MDSED) Wedusahexncwonsend Spanish 25,000 General. 

Hochi Shimbun ( (1) RES ore Japanese 500,000 General. 

Jiji Shimpo(M DAE). 6c. cccccccesese Japanese 300,000 High classes. URUGUAY 

Kokumin Shimbun(MD&ED)........... Japanese 150,000 General. ow ETDAED 

Miyako Shimbun(MD)...............2. Japanese 150,000 Lower classes. tM PM) 1 a a ee Spanish 50,000 All classes. 
Tokyo Asahi Shimbun (MD&ED)........ Japanese ,000 Middle class. Diario del Plata Qitb.erMON) De wawnwatd Spanish 25,000 Better classes. 
Tokyo Nichi Nichi Shimbun (MD&ED)...| Japanese 500,000 General. pf eee ee re Spanish 31,091 General public. 
Yorozu Choho (MD&ED).............. Japanese ,000 General. ME EE CMEIN TE ca va Cha cwteuanccccaceeed Spanish ,000 Opp. & Country. 

YoxoHAMA— ape Spanish 28,000 General. 

Yokohama Boeka Shimpo (Yokohama La Tribuna Popular (MD).............. Spanish ,000 All classes. 
Trade News) (MD). .........cesee- Japanese 165,000 General. ° 
Yokohama Maicho Shimpo (Yokohama MEXICO 
Daily News) (RED) i.cccccccescccces Japanese 40,000 General. UADALAJARA— 
El “nformador eer res Spanish 27,500 Best classes. 
CHINA Mexico Ciry— 

DalrEN Leg ge 0, eee ere Sp. & Eng. 40,000 Mex. & Foreign. 
Dairen Shimbun (MD&ED)............. Japanese 41, Japanese. Se rere Spanish 45,000 Mex. & Foreign. 
— in Shimbu (MD&ED) os pe |e soma 

yoto Shimpo eer apanese ‘ apanese. . . 

SHANGHAT— Newspapers in West Indies 
The Ching Times COED) oo oc cceciicceecs Chinese 85,000 Business men. 

Esteem "TiO (HOE) oc ovis cc csssccescns Chinese 35,000 Educated classes. 
"ENG SOUS POG COE 6 ccc ccccccsccnesece Chinese 90,000 Chinese mer. CUBA 
OA OS 2 err Chinese 120,000 All classes. Havana— 
N 2 h A } d Diario de la Marina (MD).............. ee Hey 3 ‘ ; 
panis A . |General. 
ewspapers In the ntipo es Herald de Cuba (MD).................. Spanish 45,000 Com. & Political. 
ee 4 raaeha hae Siviesosundedwadetuds a yn ae 
OS, Se oleae panis J eneral. 

————e- BUR UMEMccddcccncserwnccesanacdes Spanish 37,500 General. 
The Advertiser (MD)..............065. English 87,050 |All classes. La Prensa (ED)...........-.2.-++0+0+5 Spanish 25,000 |General. 
The Mail (W) iG eee eo English 4 All classes. MTR Ra Ok daa da suvedcasvecsens Spanish 27,000 General. 

“bn Se ereereee nglis q classes. 

Ad pes a E q KinGsTon nen 

WIN GI IUO CNR s 6 os oes: cok eeds teeathe c 
The Age (MD) oe BE RPE GOE sake Ereleh 115/000 Madle oo” The Daily Gleaner (D-exS)............-- English 25,000__/Alll classes. 

a po = ag Pesca ce ee! — geil rr yem classes. 

e Australasian Deets cevananeuwemnd nglis i classes. 2 : 

The Australian (M)...........csecceees English { All classes. Newspapers in Africa 

WERE CN 2. 56s. 0:c/oe wee o renee English 181,750 All classes. 

Morning Post (MEDD). .......0..0ccccessees English 45, Country People. 

Sporting Globe (SW)............0e0000: English 54, Sporting classes. ALGIERS 

Sait PICHOPAN CNEED). occa cc cscescaeecus English 128,521 All classes. ALGERIA— 

WEGEIY FUR OW ho cccccccccevecceeaaeus English 40, Mostly farmers. LaDepeche Algerienee (MD)............ French 105,000 All classes. 

NEwcasTLE— Lik eno EV Alges (NED) occ cccccccssccesns French 80,000 All classes. 
Newcastle Morning Herald (MD)........ English 25,000 General. Oran— 

SypNEY— eee OF CN CI oie devi ceeenceseeeae French 60,000 All classes. 
Bove: Weebly CW). <.cesccccwercccnccecs English 33,000 Youth. 

Bulletin (Illustrated ” spateaspcion (W)..... English 30,000 General! classes. EGYPT 
Daily Guardian (MD)................-- English 148,366 eneral. Carro— 
Daily Sun (ED) “i DEA ee English 188,432 D. |General. Fab Pe Coo o6 v5s dhe cada aeuewed Arabic 25,000 All classes. 
RST OI CUE ss ore kad sca ce owes cers English 254,047 S PP RIE ae dias cikiaxe eexkexans Arabic 35,000 “very class. 
Daily Telegraph A Aare vieattelewe Mae eae English 80,000 Mid. cl. & Coun. PA PRN ON kk 4h ccuscoedacaed wus Arabic 35,000 All cl. of Egyp’ns 
vening io) rn ne English 140,000 General. PAG Ce wer ere Arabic SRM « Wsccauacateoukace 
Smith’s Weekly (W)............-..e0eee English 190,000 General. Al Lataif Al Musawara (W)............. Arabic 32,000 All classes. 
Sunday News (W)......ccccccccscccces English 100,000 General. HA DIE 0 Ino <n 0's ci ccadescbsatecuc Arabic 30,000 Popular. 
MUNDAY Pies OW )cn cos casccscecescoces English ,000 General. Ve. Re ee eee ere Arabic 30,000 All classes. 
Sydney Man CW) x cocvc coe cccccescodeee English 50,000 Gen. Pastoral & 
Ranches. TUNIS 
Sydney Morning Herald (MD).......... English 135,000 General Com. Tunis1a— 
TRRUAE OW ac pot a urea crcle trie dane eal English 172,451 Mixed classes. La Depeche Tunisienne (MD)............ French 30,000 All classes. 
Women’s Mirror (W).........0.00eee0e% English 117,000 General-Women. 
WOOP INGWEOUD Ys cc acids xoekacroeten English 110,000 All classes. UNION OF SOUTH AFRICA 
Care Town— 
NEW ZEALAND De) |) Sree Afrikaans 23,500 Afrikaans speak- 

AuckLanp— Caw) CCntey Bate)... ccc che cccceces 30,000 irg pop., espe- 
The Auckland Weekly News (W)........ English 50,000 General public. cially agricul- 
The Auckland Star (ED-exS)............ English 50,000 General public. turists. 

The New Zealand Herald (MD-exS)...... English 50,000 General public. 
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Foreign Trade Definitions 


(as Issued by the National Foreign Trade Council) 


T is strongly recommended to manufacturers 
and exporters that wherever abbreviated forms 
of export quotations are employed, the forms 
herein defined be used, as far as possible, to 

the exclusion of other forms. 

1. When the price quoted applies only at inland 
shipping point and the seller merely undertakes to 
load the goods on or in cars or lighters furnished by 
the railroad company serving the industry, or most 
conveniently located to the industry, without other 
designation as to routing, the proper term is: 


“F. O. B. (named point)”—Under the quotation: 

A. Seller must: (1) place goods on or in cars or 
lighters; (2) secure railroad bill of lading; (3) be 
responsible for loss and/or damage until goods have 
been placed in or on cars or lighters at forwarding 
point, and clean bill of lading has been furnished by 
the railroad company. 

B. Buyer must: (1) be responsible for loss and/ 
or damage incurred thereafter; (2) pay all transpor- 
tation charges including taxes, if any; (3) handle 
all subsequent movement of the goods. 

2. When the seller quotes a price including trans- 
portation charges to the port of exportation with- 
out assuming responsibility for the goods after 
obtaining a clean bill of lading at the point of origin, 
the proper term is: 


“F. O. B. (named point) Freight Prepaid to 
(named point on the seaboard)”—Under this quo- 
tation : 

A. Seller must: (1) place goods on or in cars or 
lighters; (2) secure railroad bill of lading; (3) pay 
freight to named port; (4) be responsible for loss 
and/or damage until goods have been placed in or 
on cars or lighters at forwarding point, and clean 
bill of lading has been furnished by the railroad 
company. 

B. Buyer must: (1) be responsible for loss and/ 
or damage incurred thereafter; (2) handle all subse- 
quent movement of the goods; (3) unload goods 
from cars; (4) transport goods to vessels; (5) pay 
all demurrage and/or storage charges; (6) arrange 
for storage in warehouse or on wharf where neces- 
sary. 

3. Where the seller wishes to quote a price, from 
which the buyer may deduct the cost of transporta- 
tion to a given point on the seaboard, without the 
seller assuming responsibility for the goods after 
obtaining a clean bill of lading at point of origin, 
the proper term is: 


“F. O. °B. (named point) Freight Allowed to 

(named point on the seaboard)”—Under this quo- 
tation: 
_A. Seller must: (1) place goods on or in cars or 
lighters; (2) secure railroad bill of lading; (3) be 
responsible for loss and/or damage until goods have 
been placed in or on cars or lighters at forwarding 
point, and clean bill of lading has been furnished 
by the railroad company. 

B. Buyer must: (1) be responsible for loss and/ 
or damage incurred thereafter; (2) pay all transpor- 
tation charges (buyer is then entitled to deduct from 


the amount of the invoice the freight paid from pri- 
mary point to named port); (3) handle all subse- 
quent movement of the goods; (4) unload goods 
from cars; (5) transport goods to vessel; (6) pay all 
demurrage and/or storage charges; (7) arrange for 
storage in warehouse or on wharf where necessary. 

4. The seller may desire to quote a price covering 
the transportation of the goods to seaboard, assum- 
ing responsibility for loss and/or damage up to that 
point. In this case, the proper term is: 


“F. O. B. Cars (named point on seaboard)”— 
Under this quotation: 

A. Seller must: (1) place goods on or in cars; 
(2) secure railroad bill of lading; (3) pay all freight 
charges from forwarding point to port on seaboard ; 
(4) be responsible for loss and/or damage until 
goods have arrived in or on cars at the named port. 

B. Buyer must: (1) be responsible for loss and/ 
or damage incurred thereafter; (2) unload goods 
from cars; (3) handle all subsequent movement of 
the goods; (4) transport goods to vessel; (5) pay 
all demurrage and/or storage charges; (6) arrange 
for storage in warehouse or on wharf where neces- 
sary. 

5. It may be that the goods, on which a price is 
quoted covering the transportation of the goods to 
the seaboard, constitute less than a carload lot. In 
this case the proper term is: 


“F. O. B. Cars (named port) L. C. L.”—Under 
this quotation: 

A. Seller must: (1) deliver goods to the initial 
carrier; (2) secure railroad bill of lading; (3) pay 
all freight charges from forwarding point to port on 
seaboard ; (4) be responsible for loss and/or damage 
until goods have arrived on cars at the named port. 

B. Buyer must: (1) be responsible for loss and/ 
or damage incurred thereafter; (2) handle all subse- 
quent movement of the goods; (3) accept goods 
from the carrier; (4) transport goods to vessel; (5) 
pay all storage charges; (6) arrange for storage in 
warehouse or on wharf where necessary. 

6. Seller may quote a price which will include 
the expense of transportation of the goods by rail 
to the seaboard, including lighterage. In this case, 
the proper term is: 


“F. O. B. Cars (named port) Lighterage Free” 
—Under this quotation: 

A. Seller must: (1) place goods on or in cars; (2) 
secure railroad bill of lading; (3) pay all transpor- 
tation charges to, including lighterage at, the port 
named; (4) be responsible for loss and/or damage 
until goods have arrived on cars at the named port. 

B. Buyer must: (1) be responsible for loss and/or 
damage incurred thereafter; (2) handle all subse- 
quent movement of the goods; (3) take out the 
insurance necessary to the safety of the goods after 
arrival on the cars; (4) pay the cost of hoisting 
goods into vessel where weight of goods is too great 
for ship’s tackle; (5) pay all demurrage and other 
charges, except lighterage charges. 

7. The seller may desire to quote a price covering 
delivery of the goods alongside overseas vessel and 
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within reach of its loading tackle. In this case, the 
proper term is: 


“F. A. S. Vessel (named port)”—Under this quo- 
tation: 

A. Seller must: (1) transport goods to seaboard; 
(2) store goods in warehouse or on wharf if neces- 
sary; unless buyer’s obligation includes provision 
of shipping facilities; (3) place goods alongside 
vessel either in a lighter or on the wharf; (4) pro- 
vide the usual dock or ship’s receipt; (5) be respon- 
sible for loss and/or damage until goods have been 
delivered alongside the ship or on wharf. 

B. Buyer must: (1) be responsible for loss and/or 
damage thereafter, and for insurance; (2) handle all 
subsequent movement of the goods; (3) pay cost of 
hoisting goods into vessel where weight of goods 
is too great for ship’s tackle. 

8. The seller may desire to quote a price covering 
all expenses up to and including delivery of the 
goods upon the overseas vessel at a named port. 
In this case, the proper term is: 


“F. O. B. Vessel (named port)”—Under this quo- 
tation: 

A. Seller must: (1) meet all charges incurred in 
placing goods actually on board the vessel; (2) 
provide the usual dock or ship’s receipt; (3) be 
responsible for all loss and/or damage until goods 
have been placed on board the vessel. 

B. Buyer must: (1) be responsible for loss and/or 
damage thereafter; (2) handle all subsequent move- 
ment of the goods. 

9. The seller may be ready to go farther than the 
delivery of his goods upon the overseas vessel and 
be willing to pay transportation to a foreign port of 
delivery. -In this case, the proper term is: 


“C. & F. (named foreign port)”—Under this quo- 
tation: 

A. Seller must: (1) make freight contract and 
pay transportation charges sufficient to carry goods 
to agreed destination; (2) deliver to buyer or his 
agent clean bills of lading to the agreed destination ; 
(3) be responsible for loss and/or damage until 
goods have been delivered alongside the ship and 
clean ocean bill of lading obtained (seller is not 
responsible for delivery of goods at destination). 

B. Buyer must: (1) be responsible for loss and/or 
damage thereafter and must take out all necessary 
insurance; (2) handle all subsequent movement of 
the goods; (3) take delivery and pay costs of dis- 
charge, lighterage and landing at foreign port of 
destination in accordance with bill of lading causes; 
(4) pay foreign customs duties and wharfage 
charges, if any. 

10. The seller may desire to quote a price cover- 
ing the cost of the goods, the marine insurance on 
the goods, and all transportation charges to the 


foreign point of delivery. In this case, the proper 
term is: 


“C. I. F. (named foreign port)”—Under this quo- 
tation: 

A. Seller must: (1) make freight contract to pay 
freight charges sufficient to carry goods to agreed 
destination; (2) take out and pay for necessary 
marine insurance; (3) deliver to buyer or his agent 
clean bills of lading to the agreed destination, and 
insurance policy and/or negotiable insurance certifi- 
cate; (4) be responsible for loss and/or damage until 
goods have been delivered alongside the ship, and 
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clean ocean bill of lading and insurance policy 
and/or negotiable insurance certificate have been 
delivered to the buyer or his agent. (Seller is not 
responsible for the delivery of goods at destination, 
nor for payment by the underwriters of insurance 
claims); (5) provide war risk insurance where 
necessary for buyer’s account. 


B. Buyer must: (1) be responsible for loss and/or 
damage thereafter, and must make all claims to 
which he may be entitled under the insurance 
directly on the underwriters; (2) take delivery and 
pay costs of discharge, lighterage, and landing at 
foreign port of destination in accordance with bill 
of lading clauses; (3) pay foreign customs duties 
and wharfage charges if any. 


Explanations of Abbreviations 


tN eee Free on board 
FEE 

LE ATI Cost and freight 

oT, FrcceccessesecsssntsrrrrertsneremeennOSt, insurance and freight 
| oe one Less than carload lot 


Manufacturers and exporters are urged to bear 
in mind that the confusion and controversies which 
have arisen have sprung in part from the use of an 
excessive number of abbreviated forms with sub- 
stantially similar meanings, as well as from the use 
of abbreviations in a sense different from their orig- 
inal meanings, or in an application not originally 
given them and different from the sense or appli- 
cation understood by foreign buyers. 

The Conference urges upon manufacturers and 
exporters the very great importance at all trmes of 
making their intention in whatever quotations they 
employ so thoroughly clear as to be impossible of 
misunderstanding or misinterpretation. It is much 
better to take the time and space at the outset to 
make the quotation clearly understood, than to be 
compelled in the end to go through vexatious con- 
troversy or litigation, which costs not only time 
and expense but customers as well. Misunder- 
standings can best be avoided if the seller will 
formulate a written statement of the general condi- 
tions under which his sales are to be made, and will 
see that the foreign buyer possesses these terms of 
sale when considering a quotation. The items which 
may be included in such a statement, deal with: 
delivery, delays, partial shipments, shipping instruc- 
tions, inspection, claims, damage, and payment. If 
all contingencies are thus covered by carefully con- 
sidered conditions of sale, disputes will largely be 
prevented. 

It is understood that the provision of lighterage 
covered in several of these recommendations is only 
within the usual free lighterage limits of the port, 
and that where lighterage outside such limits is re- 
quired, it is for buyer’s account. 

In order to avoid confusion in another particular, 
attention is called to the care which must be exer- 
cised in all cases in making weight quotations. The 
net ton, the gross ton and the metric ton, all differ 
in weight. Similarly there is a variation in the use 
of the term “hundredweight” to mean either 100 
pounds or 112 pounds. It is, therefore, not suff- 


cient to quote a price per “ton” or per “hundred- 
weight.” Instead the Conference recommends the 
use of the terms “ton of 2,000 Ibs.”, “ton of 2,240 
lbs.”, or “ton or 2,204 Ibs.”, etc., whichever 1s 
intended. 


Cy 
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Automotive Vehicles in the Principal Countries of the World 
Automobiles, Jan. 1, 1927 Total 
Country Ratio Motorcycles | Automobiles 
Total Passenger Motor Busses Inhabitants | Jan. 1, 1927 | Jan. 1, 1925 
Number Cars Trucks Per Vehicle | 
I rene rar ork a 27,650,267 | 23,518,928 | 3,936,965 194,374 66 | 1,726,241 | 21,455,971 
United States (continental).............. 22,137,334 | 19,293,112 2,764,222 80,000 5 134,679 | 17,740,236 
Other counttiés, total... 0.56. esscd ens 5,512,933 4,225,816 1,172,743 REE edi ss cutee aun 1,591,562 3,715,735 
MRA tes aa ier aleid fk tae aceta owauete 1,734 1,153 556 25 32 2 950 
BE soni caes gasidannsyuneete. 27°851 24'242 2,888 721 218 793 17,400 
Ar ne 1,452 700 750 2 1,463 100 650 
IG Rika ehe naka Kw eadeaineeens 222,610 205,000 16,500 1,110 45 2,971 130,000 
OS” lil Re ALOE RAREST: 365,651 304,255 60,503 893 17 70,228 198,000 
OM choka Ss Sa xs ain ete eA A 20,600 12,400 7,800 400 321 21,300 14,865 
ics sence aracvien RHA 97,270 53,270 43,000 1,000 81 30,000 92:700 
1 ET) Ieee ame treceae ire oe Pm oe centre 81,100 60,800 20,000 300 tad 1,500 41,750 
Beitioh Bast Alvies....... 6... 5c ccc cccees 7,500 5,500 (0  Saeereree: 1,300 3,500 3,064 
Deities MAUS. «<<< co nicnce vccvncavees 23/916 19,620 2'842 1,454 152 3,939 17,500 
Br itight West AMNGal.. 5c ccccdisle co eidw oa Ws 9,235 3,232 GOR Pocus d ceeBess 2,370 3,407 6,550 
ecco gice'n apnea 828,918 734,848 87,437 6,633 il 7.876 690,692 
OES ETS 21 oo. 6 SAA aecee cere eevee er 4,122 2,906 1,091 125 122 88 2,550 
BN Ss 6 5 Aw hn dx aisuenrwundinced 127135 8°599 15528 2,008 413 2,812 6,312 
SE ne eer ere ee 18,000 14,400 Ok Peres 221 150 10,000 
Nd tea ae ete stakes 18,928 16,012 1,901 1,015 23,040 1,684 10,102 
DR Sos. ho ncn ck eee eRe RA 7,916 5,425 2,310 181 854 168 3,000 
Geta ENN o oss cae siadxieeelnd ome esos 897 659 174 64 565 87 465 
Ber kee ed nies. SA ole RRR a He ee 38,038 28,303 8,682 1,053 94 244 32,000 
ee eee 27,100 20,000 6,500 600 502 18,000 12,398 
ee PC eer Te ey ree 1,574 1,076 426 72 245 664 1,771 
RRO TNIISR NEY aia oes, Oo ee cc nate bale Bees 79,687 61,813 17,024 850 43 20,000 47,352 
Dominican Republic... ....... 6.2.6.6. 2,830 2275 549 6 317 37 2,210 
PIGCCEP IC ARE EMNIGCSo <. 55 cd's a ao eraiw de ae troller 47,000 41,500 5,150 350 1,085 7,850 36,252 
es, point cuanninceusent 17,740 14342 1851 1,047 799 3,500 10,300 
Ne ee eee ae 17,738 12,094 4,207 1,437 198 4,451 5,950 
MVNO ers ace S27 acc UE coh as Hc TO eS 891,000 585,000 280,000 26,000 46 155,000 575,000 
co 8 a ere | 9,012 7,479 2 rere 2,219 1,288 5,800 
I oc assy nee aaa Wee 10,641 7,883 pl ere 397 1,010 5,600 
CRC EIIAIN UES oor recats ak asd ras nee 319,000 218,000 95,000 6,000 196 287,000 219,990 
GLECCE cn aise eth te oe a ee a 11,222 7,054 2,450 1,718 606 520 5,500 
ons th cg dan weanyutsacakatae 1.974 1.764 200 10 1,165 8 1,000 
MEAWOAN Sor ai5r- 5.0 ce earn ea wala ee em ateonls 31,135 23,562 7,403 170 11 409 22,600 
Hungary Us alas cid Nal cue See a Seas eae a 9,291 6,712 2,345 234 910 2,941 4,610 
I ask B.'s) gece hike la ow eascinak ee 81,925 66,217 13,208 2,500 3,893 13,771 55,900 
Iraq By ee re Eee ere ev 2,524 2,315 pa) J Ean ee 1,129 208 * 800 
NE IN ins ava cwducaceceneens 35,647 29,331 6,015 301 83 8,567 25,500 
Italy. ee RE CE 138,177 104,882 30,000 3,295 293 64,576 95,000 
I ds sry aos chix tn nce 6 SARE > RR 4,983 3,837 MAG fo xeccceesees 188 371 3,600 
RDN oye eee ou ws ae SR 42,727 27,989 12,115 2,623 1,398 16,092 22,111 
WRC Might Re Pee, 8 soar Nog eet oes ule poner arse? 50,476 38,110 8,164 4,202 307 724 29,600 
US for ses cna Gdns 69,094 43,094 22,000 4,000 107 43,520 34,000 
rrr 123,224 101,462 19,990 1,772 12 32,101 60,600 
Norway ree Me teat ae) wer is Ie ro erecnin ae 30,320 21,100 8,870 350 92 7,900 21,000 
Pescettie Gl Gye... .. .. vais cs rdecess 6,112 5,281 513 318 566 233 3,589 
Panama and Canal Zone..............-. 522 4,579 260 283 94 350 3,508 
ARE hy ORE ROR: 9,300 5,550 3,400 350 591 140 5,000 
Pumpeitie TAREE. 6... so occ cicccwenan ss 22,325 15,903 4,345 2,077 514 707 14,828 
Poland. LS as ROSH 44 SKATE ROSE ROR EER 18,754 13,576 3,966 1,212 1,563 3,2e2 13,420 
ea TS IO, ame 14,750 11,450 2'950 350 96 300 11,456 
Portugal Bitar ORG, eM GRR Cis BS rane Sate rae 15,735 12,845 2,700 190 357 1,500 9,700 
Sn rere: 16,700 11,900 3,100 1,700 1,033 750 9,800 
EEE ERE DE LR 21,103 9,610 9,403 2,090 6,871 7,669 *15,000 
ES eer anor rr eee 135,000 121,500 ere 164 9,000 70,000 
ETRE AMBRE A 99,220 77,000 18,220 4,000 61 28,000 62,000 
8 ceri 55 tele 51,560 41,800 9,300 460 76 21,000 29,848 
oe ee) eee 3,486 2,675 240 571 110 531 1,850 
SER ete 7,500 6,000 0) Ja) eee 1,781 500 2,600 
Union of ME SUN 56:5. d cies va whens 76,550 71,000 4,900 650 98 27,500 50,300 
eee 1,023,651 754,284 248,367 21,000 43 629,648 770,839 
eis gos Lie Le ce i 30,060 25,050. 4,985 2 56 532 16,689 
Venezuela FE oe rene ete panne Tran very 10,045 8,000 2,000 45 301 315 4,400 
NS SOE 8,555 6,600 1,800 155 1,405 2,650 5,970 
ke, RE OORT T ORE TC 93,491 70,498 18,616 | Mee PE Oe 15,658 31,944 


* " . ° e e . 
Includes motorcycles. (Note.—Figures for some countries are estimates. In most cases, however, they represent official registrations) 
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Values of Foreign Coins 


Value in 
COUNTRY Legal Standard | Monetary Unit Terms of Remarks 
U.S. 
Money 

Argentine Republic......... Cc] Ne: SE a RE ic END $0.9648 | Currency: Paper, normally convertible at 44 per cent of 
face value; now inconvertible. 

Ra ep Tee See Se .1407 

NNN iyi ne os stem Gold and Silver.} Franc.............. .1930 | Member Latin Union. 

BE << n sin aan nwnees cen coh Ea eee BOUVIAHO. «5.606066 3893 | 12% bolivianos equal 1 pound sterling. 

7 RU tier es Set are re CoC i a ETO os 5 SScr as ne 5462 | Currency: Government paper a part of which is legally 
convertible at 16 pence (-$0.3244) per milreis; now in- 
convertible. 

British Colonies in Austra- 

lasia and Africa.......... Cyril Bere Seam Pound Sterling...... 4.8665 

British Honduras........... RST POBEOIS. ccc kane eer 1.0000 

Rs nin. aceon oes a ath Loo rc: | LE aa aes .1930 

Bs bivihd uv negaweeanen eek | OR ere 3650 | Currency: Inconvertible paper. 

ROMEO io cox Ce eee ee er Tael (Haikwan)..... .8327. | The tael is a unit of weight: not a coin. The customs unit 

is the Haikwan tael. 
Dollar (Hong Kong). 5382 
Dollar (Mexican).... .5422 | Mexican silver pesos issued under Mexican decree of Nov. 
13, 1918, are of silver content approximately 41% less 
than the dollar here quoted; and those issued under de- 
cree of Oct. 27, 1919, contain about 51% less silver. 
ERIS aa | ee PTT TCT ee .9733 | Currency: Government paper and silver. 
eer AGO 1 oA weet ROOUON Sos sia a avn 4653 “a — conversion office fixes ratio 4 colons equal 
LOOUS. 

ROMER ios Sea ee ON on ae Cc Re, BSBA 24; cAurniconauin ioe 1.0000 

BRPRORTE ics Boeke ids ahs Cot RRS aimed a GRE Pe Cine ce .2680 

Dominican Republic. ....... eee Sy rere 1.0000 | U.S. money is principal circulating medium. 

I sibs eioie b Vea oe ON ee EET Ee 4867 

C12 SRR ae aT Get EDS C50) Speen eee Pound (100 Piasters) 4.9431 The actual standard is the British pound sterling, which is 

legal tender for 9714 piasters. 

IB ie Ga Saino wee on eee ET Ot er cr .2680 

PRR occa ec cena snare Cok Eee INTGTKKO ss 6 5 sia 0 om 1930 

RIES EDR ee Gold and silver..| Franc.............. .1930 | Member Latin Union. 

0 ee eee Cio te area Reichsmark......... .2382 

Seat Britain... ces oes NOONE 225 sich -dowees Pound sterling. ..... 4.8665 

ENE SIR ee cei iecrer w Gold and silver..| Drachma........... .1930 | Member Latin Union. 

Komptemala:. <6 os oss ak ROE ic oe Shc Oc re 1.0000 

CO TER Ryn ee Sool te Aiea ed GONG) ici: SOURCE. «6254s ceed .2000 | Currency National bank notes redeemable on demand in 
American dollars. 

RAMEN SS il 3 2 ot Ses Sl REGO Si se ee ae 4992 | Currency: bank notes. 

India (British)............. Cie aaa A Sovereign........... 4.8665 | The British sovereign and half sovereign are legal tender in 

yo ee PROS 5 lat Slice Sis 2372 India at 10 rupees per sovereign; actual exchange rates 
approximate 15 rupees. 

Ns ira Bers | | he Cal nee Batt sresasadel: ete .1930 | Member Latin Union. 

| Saree emer preates a 0 fc Se ee CS ees a ee 4985 

eens RES cis Bain nats 1930 

IR Scccch cde beeckeee Cc, he aS WP AR oss Busse 1.0000 | Currency: Depreciated silver token coins. Customs duties 
are collected in gold. 

GE IADIA Sis diccc Cos AROS RSG scsreve shee eae LEC Len eee ee eset .1000 — Notes of the bank of Lithuania, not now con- 

vertible. 

erat ee a, Se 4985 

Netherlands... ..........5.- CO kee © Guilder (florin)...... .4020 

Newfoundland............. | Sere rer 1.0000 

ICRP ROU 5.006 Sain soo cece CS | eee: Cordoba 1.0000 

RR ans | eee errr. .2680 

Rie by dae hie . Save” Orr errr 1.0000 

ET OOM Pe CCl Sree Peso (Argentine)... .9648 | Currency: Depreciated Paraguayan paper currency. 

|” SOARES eT | a Seer 4.8665 

Philippine Islands .......... AGOGO. Siz acs cee BRAG eons pneltinss Sve .5000 

MRT ri okies bin cose em COO a 12S ae 1930 

ES ae ae ee es CC 1 on PBSOUIO os cdc? ohare <a 1.0805 | Currency: Inconvertible paper. 

NR 60st césnestaowa eee» MEG cays dicen rons aa 1930 

I hi Se Nis id oe Sk oacc ecu POONER Rid retie cnx 5146 

PREY aca seorctshsc resosansis. datos Gold and silver..| Peseta............. 1930 — — is for gold peseta; currency is notes of the bank 
of Spain. 

Straits Settlements......... | ere Seratat hoa eam 5678 

Te ee ee Cro | Ese MOR Role 2/068 elses .2680 

Sle re C50 | RR Sia 6 BEANE os .1930 | Member Latin Union. 

NOR SS aal gis s oe ee tek We a fe PARGtE ok os eal .0440 | (100 piasters equal to the Turkish £.) 

NEY 6 oe ci Sand nse Se REA i5 sis weeraeet Els RR ES ere 1.0342 | Currency: Inconvertible paper. 

fore | ne eee 0) ere Bonen: ina, 1930 
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Index 


PAGE 
Advertisers and agencies handling their ac- 

counts 208 
Advertisers who increased newspaper appropria- 

tions, 1927 . 214 
Advertising—Foreign 431- 576 
Advertising Agencies—U. S. Alphabetical 

RN eR cae Oe ON RR OE OR OL Oe NER OR 117- 195 
Advertising Agencies—U. S$. Geographical 

List 200- 207 
Advertising Agency, The 107 
Advertising agency advertising in business pa- 

pers, 1926-1936 311 
Advertising agency teste... 109 
Advertising appropriation, Thee 79 
Advertising appropriations by lines of 

SARIS cocaditteibancoriceminbniasibincmaninena 2- 104 
Advertising counsellors and specialists, List of.. 196 
Advertising Media 

Business Paper ....... i 307- 317 

SON aii ibiiiciianaiinnnarsihighitissinsiasbaletinacbinaning 407- 410 

PIE ND isiicicsiiscs stispitin citer ancassicnaiaaliad 295- 306 

Ne ae me 325- 340 

II savisticdbtbinininiisidvcdieniaaglanle 279- 294 

PRU icicles sinitiistaptictinagnsitnsninass cain 209- 278 

SPE FI ciiteiticnscinminnnnts Snail 319; 324 
Advertisimg quota, pares. .cccssncscscccsessesseccessesemmee 3 
Alaska—Commerce and population... 59 
Partito TRGGiae: Wi OU istiscensisistsitecscectectcptinseniccesehcrt 416 
Associations, List of trade and industrial.............. 314 
Automobile production, 1916-1927 336 
Automobile registrations by states—1924-1927 15 
Automobile service stations and repair shops— 

By states 320 
Automobiles—Count by counties 19- 58 
Automotive statistics for principal countries... 575 
Bank deposits by counties ..19- 58 
Business paper advertising growth in 1927... 309 

r in foreign countries.................- 575 
Canada 

Advertising agencies, List of .......2.::cceeee 516 

Dt NR cshtiapeoniicetaniccianiaiaisinnsincnsnisean 511 

Automotive statistics : . 536 

Building construction statistics 532 

Business paper circulation, rates and closing 

dates 530 

Consumption (per capita) figures... 536 

Electrical products markete......ccccscccssccssceeseeeneee 536 

TU I NN si diiciescsacncicn icsnceigtechonanechln 535 

Sangam : GeO RG cscs cen 514 

Industries, Leading sinscsiciebbdestedcibicadl 533 

Industries by provinces... ..533- 534 

Languages spoken 531 

Magazine circulation, rates and closing dates 524 

Market surveys available 526 


Canada— (Continued) PacE 
Newspaper circulation and rates 526 
Population and its origin 531 
Population statistics by provinces........... 531 
Poster advertising 528 
Production percentages by provinces................. 534 
Radio market 536 
a TT Te 534 
Telegrams by provinces..................... 534 
Telephones by provinces. -eeeeeeeneeenneeee 534 

Chain drug stores by states 321 

Cigar manufacturers by states 12 

Cities and towns—Number by states... 9 

Coins, Value of foreign 576 

Consumption of products, Per capita... 14 

Copy—Estimating pages eee eneneeeeeee ene 405 

Coupons and their use in advertising... 294 

Creameries—By states aaa 12 

Crops by counties, Value of. 19- 58 

Dairy product manufacturers by states... 12 

Dartnell index to county buying power............. 17- 58 

Dealer count, see Retail outlets 

Department stores by states. ees ceeeeeee 322 

Direct advertising és .373- 429 

Direct mail advertising developments— 1927...... 375 

Direct mail advertising suggestions 380 

Directory advertising growth i PR RP aciatisonsiiciin 407 

Directory advertising rates cence 408 

Electric ight and power customers by states... 337 

Electric lighting customers by counties............. 19- 58 

England—See Great Britain 

Envelope manufacturers by cities 402 

Equipment manufacturers, Advertising depart- 
IG a csiesntsinimnnniancitnoapeiainniinaaaminmehiaias 429 

Families—Number by cities noose 61- 71 

Families—Number by states. 2...-..-esseeeeeseseeeeeeee 60 

Farm paper advertising ccc 295- B06 

Farm paper circulation and rates leiarctacceaeaseicanecia 300 

Farm paper circulation by states. 302 

en A i iaissisnicticectssisinciccrinisbiietnintiaciiapetiaas 12 

Film advertising growth during 1927 Rikecesiaaete 343 

Film producers, fA RO ce PEN Rr 348 

Fishery products by counties, Value of............ 19- 58 

Flour, feed, grist and roller mills by states... 12 

Foreign markets for advertised products.................. 563 

Foreign newspapers—By countries... 567 

Foreign trade—Principal countries... 566 

Foreign trade defimitioms ces ceeccceccsecceeeeeetenee 573 

Freight car production—1915-1927_ 336 

Garages—Count by states ______.. 320 

Gasoline consumption by states. ecco 330 

Germany 
PA RD isicsitcties sc vtsicnicemsinerctiinhpinicaiimatesii 539 
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Index—Continued 
German y— (Continued ) PacE Pace 
Magazines and their circulation 556 Manufacturing establishments by states, 
Metropolitan market data 554 Count of 60 
Newspapers and their circulation 557 Market data, Farm 298 
Population of principal cities 552 Market surveys available, Farm 305 
U. S. exports to 539 Market surveys available, Industrial 340 
Market surveys available, Metropolitan... 273 
Great Britain Market surveys available, National and 
Advertising agencies, List of 493 sectional 292 
Advertising agency selection 491 Mined products by counties, Value of................ 19- 58 
Advertising in 431- 506 Motion picture advertising, see Film advertising 
American advertisers in 478 
As a market auee ; 433 Newspaper advertising growth in 192’7............... 21] 
Magazines and their circulation 506 Newspaper advertising lineage—National 
Newspapers and their circulation 506 odiunutionse 220 
Population characteristics and Newspaper advertising lineage by principal 
distribution 438- 477 eitjes 215 
Population statistics 437- 477 Newspaper advertising summary for 1927... 214 
Retail trade statistics ee ‘ 438- 477 Newspaper circulation and rates by cities...222- 270 
Trade publications and their circulation............ 506 Newspaper information—Sources 299 
Grist mills by states, Count of 12 Newspaper publishers’ representatives, List of.. 257 
Hawaii—Commerce and population 59 Newspaper rates and circulation by states............ 278 
Hawaii—Retail and wholesale statistics................. 59 Newsp re List of foreign ; pte 
House organs and their publishers 389 Newspapers’ place in sales campaign, Country... 277 
Illustrative processes 413 Oil production by countries 330 
Income tax returns (corporation) by states......... 60 Outdoor advertising growth in 1927... 351 
Income tax returns (personal) by cities............ 61- 71 Outdoor advertising rates by cities 353 
Income tax returns (personal) by counties.....19- 58 Outdoor advertising sign manufacturers, List of 354 
Income tax returns (personal) by retail trad- 
ing areas 72- 76 Panama Canal Zone—Commerce and 
Income tax returns (personal) by states..8; 19- 58 population 59 
Industrial advertising 325- 340 Paper—Development for advertising use................. 395 
Industrial markets for advertised products............ 327 Papers and their manufacturers, List of.............. 396 
Industrial papers—Circulation and rates............... 338 Patent laws of the world 572 
Industrial summary of the U. S 334 Peak seasons by lines of business 6 
Philippine Islands—Commerce and population... 59 
Jobber outlets, Count of drug 321 Photo-engravers by cities, List of 415 
Jobbers by lines of business by states........................ 12 Photo-engraving terms 414 
Label manufacturers, List of 372 Photo-engraving process 413 
Lithographers, List of 384 Photographers—Count by states oi 
Lithographers, List of advertising postev.............. 354 Photographers, List of news... oe 
Lithographers—Count by states 13 Photagraphers, - - = stem . be 
Livestock by counties, Value of 19- 58 Population by cities—1920 and 1926.......... an 1 
Locomotive production—1915-1927 .eecceeeoeen 336 Population by counties . . al 58 
Population by retail trading areas...................... (2- 76 
Machine shops by states—Count of 13 Population by states—1910-1927 . 10 
Machinery manufacturers by states—Count of... 13 Population estimates by states for 1927_............ 8 
Magazine advertising expenditures by leading Population increases by states—1920-192’.......... 60 
concerns 283 Population of foreign countries 566 
Magazine advertising lineage by months for Porto Rico—Commerce and population............... 59 
1926 284 Postal laws affecting advertisers 310 
Magazine advertising tendencies during 1927... 281 Printer, Ten tests for selecting a 376 
Magazine circulation and rates 288 Printers—Count by states 13 
Mailing list, Importance of the 427 Printers—List by cities 384 
Mailing list data 425- 429 Projector manufacturers, List Of. 348 
Mailing list sources 4.28 Projectors (Portable)—Types in use................-- 344 
Manufacturers, Census of U. S. 334 Publishers—Count by states. .....ccccccscsssssccccccceeseeeneeee 13 
Manufacturers by states, Number of... 11 
Manufacturing establishments by cities, Radio broadcasting advertising growth............- B57 
Count of 61- 71 Radio broadcasting rates .. B58 
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PAGE PAGE 

Railroad statistics 336 Telephones (Residential) by cities... 61- 71 
Retail automobile outlets 320 Telephones (Residential) by states 60 
Retail automotive product outlets by states......... 320 Textile mills by states, Count of 332 
Retail drug outlets by states 321 Trade paper circulation and rates 324 
Retail furniture outlets by states 322 Trade paper in advertising 319 
Retail outlets by lines of business by states............ 12 Truck registrations by states—1924-1927.. 15 
Retail trading areas by states 72- 6 Trucks in use in foreign countries 575 
Rotogravure printers, List of 406 Type, How to use 404 

Typographers, List of advertising 406 
Sales and advertising quota plans 3 Typography developments during 1927... 403 
Sales counsellors, List of 198 
Samoa—Commerce and population 59 T ae , . 
Specialties, Increasing silae asian use of......... 361 ths lacie aaa iia cat oaccmales 
Specialty advertisin 359- 366 
Specialty Fa i List of 363 Virgin Islands—Commerce and population... 59 
Store and window advertising in 192’... 368- 371 
Store sign and display manufacturers, List of.. 371 Wage earners by cities 61- 71 

Wage earners by states 60 
Tag manufacturers, List of 372 Wales, see Great Britain 
Telephones by counties 19- 58 Wholesalers, see Jobbers 
Telephones by states 14 Window display manufacturers, List of. 371 
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Altoona Mirror ............... 


Christian Science. Monitor......00..0.c0ccccc0 
Samson Clark & Co., Ltd................... 
Club Service Publishing Co ; 
Ea OY Eee ee oe 
Collier’s 
Colanies Dhow: 
Prank; Comeit Co secciic scien 
onmkey @ S50i 5. oe Op: 
Paul Cornel! Co., Ince.......... eee 
Critchfield & Co 
Daily Mirror .. Yr a ey ee 
Dallas Dinca Mavis. Ladin i Soy nO er 
Dallas Times-Herald 0.00.2... 
De Telegraaf (Holland)...................568- 
Derby Letter Machine Co., Ine................... 


* Front of Book Section. 


Desbarats Adv. Agency, Ltd... 5 


Index to Advertisers 


259 


American Metal Cap Co. aur "Opp. 554 
American Multigraph Sales Co.............. 430 
American Photo-Engravers Assn............. 412 
Associated Business Papers, Inc............... 318 
Associated Envelope Makers.................... 402 
Autopoint Co. ............. iran ane Tame meee |, 
Charles Austin Bates... REE ie ee) hy 
George Batten Co., Inc. = 219 
ed ee 397 
Bell & Howell Co... fa ane 348 
Benson, Gamble, Rites & Read. es #521 
Biloxi & Gulfport Daily Herald............ 240 
oS eee aes eee eee: 122 
Bloomington Daily Pantagraph............... 229 
Booth Publishing Co........... . 241 
Re PCIER NMI 88 thro Seat oe BI 237 
SN MR li Ohi Sin aa santa 280 
Bremer Nachrichten —.:cc:ccccocccccccscssnssncon 552 
Bridgeport Post-Telegram ....................... 227 
Brooke, Smith & French, Ine... 121 
Le |), A cr a *549 
Buffalo Courier-Express ... . 242 
Buffalo Evening NewsS..o.....:::cccccccen 245 
Burroughs Publications ..................... 2315 
Campbell-Ewald Co. ...0..cc0.ceccc126- 127 
Campbell-Ewald, Ltd. 2200s 517 
Capper Publications 0.0..00.0.0.000ccccunenen 299 
Carlton Publicity Limited... 495 
Chicago Daily Newg...................... *507 
Chicago Herald & Examinerv....................*546 


Chicago Tribune Cover 


AI Detroit Free Press... 239 
DeVry Corpecntion- Se akine . 347 
R. R. Donnelley & Sons Co.. 382 
Dorrance, Sullivan & Co. im. Se aaa 145 
Dresdner Anzeiger 2.0.00... tacks 553 

i ae ge Ga: [re 184 
Edwards, Ewing & Jones. 115 
1 Einson-Freeman Co. Inc.. aatsKees 368 
Ct iG: ee hf 
Erwin, Wasey & Co. Ltd... "517 

Evans, Kip & Hackett, Inc........................137 
Evans-Winter-Hebb, Ince. .. 387 

The Farmer .4.............. Beasties 305 

Federal Advertising Bias: = ee 

Federal Electric Co........ ; “BSS 
Ferry-Hanly Advertising Co.. 141 
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Wm. Findlay Co. Ltd 510 
Fort Madison Evening Democrat......... 234 
Fort Worth Star-Telegram........................... 221 


Frankfurter Nachrichten 0.000. 541 
- Gannett Newspapers 246 


S. T. Garland Adv. Service...............496- 497 
German Allied Provincial Newspapers 546 


Max Gerstmann 558 
J. J. Gibbons, Ltd 519 
Gotham Advertising Agency.....cc:cc0 565 
Rese GAY ANC 5.5. siscrececcsemcncccoe NOT 
Green & Van Sant Co 143 


James A. Greene & Co... neces 149 
Groesbeck-Hearn, Inc. tpeiiea 
Hallische Nachrichten .......2-ccccccccceccnun 555 


Hannoverscher Amzeiger .......c..cc:cccccccsanen 551 
Hanrmoverscher Korie ...:ccccccosssccssssssessssssone 545 
MRS PEROT RC chet cd scence sess COVEL 
Oe ES © C1 | ne ae ee ee 147 
We TEAC GTS GG cee sett cal ees 251 
Hommann & Tarcher, [nec 106 
ROUSE ASC RUIE GD asco cclcssiecsiccac cette 
Howard Paper Co,.....ccccccc0 La septa 
F. W. Hunt Adv. Service...i..cccccccccconsnrn 516 
Independent Woman ........:.-..... 291 
DIRGTATAPOIIS ING WWS cs scssescncssescsniecrs recente *551 
MANERA ONES FATS ss essscesecscscimesnics 231 
Industrial Publications, Ince...................... 338 
UEC SRS ates 2 Sey eR ear 326 
Kenosha Evening NewS.....ncccccccccwocvccceee 271 
Kieler Neueste Nachrichten....................... 549 
Kimberly-Clark (Co. o2-cicsccncscice! Opp. 256 
Klau-Van Pietersom-Dunlap- 

| Oe eer ee ied eR re ee 151 
Koelnische Volkszeitung 0.0... 570 
Koelnische Zeitung 543 


Lamport, MacDonald Co.....eecccecccee 153 
Leipziger Illustrirte Zeitung........................ 557 
Leipziger Neuesten Nachrichten............. 538 
The Literary Digest "$15 
London Research Bureau ......cccccccccnn 508 
Les Angeles: Examiner .ceisscicccccccccsicinn 511 


George H. MacDonald, Ltd.................... ons 
MacLean Publishing Co. Ltd.................. 525 
MacPherson-Eames Mfg. Co... 391 
Madison Advertising Service.......... neon 196 
Magdeburger General Anzeigerv............. 551 
RMmanl We ENON he ance 527 
Mainzer Anzeiger 547 
Matteson-Fogarty-Jordan Co.......... 156- 157 
May & Malone, Inc 365 
McConnell & Ferguson, Ltd... 513 
McGraw-Hill Publicationg................... 328- 329 
Memphis Commercial Appeal.................. #512 
) Ree OG Byes 432 
David J. Molloy Co. *516 
Byron G. Moon: Co. Ines... 159 
Carroll Dean Murphy, Inc...............-........ 113 
Miyers & Golden, Tinea. sciscsscccss AGA 
Nashville Temmesseanr ....ccccccsecssssscsssssesnseene® 513 
Matonal Nine CO. ack oo Cover 
Natl. Outdoor Adv. But...................Opp. 352 
National Petroleum NewsS.u....:cc:cccccc 331 
ee | | eee eA ae eee MUM TL 


New Orleans Times-Picayune...................*518 
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New York Evening Journal................... 217 
New York News 248- 249 
New York Sun 250 
New York Times Ln OA 
Newark Evening New5......ccccccccccccssecnnnn 243 
Newell-Emmett Co. gases) $5 
Newspapers’ Film Corpa.ccccccccccccneccn 342 
Oakland ‘Tribune a2 kcscs. 223 
O’Connell-Ingalls Adv. Co... ... 162 
Olmstead, Perrin & Lelingwel, en ae 165 
Olson & Enzinger, Inc a 167 
100,000 Group of American Cities.......... 275 
Overseas Publicity & Service Agency... 508 
Peerless Lithographing Co. Ine............. *520 
Penton Publishing Co. 339 
Periodical Publishing Co................. 323- 324 
Philadelphia Public Ledger.............0......... 210 
Philadelphia Retail Ledgev..................... 308 
Photographers Assn. of America..422- 423 
W255; POMONIO Onhop an, 426 
Postage Meter (Coicctc. cine. 381 
Providence Journal ................... 47 
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